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The  police  couldn’t  contain  the 
violent  protests  aimed  at  the 
World  Trade  Organization,  but 
the  Seattle  Post-Intelligencer 
covered  it  from  every  angle. 

While  the  Seattle  Police  Department  found  itself  totally  unprepared  for  the 
raucous  protests  that  turned  city  streets  to  bedlam,  the  Seattle  Post- 
Intelligencer  staff  was  up  to  the  challenge.  Reporters  and  photographers 
brought  the  story  of  street  demonstrations-turned-riots  to  readers  in 
dramatic  fashion.  Post-Intelligencer  stories  and  photographs  showed  what  it 
was  like  for  protesters,  delegates  and  just  ordinary  people  whose  lives  were 
disrupted  by  the  chaos. 

At  the  same  time,  another  team  of  reporters  focused  on  policy  issues, 
including  the  geopolitical  turmoil  surrounding  the  event  itself  and  the  global 
economic,  trade  and  labor  issues  at  stake.  The  newspaper's  Washington 
correspondent  had  an  exclusive  interview  with  President  Clinton.  It  was  in 
this  interview  that  the  President  made  remarks  which  sowed  the  seeds  of  the 
eventual  failure  of  the  talks. 

No  other  news  organization  captured  the  significance,  the  color  and  drama 
of  the  events  -  expected  and  unexpected  -  as  well  as  the  Post-Intelligencer. 
By  delivering  comprehensive  coverage  of  events  that  shake  the  community 
and  the  world,  Hearst  Newspapers  enrich  readers'  lives  every  day. 


See  more  Journalism  of  Distinction  on  the  web  at  www.seattlep-i.com 
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Newspaper  ads  are 
‘hot’  commodities 


NAA  CALLS  FOR  LAW  TARGETING  LO 


Who’d  want  to 
steal  a  newspaper 
classified  adver¬ 
tisement?  Appar¬ 
ently.  quite  a  few  people. 

The  most  notorious  example  is 
probably  National  Ad  Search,  a 
Milwaukee  company  that  takes  help- 
wanted  ads  from  60  metropolitan 
dailies  and  puts  them  in  a  searchable 
online  database.  Users  are  charged  a 
fee  to  access  the  ads,  but  newspapers 
aren’t  compensated.  Several  papers, 
including  the  Milwaukee  Journal 
Sentinel,  have  tried  unsuccessfully 
since  1998  to  stop  the  company.  A 
phone  call  to  National  Ad  Search 
was  not  returned  at  press  time. 

Now.  the  Newspaper  Associa¬ 
tion  of  America  (NAA)  is  asking 


Congress  to  pass  the  Collections  of 
Information  Antipiracy  Act  (H.R. 
354).  Another  bill  before  the 
House,  H.R.  1858,  falls  short  on 
the  issue  of  protecting  newspaper 
databases,  the  NAA  said. 

“While  copyright  law  protects 
newspaper  articles  and  editorials, 
there  is  limited  protection  against 
the  theft  of  newspaper  classifieds.” 


ARL  SULLIVAN 

NAA  CEO  and  President 
John  F.  Sturm  wrote  to 
members  of  Congress.  He 
said  the  legislation  will  pro¬ 
tect  newspapers  without 
stifling  competition,  and 
will  allow  libraries,  univer¬ 
sities,  and  researchers  to 
continue  their  work  with¬ 
out  fear  of  liability. 

Jane  Levine,  publisher  of  the 
weekly  Chicago  Reader,  thinks 
such  legislation  is  necessary.  “If 
the  classifieds  don’t  belong  to  us, 
they  certainly  belong  to  the  adver¬ 
tiser,  and  not  the  person  stealing 
[them],”  she  said.  Levine  thinks  the 
legislation  may  also  protect  labor- 
intensive  databases  such  as  arts  and 
entertainment  listings.  ■ 


N.Y.  tabs  talked  of  alliance 


Classified  Anet  36 


Helen  Thomas,  United  Press 
International:  Page  144. 


New  York  Daily  News  Co- 
Publisher  Mortimer  B. 
Zuckerman  said  he’s 
“very  happy”  running  an  indepen¬ 
dent  newspaper  and  doesn’t  fore¬ 
see  reviving  discussions  with  its 
rival  New  York  Post  about  sharing 
operations  to  cut  costs. 

“We  had  a  few  brief  talks,” 
Zuckerman  said.  “It  didn’t  go  any¬ 
where.  We  haven’t  had  talks  for 
months.  From  our  point  of  view,  it 
makes  more  sense  to  be  indepen¬ 
dent.  I  love  the  Daily  News,  and  I 
want  to  work  on  it.” 

The  Wall  Street  Journal  reported 


that  the  tabloids,  famous  for  their 
snappy  headlines,  had  discussed 
combining  some  operations.  Zuc¬ 
kerman  said  the  talks  were  initiated 
by  the  Post,  although  Post  Publisher 
Ken  Chandler  said  the  Daily  News 
made  the  first  move,  asking  if  the 
Post  would  be  interested  in  dis¬ 
cussing  a  joint  operating  agreement. 

The  privately  owned  Daily  News 
has  weathered  bankruptcy,  union 
conflicts,  and  cash-flow  problems 
over  the  past  decade.  It  lost  money 
in  1998,  despite  a  $  19-million  per¬ 
sonal  contribution  from  Zucker¬ 
man.  The  Post,  owned  by  Rupert 


Murdoch’s  News  Corp.,  doesn’t 
release  financial  figures  but  report¬ 
edly  is  losing  money. 

In  one  of  a  shrinking  number  of 
competitive  newspaper  markets,  the 
Daily  News  is  winning  the  circula¬ 
tion  war,  but  in  the  six  months 
ended  Sept.  30,  daily  sales  were 
down  3%  to  701,831  while  the  Post 
gained  0. 1 5%  to  438, 1 58. 

A  collaboration  might  make 
financial  sense,  but  is  it  realistic? 
“There’s  no  way  the  boss,  Rupert, 
would  do  a  deal  to  save  Morty,”  a 
Post  staffer  said.  “He  just  loves  run¬ 
ning  the  paper.”  —  Lucia  Mose,s 
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If  at  any  time,  for  any  reason,  you 
decide  that  Editor  &  Publisher 
does  not  measure  up  to  your 
expectations  —  you  can  cancel 
your  subscription  and  receive  a 
full  refund  on  all  unmailed  issues, 
no  questions  asked. 


More  than  100  U.S.  dailies  are  participating  in  “Impact,” a  major  study  of  the  ways  newspaper 
performance  is  linked  to  readership  success.  The  study  is  part  of  the  industrywide  “Readership 
Initiative”  launched  by  ASNE,  NAA,  and  Northwestern  University’s  Media  Management  Center. 

the  squeeze  play 

LEGAL  COILS  TIGHTEN  AROUND  N.Y.  REPORTERS  BY  JOE  STRUPP 


A  battle  over  whether 
two  Long  Island.  N.Y.. 
reporters  must  testify 
before  a  grand  jury 
investigating  a  local  sheriff  has 
sparked  debate  about  what  roles 
reporters  should  play  in  criminal 
investigations,  and  what  questions 
they  can  be  asked  on  the  witness 
stand. 

District  Attorney  James  M. 
Catterson  of  Suffolk  County. 
N.Y.,  subpoenaed  the  reporters. 
Elizabeth  Moore  of  Nen  sclay  and 
Scott  Feldman  of  Cablevision's 
News  1 2.  last  month.  He  sought 
their  testimony  as  part  of  an  ongo¬ 
ing  probe  of  Sheriff  Patrick 
Mahoney,  whom  both  reporters 
have  interviewed  at  length  in 
recent  months. 

Catterson.  who  did  not  return 
calls  from  E&P.  has  said  the  testi¬ 
mony  is  vital  to  the  investigation, 
which  is  relying  on  comments  the 
sheriff  made  to  each  reporter  dur¬ 
ing  interviews  in  1 999.  Investi¬ 
gators  said  the  reporters  would 
be  asked  under  oath  to  verify 
that  Mahoney  bragged  about  con¬ 
trolling  all  decisions  in  his 
department. 

But  Carolyn  Schurr  Levin,  vice 
president  and  general  counsel  for 
New'sdciy.  said  the  reporters  could 
damage  their  ability  to  gather 
news  if  they  testify  for  law-en¬ 
forcement  officials. 

"The  public  perception  is  that 
[Moorel  is  assisting  the  prosecu¬ 
tion."  said  Levin.  "We  feel  very 
strongly  that  the  D.A.  has  not 
made  a  showing  that  this  [testi¬ 
mony]  is  necessary." 

The  reporters  were  initially  sub¬ 


poenaed  to  appear  before  the  grand 
jury  Jan.  31.  but  refused,  prompt¬ 
ing  state  Supreme  Court  Justice  J.J. 
Jones  to  issue  an  order  demanding 
that  they  testify.  Newspaper  attor- 


It’s  a  scary 
proposition  to 
drag  a  reporter 
into  a  political 
fight  It  turns  a 
journalist  into 
an  arm  of 
government. 

—  Lucy  Dalglish 
Reporters  Committee  for 
Freedom  of  the  Press 


neys  countered  with  a  temporary 
restraining  order  issued  Feb.  2 
from  an  appeals  court  judge  block¬ 
ing  the  subpoena. 

A  day  later,  a  state  appellate 
division  panel  granted  the  newspa¬ 
per's  motion  to  continue  the 
restraining  order  until  Feb.  17  when 
a  hearing  will  be  held  to  determine 
if  the  subpoenas  can  be  enforced. 

The  issue  has  prompted  concern 
from  a  number  of  journalism 
groups  that  claim  that  any  time 
reporters  are  required  to  become 
part  of  an  investigation,  their  ability 
to  cover  the  law  is  hindered. 

"It's  a  scary  proposition  to  drag 
a  reporter  into  a  political  fight." 
said  Lucy  Dalglish,  executive 


director  of  the  Reporters  Com¬ 
mittee  for  Freedom  of  the  Press. 
"It  turns  a  journalist  into  an  arm  of 
the  government." 

Paul  McMasters.  First  Amend¬ 
ment  ombudsman  for  the  Freedom 
Forum,  agreed.  "It  gives  the  im¬ 
pression  to  the  public  that  the  press 
is  an  agent  of  law  enforcement  or 
at  its  beck  and  call,"  he  said. 

In  most  states,  reporters  are  pro¬ 
tected  by  shield  laws  from  subpoe¬ 
nas  that  demand  testimony,  notes, 
or  source  information.  But  the 
degree  of  protection  varies  from 
state  to  state. 

New  York's  shield  law  protects 
reporters  from  having  to  testify 
about  unpublished  information 
obtained  from  nonconfidential 
sources.  Levin  said.  But  prosecu¬ 
tors  can  challenge  the  protection  if 
they  prove  the  information  sought 
is  relevant  and  critical  to  the  case, 
and  cannot  be  obtained  elsewhere. 

The  shield  law  does  not.  how¬ 
ever.  address  testimony  by  a 
reporter  about  published  informa¬ 
tion  obtained  from  a  nonconfiden¬ 
tial  source.  During  the  recent  pro¬ 
ceedings.  Catterson  has  altered  his 
subpoenas  so  that  they  require  the 
reporters  to  testify  only  about 
information  they  have  already 
reported. 

But  observers  said  that  such 
changes  do  not  guarantee  the  re¬ 
porters  won't  be  facing  a  more 
difficult  situation. 

"In  a  grand  jury  [proceeding], 
once  they  shut  that  door,  it  is  very 
intimidating  and  very  stressful." 
said  Dalglish.  "You  don't  know 
if  they  will  abide  by  the  agree¬ 
ment  or  not."  ■ 


briefs 

Owner’s  not  at  liber^ 
to  fold  paper:  Hawaii 

The  state  of  Hawaii  will 
fight  Liberty  Newspapers 
Ltd.’s  recent  motion  to  dis¬ 
miss  a  state  lawsuit  chal¬ 
lenging  Liberty’s  planned 
closing  of  the  Honolulu 
Star-Bulletin,  The  Associ¬ 
ated  Press  reported.  The 
state  filed  an  antitrust  law¬ 
suit  last  fall  when  Gannett 
Co.  Inc.  and  Liberty 
announced  plans  to  amend 
their  joint  operating  agree¬ 
ment  and  shut  the  Star- 
Bulletin,  leaving  Gannetfs 
Honolulu  Advertiser  the 
only  local  daily.  A 
September  trial  date  in  fed¬ 
eral  court  is  set.  Gannett 
and  Liberty  have  filed  a 
motion  asking  the  court  to 
force  the  state  to  put  up  a 
$21 -million  bond  to  cover 
costs  of  delaying  the  Star- 
Bulletin  closing. 

Roger  Black  retained 
to  redesign  ‘E&P’ 

Adweek  Magazines, 
parent  of  Editor  &  Pub¬ 
lisher,  has  hired  Roger 
Black  Consulting  to 
redesign  the  magazine. 
‘The  look  of  E&P  should 
reflect  the  dynamics  of  the 
newspaper  industry  today,” 
said  Mark  Dacey,  president 
of  Adweek  Magazines.  The 
choice  of  Roger  Black  indi¬ 
cates  our  intention  to  make 
E&P  the  snappiest 
newsweekly  in  the  busi¬ 
ness.”  E&P,  founded  in 
1 884,  was  purchased  by 
BPI  Communications,  a  unit 
of  VNU  Business  Media 
Inc.  and  parent  of  Adweek 
Magazines,  in  September 
1 999.  “Soon  after  the  pur¬ 
chase.  we  made  some 
quick-fix  design  changes 
and  we  got  some  immedi¬ 
ate  positive  feedback,”  said 
Sid  Holt,  editor  in  chief  of 
Adweek  Magazines.  “Now 
we’re  at  the  point  we  can 
put  some  real  thought  into 
the  long-term  strategy  to 
revitalize  this  historic  maga¬ 
zine  brand.” 

Continued  on  Page  18 


www.edltorandpublisher.com 


FEBRUARY  7.  2000  EDITOR  t  PUBLISHER  5 


£&PDeWS 


Newspaper  giant  Hills 
dies  at  93  in  Florida 

‘DYNAMO’  DID  DOUBLE  DUTY  BY  MARK  FITZGERALD 

Lee  Hills  —  the  first  chairman  of  i  he  began  transforming  the  news- 
Knight  Ridder  and  a  newspaper  paper  industry  along  with  his 
dynamo  who  once  managed  to  j  own  career, 
serve  simultaneously  as  executive  i  In  the  fierce  competition  with 


Lee  Hills  —  the  first  chairman  of 
Knight  Ridder  and  a  newspaper 
dynamo  who  once  managed  to 
serve  simultaneously  as  executive 
editor  of  both  The  Miami  Herald  and  the 
Detroit  Free  Press  while  earning  a  Pulitzer 
Prize  at  the  Michigan  paper  —  died  Feb.  3  of 
apparent  congestive  heart  failure  at  the  Miami 
Heart  Institute  and  Medical  Center  in  Miami 
Beach  where  he  was  being  treated  for  a  diges¬ 
tive  disorder.  He  was  93. 

In  a  career  that  began  in  1920  as  a  14-year- 
old  running  the  Linotype  machine  and  writing 
a  sotaety  column  in  Price,  Utah,  Hills  wrote 
and  edited  for  newspapers  throughout  the 
Midwest,  and  became  the  nation's  youngest 
editor  of  a  metro  at  the  old  Oklahoma  News  by 
the  time  he  was  32.  But  it  was  in  1942,  when 
the  ambitious  Hills  left  the  Scripps  Howard 
chain  and  accepted  John  S.  Knight's  offer  to 
become  city  editor  of  The  Miami  Herald,  that 


he  began  transforming  the  news¬ 
paper  industry  along  with  his 
own  career. 

In  the  fierce  competition  with 
The  Miami  News.  Hills  turned  the 
newsprint  rationing  of  World  War 
11  to  the  Herald's  advantage  by 
cutting  ad  space  to  make  room 
for  new's  while  the  News  opted 
for  revenue  by  taking  the  oppo¬ 
site  tack.  "They  were  never  in  the 
ballgame  again."  Hills  recalled 
years  later.  The  News  entered 
into  a  joint  operating  agreement  with  the 
Herald  in  1966  and  closed  in  1988. 

Hills  reworked  the  layout  and  the  Journal¬ 
ism  at  the  Herald  and  the  Free  Press,  using 
modem  designs  to  tell  stories  of  enduring  pub¬ 
lic  interest.  In  1951,  the  Herald  won  the  first  of 
its  16  Pulitzers  for  the  “Know  Your  Neighbor" 
series  that  vividly  documented  the  lavish 


lifestyles  of  South  Florida  mobsters,  and  led  to 
U.S.  Sen.  Estes  Kefauver's  committee  hearings 
!  on  organized  crime. 

“Lee  Hills  was  a  legend,  not  only  because  he 
had  great  editorial  vision  and  a  keen  under¬ 
standing  of  business  fundamentals,  but  because 
he  knew  how  to  make  them  work  together  to 
create  great  public-service  newspapers."  said 
Knight  Ridder  Chairman  and  CEO 
Tony  Ridder.  When  Knight  News¬ 
papers  merged  with  Ridder  Pub¬ 
lications  in  1974,  Hills  became  the 
first  CEO  and  chairman  of  Knight 
Ridder,  then  the  nation's  largest 
newspaper  group.  He  retired  in 
1981  as  editorial  chaimian. 

A  passionate  advocate  of  Latin 
American  democracy.  Hills  in 
1946  started  the  famed  “Clipper" 
edition  flown  into  the  region  every 
morning.  His  leadership  of  the 
Inter  American  Press  Association 
was  memorialized  by  the  title  he  held  at  his 
death;  honorary  life  president. 

I  Hills  is  survived  by  his  wife,  Argentina 
i  .Schifano  Hills;  a  son  from  his  first  marriage, 
I  Ronald  Lee  Hills;  sisters  Louise  Elwood  and 
i  BeverLee  Margolis;  brother  Stanley;  grandsons 
I  Lee  David  Hills  and  Paul  Andrew  Hills;  and 
’  five  great-grandsons.  ■ 


San  Francisco  icon  Art  Hoppe  dies  at  74 

Art  Hoppe,  the  gentle  I  columns  from  the  campaign  trail  |  then  sit  in  front  of  the  word  prtx'essor  to  exp 

humorist  whose  unique  I  led  to  his  regular  humor  column,  j  it  to  everybody." 

political  and  social  satire  **  which  eventually  appeared  five  Even  when  telling  readers  of  his  can 


Art  Hoppe,  the  gentle  I 
humorist  whose  unique  P 
political  and  social  satire  ** 
appeared  in  the  San  Francisco 
Chronicle  for  more  than  40  years,  ^ 
died  Feb.  1  of  complications  from  d 

lung  cancer  in  a  San  Francisco  hos-  A'*- 

pital.  He  was  74. 

Hoppe,  who  informed  readers  in  ^  - 

December  of  his  disease  and  wrote 
about  his  battle  against  it.  was  a 
much-respected  Chronicle  staffer  Art  Hoppe 
who  skewered  political  targets  of 
all  affiliations.  i 

“Art  Hoppe  was  a  great  satirist  and  Bay  Area 
institution,  and  his  death  is  a  profound  loss  to 
all  of  us."  said  Chronicle  Managing  Editor  j 
Jerry  Roberts.  “In  an  age  of  bombast,  he  was  a 
writer  of  tremendous  civility  and  grace." 

Hoppe  joined  the  Chronicle  as  a  copy  boy  in 
1949  and  was  stxtn  promoted  to  reporter.  In  i 
1 960.  he  covered  the  presidential  race  between  | 
John  F.  Kennedy  and  Richard  Nixon.  His 
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columns  from  the  campaign  trail 
led  to  his  regular  humor  column, 
which  eventually  appeared  five 
days  a  week  and  was  syndicated  in 
^5^  Ip  more  than  1 00  newspapers. 

Hoppe  happily  skewered  the 
■3m  '^'Shty.  and  less  than  admir- 

able.  His  targets  included  Just 
Plain  Jack  Kennedy,  Elbie  Jay, 
Nick  Dixon,  Mediocreman  Geral 
Ford.  Jiminy  Beaver,  Sir  Ronald  of 
Holyrood,  Supreprez  George 
Bush.  and.  of  course.  Bill  Clinton. 

“He's  the  first  person  I  ever  heard  of  who 
smoked  pot  for  the  flavor,"  Hoppe  said  of 
Clinton  in  a  1996  Editor  &  Publisher  story  not¬ 
ing  Hoppe's  lifetime  achievement  award  by  the 
National  Scxiety  of  Newspaper  Columnists 
(NSNC).  Hoppe  penned  more  than  6,000 
columns  since  starting  his  humor  feature  in  the 
Chronicle  in  1960.  “I  read  through  the  newspa¬ 
per  very  carefully  every  morning  until  I  find  an 
item  I  don't  understand,"  he  said  in  1996,  “and 


then  sit  in  front  of  the  word  prtxessor  to  explain 
it  to  everybody." 

Even  when  telling  readers  of  his  cancer, 
Hoppe  showed  his  wit.  His  last  line  in  his  last 
column  was;  "...  I  have  everything  going  for 
me,  and  I'm  fully  confident  that  I'll  lick  this 
thing.  Indeed,  I  take  comfort  from  the  thought 
that  the  truck  that’s  going  to  run  me  over  in  my 
old  age  hasn't  even  been  built  yet.” 

Hoppe  was  a  native  of  Honolulu,  a  graduate 
of  Lowell  High  .School  in  San  Francisco  and 
Harvard  University,  and  a  U.S.  Navy  veteran 
of  World  War  II. 

Hoppe  “was  the  smartest  person  I  ever 
knew.”  said  Chronicle  “Personals”  columnist 
Leah  Garchik,  who  Hoppe  hired  over  the  phone 
as  a  temporary,  part-time  steno  clerk  in  1972. 
“He  respected  people.  He  was  the  first  boss  1 
ever  had  who  ever  said,  ‘What  do  you  think?”’ 

Hoppe  is  survived  by  his  wife  Gloria  Mary 
Nichols  Hoppe,  whom  he  married  in  1946, 
and  children  Leslie,  Andrea,  Arthur,  and 
Prentiss.  —  Joel  Davis 
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Your  newspaper's  online  stats  &  expanded  sports  package 


Every  sport,  every  game. 

Scores,  stats  and  summaries. 

It’s  all  here  at  SportsHuddle.com, 
the  new  expanded  online  service 
just  for  newspapers. 


At  the  heart  of  SportsHuddle’s 
service  is  our  proprietary 
software.  It  collects,  maintains 
and  publishes  ail  of  your  local 
high  school  stats  for  all  sports. 


Eliminates  multiple  entry 
of  rosters,  schedules  and 
stats,  allowing  you  to  use 
your  team  more  efficiently. 


GREAT  HANDS 

SportsHuddle.com’s 
web  interface  allows 
greater  versatility  to 
automatically  publish 
to  both  print  and  online. 


EXPLOSIVE 

It’s  local,  targeted 
and  personalized.  It’s 
comprehensive  and 
in-depth.  SportsHuddle 
has  everything  you  need 
to  keep  your  readers 
corrring  back  again 
and  again. 


QUICK  FEET 

Easy-to-learn, 
cirstomized  templates 
let  you  build  box 
scores  and 
summaries  fast. 


sportshuddle.com 


where  high  school  sports  come  together. 


To  give  SportsHuddle.com  a  tryout,  contact: 
Tracy  Kellaher  or  Laurie  Gatch  at  314-361-5775 
player@sportshuddle.  com 


Or  scout  us  at  the  Editor  &  Publisher's 
Interactive  Newspaper  Conference  and 
Trade  show  @  booth  104/106. 


E&PDfiWS 

PressPoint  pursues 


[nilraai’’ 


MORE  TITLES  IN  MORE  MARKETS  BY  JIM  ROSENBERG 


able  Document  Format,  then  sent  to  print¬ 
ers  worldwide.  Most  editions  run  to  32 
pages.  Heavier,  whiter,  more  opaque  than 
newsprint,  sheets  preprinted  on  one  side 
with  four-color  ads  sold  by  PressPoint  are 
fed  into  Xerox  digital  printers  to  image 
each  day’s  editions.  Pages  are  collated 
and  side-stapled.  Last  year’s  technology 
enhancements  provide  greater  timeli- 
ness  in  advertising  and  flexibility  in 
page  makeup  (E&P.  Aug.  14.  p.  16). 

PressPoint  also  has  begun  oft'ering  printing 
services  for  special  events,  conferences,  and 
trade  shows  in  Atlanta.  Boston,  and  Miami. 

Late  last  month  it  supplied  editions  from 
three  continents  to  those  attending  the  World 
Economic  Forum  in  Davos,  Switzerland.  With 
local  Xerox  personnel,  it  set  up  shop  about  a 
block  from  the  conference  site,  according  to 


Following  what  it  calls  a  “sizable  in¬ 
vestment”  from  the  Warburg  Pincus 
Equity  Partners  investment  firm. 
PressPoint  has  further  expanded 
retail  availability  of  its  same-day  “global  edi¬ 
tions”  of  daily  newspapers  from  cities  around 
the  world.  At  the  same  time,  it  has  extended  its 
geographic  reach  and  partnership  roster. 

Soon  after  announcing  sales  at  10  Borders 
Btxtks  and  Music  stores  in  six  cities,  PressPoint 
added  distribution  through  Eastern  Lobby 
Shops,  operator  of  airport,  train  station,  and 
corporate  bookshops  throughout  the  United 
States  —  among  them  some  of  the  largest  inter¬ 
national  airports,  the  United  Nations  headquar¬ 
ters.  and  New  York’s  World  Trade  Center.  With 
Borders  and  Eastern,  the  number  of  PressPoint 
retail  outlets  (including  independent  merchants 
in  selected  locations)  now  exceeds  2(X). 

CEO  James  A.  Cube  said  he  expects  to 
transmit  editions  to  more  cities  by  summer, 
beginning  with  Sydney,  Australia,  next  month 
—  well  ahead  of  the  2(X)0  Olympic  Games 
there.  Five  other  Australian  cities,  one  or  two 
Mexican  cities,  Toronto,  and  Tokyo  will  follow. 

Editions  now  reach  13  markets  in  Europe, 
the  Americas,  and  East  Asia.  Cutie  said  that  in 
the  next  three  to  six  months  PressPoint  will 
expand  “pretty  aggressively”  in  Europe, 
reaching  as  far  as  Moscow. 

Newest  of  PressPoint’s  25  publications 
from  14  countries  is  Sweden’s  Dagens  hi- 
dusth.  In  spring,  it  will  add  Dagens  Nyheter 
(also  from  Sweden),  Denmark’s  Berlingske 


Cutie.  Editions  were  distributed  in  almost  a 
dozen  hotels  and  near  meeting  areas,  he  said. 

About  50  people  now  represent  PressPoint 
in  1 1  locations.  Cutie  expects  to  double  staff 
size  this  year  by  hiring  local  personnel  who 
“know  the  markets  and  speak  the  languages 
and  know  the  cultural  issues  involved.”  ■ 


Roger  Oglesby  knows  plen¬ 
ty  about  the  rough-and- 
tumble  world  of  newspa¬ 
per  competition.  For  the  past  two 
years  he’s  run  the  Las  Angeles 
Times'  edition  in  Orange  County, 
one  of  the  most  competitive  news¬ 
paper  markets  in  the  country. 

Oglesby  will  be  on  familiar 
ground  when  he  takes  over  the  pub- 


assistant  to  Hearst  Newspapers 
President  George  Irish.  In  addition, 
P-l  Managing  Editor  Ken  Bunting 
rises  to  executive  editor. 

The  Times'  weekday  circulation 
leads  the  P-/’s,  but  declined  3.5%  in 
the  six  months  ended  Sept.  30  to 
219,698  while  the  P-/’s  lost  2.6%  to 
191,169. 

The  publisher  change  caught 


Tidende,  South  Korea’s  Dong-A  Ilho  and  lisher/editor’s  job  at  the  Seattle  Roger  Oglesby  many  at  the  P-I  by  surprise  but 


Russia’s  Komsomolskaya  Pravda.  \  Past-Intelligencer.  The  Hearst 


seemed  to  quell  speculation  that 


As  for  the  Olympics,  besides  bringing 
home-country  dailies  to  foreign  visitors,  Press- 
Point  is  talking  to  Australian  publishers  about  ; 
creating  special  products  they  can  market  in  I 
parts  of  the  country  other  than  Sydney.  Cutie  ; 
said  PressPoint  also  is  talking  to  trade  maga¬ 
zines,  especially  weeklies  that  need  to  reach 
distant  subscribers  in  a  timely  manner.  j 

“Global  editions”  are  prepared  by  publishers  ! 
for  an  1 1  -by- 1 7-inch  format,  sent  to  Press-  i 
Point’s  New  York  hub  for  conversion  to  Port-  I 


Corp.  tapped  him  to  lead  the  morning  news¬ 
paper  as  it  prepares  to  compete  directly  with 
the  Seattle  Times,  which  converts  from  the 
afternoon  to  the  a.m.  cycle  on  March  6. 

Oglesby,  51,  is  not  only  used  to  competi¬ 
tion,  but  he  embraces  it.  “I  think  competition 
is  very  good  for  newspapers,”  said  Oglesby, 
who  has  a  background  in  media  law  and  busi¬ 
ness  as  well  as  Journalism.  “It’s  a  very  good 
thing  for  Journalists,  and  the  readers  benefit.” 
He  replaces  J.D.  Alexander,  61,  who  becomes 


!  Hearst  wants  to  abandon  the  Seattle  market, 
j  “If  anything,  I  think  it’s  an  indication  that  the 
j  Hearst  Corp.  is  serious  about  competing  in 
i  this  market,”  said  Gene  Achziger,  a  copy  edi¬ 
tor  at  the  P-l  and  president  of  the  Pacific 
Northwest  Newspaper  Guild,  which  repre- 
;  sents  employees  at  both  dailies. 

'  Succeeding  Oglesby  at  the  LA.  Times  is 
i  Steven  U.  Lee,  a  marketing  expert  who  is 
president  of  the  L.A.  Times'  Inland  Valley/ 
San  Gabriel  Valley  region.  —  Lucia  Moses 
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‘Boston  Phoenix’  back 
to  roots  as  a  freebie 

ADVERTISERS,  READERS  TO  BENEFIT  BY  MARK  FITZGERALD 


The  Boston  Phoenix,  the  last  big 
alternative  newspaper  that  still 
requires  many  of  its  readers  to  pay 
for  their  copies,  is  going  completely 
free  with  its  March  3  issue. 

Stephen  M.  Mindich.  chairman  of  the 
Phoenix  Media/Communications  Group,  said 
the  Web  was  the  final 
straw  in  the  decision  to  go 
to  free  distribution:  "The 
Internet  has  made  free 
information  the  rule  and 
not  the  e.xception." 

Even  now.  about  half 
of  the  Phoenix's  l()5.(KX) 
circulation  is  distributed 
free  on  college  campuses. 

The  paper  will  be  distrib¬ 
uted  from  3(K)  red  street 
boxes  placed  throughout 
its  core  coverage  area  and 
at  some  9(K)  retail  stores. 

"It‘s  more  papers  where  people  want  them 
—  and  that  means  more  readers  overall,"  Barry 
Morris,  the  company's  president  and  chief  ope¬ 
rating  officer,  said  in  a  statement.  "Advejlisers 


will  be  the  immediate  beneficiary  of  a  steep 
increase  in  readership  as  fcx'used  distribution 
and  removal  of  the  $1.50  price  barrier  will 
encourage  more  frequency  among  current  read¬ 
ers  and  more  easily  attract  new  readers." 

Moving  to  free  distribution  brings  the  Phoe¬ 
nix  full  circle  to  its  origin  in  1966  as  a  free 
paper.  The  four-page  pa¬ 
per  was  called  Boston 
After  Dark. 

Alternative  papers 
began  going  free  in  the 
early  1970s  with  the  suc¬ 
cess  of  the  Chicago 
Reader.  "Within  five 
years,  almost  everyone 
was  free,"  said  Richard 
Karpel.  executive  director 
of  the  Association  of 
Alternative  Newspapers 
(AAN).  "I  think  the  trend 
is  towards  free  distribu¬ 
tion.  It’s  an  economic  model  that  works,  and 
advertisers  have  come  to  accept  that  ‘free 
paper'  doesn't  mean  dumped  some¬ 

where.’  There’s  a  value  to  them."  ■ 


Advertisers  have 
come  to  accept 
that  ‘free  paper’ 
doesn’t  mean 
‘papers  dumped 
somewhere.’ 

—  Richard  Karpel 
AAN  executive  director 


Greenfield’s 

ven  in  death,  Meg  Greenfield  made 
certain  others  can  live  and  let  Livy. 
Greenfield,  who  won  a  Pulitzer  Prize 
for  her  Washington  Post  editorials  and  wrote  a 
column  for  Neuxu-eek.  died  of  lung  cancer  at 
age  68  last  May.  Only  now  that  her  estate  has 
been  settled,  however,  has  it  been  revealed  that 
the  Seattle  native  left  an  estimated  $2.9  million 
to  the  University  of  Washington’s  (UW’s)  clas¬ 
sics  department.  The  Seattle  Times  reported. 

Department  of  Classics  Chairman  Stephen 
Hinds  said  that  when  he  was  e-mailed  news 
of  the  bequest  six  months  ago.  “I  read  it  a 
first  time,  then  a  second  time,  and  then  I 
called  the  person  on  the  phone  and  asked. 
‘Am  1  dreaming’.’’" 

The  bequest  consists  of  $1.75  million  for 


act  of  grace 

scholarships  and  fellowships;  Greenfield’s 
summer  house  on  Bainbridge  Island.  Wash.,  to 
be  used  for  academic  retreat  and  study;  and  a 
$5(X).{XX)  endowment  for  upkeep  of  the  house. 
Greenfield’s  gift  is  one  of  the  university’s 
largest,  and  by  far  the  largest  the  classics 
department  has  ever  received,  said  Hinds. 

Greenfield  had  no  immediate  connection  to 
the  university  or  its  classics  department,  but 
she  developed  a  midlife  interest  in  Latin  and 
was  part  of  "a  high-powered  Latin  tutorial 
group"  in  Washington.  D.C..  comprised  of 
politicos  and  journalists  who  wanted  to  learn 
the  language,  said  Hinds. 

Greenfield  had  donated  $10,000  to  UW’s 
classics  department  every  year  since  1989. 

—  Ellen  Liburt 


calendar 

calendar@mediainfo.com 

FEBRUARY 

9-12  E&P's  1 1th  Annual  Interactive 
Newspapers  Conference  and  Trade  Show, 
Editor  &  Publisher,  Hyatt  Regency  New 
Orleans/Ernest  N.  Morial  Convention  Center, 
New  Orleans 

24-25  The  2000  Newspaper  Advertising 
Conference  and  Expo:  Building  Customer 
Relationships,  World  Association  of 
Newspapers,  Centro  Affari,  Florence,  Italy 

24-25  AAF  “25  Most  Promising  Minority 
Students,”  American  Advertising  Federation, 
Waldorf-Astoria,  New  York 

27-1  IPA  Key  Executives  Conference, 

Inland  Press  Association,  Wyndham  Resort  & 
Spa,  Fort  Lauderdale,  Fla. 

MARCH 

1-3  AAAA  Media  Conference,  American 
Association  of  Advertising  Agencies,  Disney’s 
Contemporary  Resort, 

Orlando,  Fla. 

8- 11  SNA  Spring  Publishers  Conference, 
Suburban  Newspapers  of  America,  Westin 
Resort,  Maui,  Hawaii 

9- 11  Northern  Shortcourse,  National  Press 
Photographers  Association/Society  of 
Professional  Photographers,  Buffalo,  N.Y. 

12-15  lAPA  Mid-Year  Meeting,  Inter 
American  Press  Association,  Fiesta 
Americana  Coral  Beach,  Cancun,  Mexico 


16- 18  IFPA  Spring  Conference, 

Independent  Free  Papers  of  America,  KonKai 
Continental  Plaza  Resort,  San  Diego 

17- 20  National  College  Media  Spring 
Convention,  College  Media 
Advisers/Columbia  Scholastic  Press 
Association,  Marriott  Marquis,  New  York 

APRIL 

1-2  National  Writers’  Workshop,  Omaha 
World-Herald  and  The  Poynter  Institute, 
Embassy  Suites  Downtown/Old  Market, 
Omaha,  Neb. 

4-7  NIE  (Newspapers  In  Education)  2000 
Conference,  Newspaper  Association  of 
America  Foundation,  TBA,  New  York 

MAY 

8  AP  Annual  Meeting,  The  Associated 
Press,  St.  Bartholomew's  Church,  New  York; 
AP  Annual  Luncheon,  The  Associated  Press, 
Waldorf-Astoria,  New  York 


Note:  To  list  events,  please  fax  to  Cater  idar  Editor  at 
(212)691-7287. 


Additional  information  about  these 
and  future  events  can  be  found  at 
http://www.mediainfo.com/ephome/ 
events/eventshtm/calendar2k.htm 
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FOR  SOME,  IT’S  ‘WOW!’  FOR  OTHERS,  IT’S  WOWEE!’  BY  LUCIA  MOSI 


KnigKtRKJder 


For  2(XX),  the  company  expects  4%  to 
5%  higher  ad  revenues.  5%  higher  news¬ 
print  prices,  and  a  circulation  increase. 


Riding  a  wave  of  brisk  advertising 
sales  and  lower  paper  costs,  the 
newspaper  industry  enjoyed  strong 
earnings  in  the  fourth  quarter  and 
all  of  1999,  a  trend  that’s  likely  to  continue  in 
the  near  future. 

The  first  crop  of  earnings  reports  by  pub¬ 
licly  traded  newspaper  companies  for  the  most 
part  showed  publishers  meeting  or  exceeding 
Wall  Street’s  expectations. 

"The  results  have  been  sensational  for  all  the 
companies.’’  Merrill  Lynch’s  Lauren  Rich  Fine 
said.  Looking  ahead  to  200().  she  noted, 
“National  is  great,  classified  is  firm,  and 
retail’s  a  question  mark.  The  other  question 
mark  is  newsprint.” 


Times  Mirror  Co. 

Earnings  from  continuing  operations  rose 
for  the  year  but  fell  1 1%  in  the  fourth  quar¬ 
ter  because  of  higher  interest  expense  relat¬ 
ed  to  debt.  For  all  1999,  EPS  were  $3.23,  up 
24.7%  from  the  prior  year,  with  across-the- 
board  double-digit  operating  profit  growth. 

In  newspapers,  operating  profit  rose 
15.4%  for  the  quarter  and  10.5%  for  the 
year.  Excluding  acquisitions,  ad  revenues 
rose  1 2.2%  for  the  quarter  and  7.4%  for  the 
year.  At  the  Z/>.v  Angeles  Times,  which 
weathered  a  scandal  over  its  decision  to 
share  profits  with  a  source,  ad  revenues 
rose  1 1 .3%  for  the  quarter  and  6.6%  for  the 
year.  National  ads  surged  in  December, 
Jumping  37.4%  overall  and  40.2%  at  the 
LA.  Times.  Newsprint  expenses  fell  6.3% 
and  other  expenses  rose  7.6%  in  1999. 


Gannett  Co.  Inc. 

Strong  newspaper  advertising  demand  and 
6%  lower  newsprint  expenses  for  the  year  lift¬ 
ed  results  at  Gannett,  parent  of  USA  Today  and 
73  community  newspapers.  At  the  flagship 
USA  Today,  paid  advertising  pages  increased 
13%  in  both  the  fourth  quarter  and  full  year. 

Gannett,  the  nation’s  No.  I  publisher  by  cir¬ 
culation,  reported  SI. 01  in  earnings  per  share 
(EPS)  in  the  quarter,  a  14.7%  increase  over  the 
year-ago  period.  Results  were  boosted  by  the 
British  regional  newspaper  publisher  News- 
quest,  which  Gannett  bought  last  year.  For 
1999,  EPS  rose  15%  to  $3.15.  Last  year,  the 
company  also  sold  its  cable  division  to  Cox 
Communications. 


Dow  Jones  &  Co.  Inc. 

A  year  of  strong  advertising  growth  was 
led  by  The  Wall  Street  Journal,  which  post¬ 
ed  ad  linage  increases  of  36.3%  in  the 
fourth  quarter  and  1 7.9%  for  the  year.  The 
number  of  paid  subscribers  to  the  newspa¬ 
per’s  WSJ.com  grew  41%  for  the  year  to 
375,000,  accelerating  in  the  fourth  quarter. 

The  company  focused  on  brand-building 
in  1999,  introducing  Journal-produced 
pages  in  newspapers’  Sunday  editions 
around  the  country,  and  settled  a  contract 
dispute  with  its  union.  EPS  were  85  cents 
for  the  quarter  and  $2.44  for  the  year,  wide¬ 
ly  beating  analysts’  estimates  of  76  cents 
and  $2.34,  respectively. 


Knight  Ridder 

CEO  Tony  Ridder  called  1999  a  “tremen¬ 
dous  year”  for  Knight  Ridder,  with  record  rev¬ 
enues  and  earnings,  as  well  as  its  highest  oper¬ 
ating  margin  ever,  at  19.3%. 

The  nation’s  second-biggest  publisher  after 
Gannett,  with  3 1  dailies,  reported  $  1 .03  in  EPS 
for  the  fourth  quarter,  up  19.8%  from  fourth- 
quarter  1998.  EPS  were  $3.30  for  the  year,  2 
cents  better  than  a  consensus  estimate  of  ana¬ 
lysts  polled  by  First  Call  Corp. 

Flighlights  included  a  4.5%  increase  in  ad 
revenues,  with  general  up  21%  and  classified 
up  3.7%.  Strong  results  were  posted  in  the  San 
Jose,  Calif.,  Miami,  Fort  Worth,  Texas,  and 
Charlotte,  N.C.,  markets.  Companywide  circu¬ 
lation  was  down  1%  to  2%. 


New  York  Times  Co. 

Robust  ad  demand  at  The  New  York 
Tunes  powered  fourth-quarter  and  full-year 
profits  at  the  Times  Co. 

EPS  were  up  nearly  30%  to  6 1  cents  for 
the  quarter  and  up  20.3%  to  $1.78  for  the 
year.  First  Call’s  consensus  estimate  called 
for  56  cents  and  $  1 .74  for  the  quarter  and 
year,  respectively. 

Total  newspaper  ad  revenues  grew  9.9% 
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“Parade  hits  all 


the  right  buttons. 
.Every  Sunday.” 


—Joe  McQuaid,  President  and  Publisher, 
The  Union  Leader  and 
New  Hampshire  Sunday  News 


OPINION 


Yankees  take 
World  Series 
opener,  9-6 


power  in 


•  Dobles’ 


Pats-Jets  preview 


Talk  to  publishers  like  Joe  McQuaid  about  the  value  of  Parade  magazine  and  you’ll  hear  passion  and 
respect  in  their  voices.  Maybe  it’s  the  wide  variety  of  new  and  regular  features  found  in  Parade. 
Maybe  it’s  the  timeliness  of  the  subject  matter.  Perhaps  it’s  simply  a  reflection  of  the  passion  and 
respect  their  readers  feel  for  Parade.  Whatever  the  reason, ^  Parade  is  a  big  part  of  what  makes 
Sunday  papers  like  Joe  McQuaid’s  so  special.  _  _ 

)M 


NOTHING  MOVES  AMERICA  LIKE 


quarter,  a  19%  gain,  and  of  $1.54  for  all 
1999,  a  21%  rise. 


newsprint  business  continued  to  exceed  rev¬ 
enues.  “While  we  continue  to  see  some  sales 
price  increases,  we  don’t  expect  an  early  turn¬ 
around  for  this  business  segment.” 

In  December,  the  company  announced  its 
$605-million  acquisition  of  Spartan  Com¬ 
munications,  a  1 3-station  broadcast  group. 


for  the  year,  led  by  the  Times,  up  1 2.6%,  and 
The  Boston  Globe,  up  6.5%.  Internet-related 
revenues  in  the  newspaper  group  soared 
145.3%  in  the  quarter. 

Lower  newsprint  expenses  for  1999  were 
offset  by  higher  costs  related  to  higher  incen¬ 
tive  compensation  and  expansion  of  the  Times' 
national  edition. 


Belo 

Excluding  one-time  items,  publishing 
operating  revenues  grew  6.4%  for  the  quarter 
and  3.4%  for  the  year,  led  by  strong  results  at 
the  flagship  Dallas  Morning  News  as  well  as 
the  Providence  (R.I.)  Journal,  and  The  Press- 


Washington  Post  Co. 


E.W.  Scripps  Co. 

Ad  revenues  at  Scripp's 
19  daily  newspapers  grew 
9%  in  the  fourth  quarter, 
with  national  up  40%. 

Declines  in  circulation 
revenues  and  higher 
newsprint  usage  offset 
results,  as  Scripps'  Denver 
Rocky  Mountain  News 
continued  to  battle  Media- 
News  Group  Inc.’s  Denver 
Post  for  market  share. 

The  company  reported 
EPS  of  57  cents  for  the 
quarter,  beating  expecta¬ 
tions  of  55  cents,  and  EPS 
of  $1.86  for  the  year. 

Strong  growth  in  newspa¬ 
pers  and  cable  TV  was  off¬ 
set  by  broadcast  TV, 
where  operating  cash  flow 
plunged  31%!  and  rev¬ 
enues  fell  12%.  Sports-  and  political-related 
spending  should  improve  TV  results  in  2(KX). 


Earnings  were  down  for 
the  quarter  and  year  due  to 
the  company’s  investment  in 
BrassRing  Inc.,  an  online  job 
service,  and  comparisons 
with  1998,  when  one-time 
gains  lifted  profits. 

Operating  income  for 
1999  was  up.  led  by  higher 
ad  revenues  at  The  Wash¬ 
ington  Post  and  Newsweek. 
Newspaper  publishing  oper¬ 
ating  income  was  up  13%, 
offset  partly  by  higher  spend¬ 
ing  in  electronic  media  and 
promotions. 

Operating  income  at  the 
Post  Co.’s  broadcast  TV  divi¬ 
sion  was  off  2%  in  1999  due 
to  soft  national  advertising 
and  the  absence  of  political 
and  Olympics  ads. 


SCRIPPS 


Lertroe 


Central  Newspapers  Inc. 

Lower  newsprint  costs  and  strong  ad  spend¬ 
ing  benefited  Central’s  core  markets.  Last  year, 
ad  linage  rose  6.5%  overall  and  5.6%  at  the 
company’s  flagships  Arizona  Republic  in 
Phoenix  and  Indianapolis  Star.  Ad  linage 
gains  were  led  by  national,  up  18.4%,  followed 
by  classified,  up  6%.  and  retail,  up  2.7%. 
Newsprint  expenses  were  down  10.1%. 

Excluding  charges  related  to  the  closing  of 
The  Indianapolis  News,  Central’s  EPS  rose 
30.4%  to  73  cents  for  the  fourth  quarter  and 
32.4%  to  $2.37  for  the  year. 


Enterprise  in  Riverside,  Calif.  EPS  were  23 
and  73  cents  for  the  quarter  and  year,  respec¬ 
tively.  beating  analysts’  estimates  of  22  and 
72  cents.  Broadcast  revenues  at  Belo’s  16  sta¬ 
tions  grew  about  2%  for  the  year,  despite  the 
absence  of  political  ads  present  in  1998. 

The  company’s  Internet  operations  posted 
$7.3  million  in  revenues  but  an  $8.1 -million 
operating  cash-flow  deficit  for  the  year  due  to 
expansion-related  spending. 

For  2000.  CEO  Robert  W.  Decherd  said  he 
looks  for  strong  political-  and  sports-related 
TV  advertising,  “impressive”  print  advertis¬ 
ing  growth,  and  a  turnaround  in  weak  help- 
wanted  ads  in  Dallas.  “Given  the  current  eco¬ 
nomic  climate,  we  see  all  the  signs  of  a  very 
strong  year  for  Belo  in  2000.” 


McClatchy  Co. 

McClatchy.  with  1 1  dailies  including  the 
California  Bee  newspapers  and  Minneapolis 
Star  Tribune,  reported  across-the-board  strong 
results  on  5.9%  higher  ad  revenues  and  lower 
newsprint  costs.  Fourth-quarter  earnings  were 
59  cents  per  share,  up  25.8%  from  the  compa¬ 
rable  1998  period,  and  up  29.7%  to  $1.83  for 
all  of  1999.  Circulation  was  up  0.9%  daily. 
0.3%  Sunday. 


Tribune  Co. 

Strong  advertising  demand  in  Tribune’s 
19-station  broadcast  TV  group  drove  earn¬ 
ings  growth  at  Chicago  Tribune  parent 
Tribune  Co.  Broadcast  and  entertainment 
operating  profit  rose  1 8%  in  the  quarter  and 
19%  for  the  year.  Publishing  operating  profit 
grew  8%  in  the  quarter  and  5%  for  the  year, 
offset  by  higher  losses  from  Tribune 
Interactive,  the  company’s  Internet  operating 
arm.  Tribune  posted  EPS  of  43  cents  for  the 


Lee  Enterprises  Inc. 

Lee,  with  21  community  dailies  and  16  TV 
stations,  posted  flat  EPS  in  the  last  three 
months  of  1999,  Lee’s  first  fiscal  quarter.  The 
Davenport.  Iowa-based  company  cited  difficult 
comparisons  from  the  absence  of  political  TV 
ads  and  lower  print  ad  spending  by  big  retailers. 
Pro  forma  publishing  ad  revenues  increased 
0.9%  for  the  quarter,  while  broadcasting  rev¬ 
enues  decreased  4.6%.  Newsprint  costs  fell 
19.4%,  and  online  revenues  doubled.  ■ 


Media  General  Inc. 

At  Richmond,  Va.-based  Media  General, 
profit  growth  in  publishing  and  benefits  from 
the  sale  of  its  cable  properties  outweighed 
weakness  in  its  newsprint  business  to  produce 
higher  earnings  for  the  quarter  and  the  year. 

CEO  J.  Stewart  Bryan  111  said  costs  in  the 
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The  World  According  to  Allison  Gladstone,  Junior,  Newark  Academy 
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Vision  of  justice  or 
gieam  of  faise  hope? 

PHOTOGRAPHER  GRANTED  TRIAL  ACCESS  BY  JOE  STRUPP 


New  York  state  may  repeal  a  48- 
year-old  law  barring  cameras  in 
the  courtroom  after  a  judge  by¬ 
passed  the  statute  to  allow  pho¬ 
tographers  into  the  high-pro¬ 
file  murder  trial  of  four  New 
York  City  police  officers. 

Editors  and  lawyers  from 
New  York  newspapers  and 
The  Associated  Press 
praised  the  Feb.  1  ruling  by 
Judge  Joseph  Teresi,  who  is 
presiding  over  the  trial  in  Al¬ 
bany,  but  said  it  is  only  a 
temporary  answer.  They 
contend  that  the  state’s  1952 
law  barring  court  photogra¬ 
phy  needs  to  be  overturned 
to  ensure  press  access  to 
future  trials. 

"This  is  one  case,  and  one 
Judge,  and  it  is  fantastic,” 
said  Eve  Burton,  newsroom 
counsel  for  the  New  York 
Daily  News,  one  of  several  news  organiza¬ 
tions  that  filed  a  motion  to  open  the  trial  to 
cameras.  “But  in  order  for  it  to  stick,  the 
Legislature  has  to  act.” 

Since  1952,  New  York  state  law  has 
barred  photographer  access  to  courtrooms. 
State  news  agencies  received  a  reprieve 
from  1987  to  1997  when  the  state  Legis¬ 
lature  enacted  a  temporary  statute  allowing 
photographers  in,  but  that  ended  upon 
its  expiration. 

Teresi’s  ruling  reignitcd  discussion  of  the 
courtroom  camera  prohibition  among  mem¬ 
bers  of  the  New  York  Senate  and  Assembly, 
and  prompted  state  Sen.  James  Lack.  R-Long 
Island,  to  introduce  a  bill  Feb.  1  that  would 
repeal  the  law. 

Teresi  is  overseeing  the  trial  of  four  offi¬ 
cers  charged  with  second-degree  murder  in 
the  1999  shooting  of  unarmed  African  immi¬ 
grant  Amadou  Diallo  outside  his  Bronx 
home.  The  trial  began  Jan.  31. 

The  Judge  first  ruled  in  late  January  that 
Court  TV  could  air  the  proceedings  live, 
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then  allow'ed  a  pool  print  photographer  to 
cover  the  trial  beginning  Feb.  2. 

The  pool  photographer  was  requested  by 
the  Times  Union  in  Albany,  The  Journal 
News  in  White 
Plains.  Newsday 
of  Long  Island, 
the  New  York  Law 
Journal,  the  New 
York  Post,  The 
New  York  Times, 
and  AP.  Teresi  dis¬ 
agreed  with  attor¬ 
neys  for  two  of  the 
defendants,  who 
argued  that  anoth¬ 
er  camera  in  the 
courtroom  would 
be  too  distracting. 

The  pool  pho¬ 
tographer  will  be 
allowed  only  to 
shoot  pictures  of 


To  show  a 
person  on  the 
stand,  to  show 
what  a  courtroom 
looks  like  gives 
a  dimension  of 
coverage  that  is 
otherwise  missing. 

—  Sam  Boyle, 

AP  bureau  chief 


trial  participants,  not  the  Jury  or  audience,  the 
Judge  said. 

“It  makes  life  easier  for  photo  editors  and 
assignments,”  said  Mike  LiPack,  deputy 
photo  director  for  the  New  York  Daily  News. 
“Courtroom  sketches  don't  do  it.  You  need  to 
get  things  into  the  eye  of  the  media.” 

John  D' Annibale,  Times  Union  assistant 
photo  editor,  agreed.  “There  is  a  great  deal  of 
drama  that  can  be  captured  there,”  he  said. 
“Inside  the  courtroom,  you  see  a  range  of 
emotion.” 

Sam  Boyle,  AP  New  York  City  bureau 
chief,  said  nothing  can  replace  the  photo¬ 
grapher’s  lens. 

“It  is  vital  to  us  to  be  able  to  convey  images 
of  what  is  going  on  in  a  trial,”  Boyle  said.  “To 
show  a  person  on  the  stand,  to  show  what  a 
courtroom  looks  like  gives  a  dimension  of 
coverage  that  is  otherwise  missing.” 

Boyle  also  shared  concerns  that  Teresi’s 
decision  is  only  a  short-term  answer.  He 
said  true  access  can  only  be  assured  in  the 
future  if  the  state  Legislature  overturns  the 
1952  law. 

“We  are  at  a  period  now  where  we  will 
need  clarification  in  the  months  ahead,” 
Boyle  said.  “We  need  statewide  standing.” 

Only  two  other  states  —  Mississippi  and 
South  Dakota  —  and  the  District  of  Columbia 
bar  cameras  in  all  courtrooms.  ■ 


Bo  knows  newspapers 


A  minor  management 
shake-up  at  The  Wash¬ 
ington  Post  will  give  the 
newspaper’s  president  and  gen¬ 
eral  manager  more  business-side 
duties,  while  freeing  up  long¬ 
time  Publisher  Donald  E. 

Graham  to  focus  more  on  corpo¬ 
rate  issues  such  as  the  compa¬ 
ny’s  growing  Internet  properties, 
the  paper  announced  last  week. 

Graham,  the  third-generation 
publisher  who  has  run  the  news¬ 
paper  since  1979,  has  also 
served  as  CEO  of  the  Washington  Post  Co. 
since  1991.  He  said  last  week  that 
Boisfeuillet  “Bo”  Jones,  the  paper’s  cur¬ 
rent  president  and  general  manager,  would 
add  the  title  of  associate  publisher  to 


Boisfeuillet  “Bo”  Jones 


his  existing  responsibilities. 

In  his  new  capacity,  Jones 
will  continue  to  oversee  the 
newspaper’s  day-to-day  busi¬ 
ness  operations,  Graham  said 
in  a  statement.  He  said  Execu¬ 
tive  Editor  Leonard  Downie 
will  report  to  Jones,  while 
Editorial  Page  Editor  Fred 
Hiatt  will  continue  to  report 
to  Graham. 

Jones  Joined  the  Post  in 
1980  as  vice  president  and 
counsel,  and  has  served  as 
president  and  general  manager  since  1995, 
the  paper  said.  Prior  to  coming  to  the 
newspaper,  Jones  was  an  attorney  at  Hill  & 
Barlow  in  Boston  from  1975  to  1980. 

— Joe  Strupp 

wvvw.editorandpublisher.com 


REGIOMAIM:  The  Solution  to  Your  Newspaper  Producrtion  Needs. 


Introducing  REGIOMAN,  the  four-page  across, 
one-plate  around  press  from  MAN  Roland. 
Solve  newspaper  production  requirements  for 
even  and  odd  sections,  two-page  jumps,  quick 
makeready,  fast  edition  changes,  and  70,000  cph 
straight  performance. 


In  a  perfect  world,  a  single  press  would  solve  every 
production  need.  Until  that  day  comes,  publishers 
will  look  first  to  MAN  Roland  for  innovative 
solutions  like  REGIOMAN.  And,  if  REGIOMAN 
doesn’t  exactly  meet  your  needs,  isn’t  it  good  to 
know  that  we  offer  the  most  extensive  line  of  single- 
and  double-width  newspaper  presses  on  the  planet: 


In  addition  to  productivitv’,  REGIOMAN  offers 
across-the-board  reliabiliw  from  pressroom-proven 
technologies  used  to  print  millions  of  newspapers 
each  day.  And  to  complete  the  puzzle,  every 
MAN  Roland  press  is  backed  by  our  world- 
renowned  project  management,  training, 
and  service. 


For  more  information  on  the  new  REGIOAU\N 
contact  ALAN  Roland  Inc.,  Newspaper  Group, 
800  East  Oak  Hill  Drive, Westmont,  IL  60559. 
Phone:  630-920-2000  Fax:  630-920-2457 
wwvv.manroland.com 
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Great  impressions  start  with  us! 
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QUOTE  OF  THE  WEEK 


Trebla  Erog  pens 
an  obit  for  old  pal 


I  DO  NOT  GET 
ANY  NEWS 
FROM  THE  NET. 
irs  HABIT; 

I  CAN  READ 
NEWSPAPERS 


A1  Gore  turned  obit  writer?  On  the  eve  of  I 
the  New  Hampshire  primary,  the  would-be  * 
president  and  former  reporter  took  time  to 
pay  homage  to  one  of  his  former  col¬ 
leagues  at  The  Tennessean  in  Nashville. 

In  a  lengthy,  first-person  account  of  life  ' 
alongside  veteran  newsman  Jerry  Thomp- 
son.  who  recently  died  from  cancer.  Gore  0| 
described  what  it  was  like  for  young 
reporters  to  cut  their  teeth  under  *■> 
Thompson.  Among  the  regular  teaching  ^ 
tools  he  used  were  practical  jokes 


designed  to  teach  rookie  scribes 
—  including  a  naive  Gore  who 
once  wrote  about  a  fictional 
Trebla  Erog  before  realizing  its 
reverse  spelling  —  not  to  believe 
everything  they  heard. 

"The  truest  source  of  Jerry’s 
inspiration  was  not  his  words,” 
Gore  wrote  in  The  Tennessean 
Jan.  30.  "but  the  simple  eloquence 
of  his  example.”  —  Joe  Strupp 


Leonard  Maltin, 
film  critic  and  reporter, 
‘Entertainment  Tonight’ 
(p.  145) 
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The  Florida  Outdoor 
Division  of 
THE  ACKERLEY 
GROUP,  INC. 

has  been  sold  for 

$300,000,000 


THE  ACKERLEY 
GROUP,  INC. 

$64,050,000 

Follow-On  Equity  Offering 


THE  ACKERLEY 
GROUP.  INC. 

$25,000,000 

9%  Senior 
Subordinated  Notes 


THE  ACKERLEY 
GROUP,  INC. 

$325,000,000 
Senior  Credit  Facility 


Arranger  and  Administrative 
Agent 


Ackerley  Group’s  diversified 
A  interests  and  entrepreneurial  spirit 
have  always  made  it  a  unique  media 
company. 

And  when  it  came  to  strategic  advice 
and  corporate  finance  solutions,  they  went 
looking  for  more  than  your  standard  ideas 
and  execution  capabilities. 

In  each  year  of  our  long-standing  rela¬ 
tionship,  The  Ackerley  Group  has  used 
First  Union  more  and  more  to  help  grow 
their  businesses. 

If  you  believe  —  as  we  do — that  unique 
thinking  can  open  up  a  world  of  new  and 
better  solutions,  consider  First  Union 
Securities.  Call  James  Wood,  Managing 
Director,  Media  and  Entertainment 
Investment  Banking  Group  at  704-374-3242. 

Because  growing  companies  can’t  wait 
for  ideas. 

S«curitlaa 
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Judge  taken  to  task 
over  gusto  for  gags 

A  federal  judge  in  Lubbock. 
Texas,  is  being  accused  of 
excessively  instituting  gag 
orders  after  a  local  newspaper 
study  determined  that  he  had 
barred  individuals  in  more  than 
20()  cases  over  two  years  from 
speaking  to  the  press. 

The  Associated  Press  report¬ 
ed  that  a  study  by  the  Lubbock 
Avalanche-Journal  concluded 
that  U.S.  District  Court  Judge 
Sam  R.  Cummings  had  ordered 
parties  and  attorneys  in  219 
civil  and  criminal  cases  dating 
back  to  1998  to  deny  inter¬ 
views  to  reporters. 

“I  think  it  reflects  blatant 
arrogance  on  the  part  of  the 
Judge,”  Lucy  A.  Dalglish,  exec¬ 
utive  director  of  the  Reporters 
Committee  for  Freedom  of  the 
Press,  told  AP. 

The  judge  has  declined  to 
comment  on  the  Avalanche- 
Journal's  study. 

No  pacifists 
at  Pacifica 

More  than  40  free-lance 
reporters  for  Pacifica  News 
Service  announced  a  strike  Jan. 
3 1  against  the  free-speech 
radio  network,  claiming  that 
Pacifica  engaged  in  censorship 
that  began  with  the  firing  of  a 
station  manager  at  KPFA,  its 
affiliate  in  Berkeley,  Calif 

The  San  Francisco 
Chronicle  reported  that  the 
reporters  have  refused  to  con¬ 
tribute  to  national  and  interna¬ 
tional  newscasts  until  the  net¬ 
work  ends  its  gag  rule  against 
reporting  on  conflicts  between 
Pacifica  and  the  staffs  of  its 
five  radio  stations.  Free-lancers 
make  up  about  70%  of  stories 
that  air  on  the  network. 

‘They’re  putting  their  liveli¬ 
hoods  on  the  line  in  this  vital 
fight  against  censorship,” 


KPFA  Co-Director  Aileen 
Alfandry  said. 

Pacifica  Executive  Director 
Lynn  Chadwick  said  the  issue 
is  not  censorship,  but  a  long¬ 
standing  policy  of  not  report¬ 
ing  internal  issues.  "Pacifica 
has  the  right  to  make  its  own 
editorial  decisions,”  she  said. 

AP  won’t  ‘Miss’ 
a  story  again 

The  Associated  Press 
stopped  using  courtesy  titles  for 
women  —  Mrs.,  Miss,  and  Ms. 
—  as  of  Feb.  1 ,  according  to  a 
new  policy  announced  last 
week.  It  states  that  the  news 
cooperative,  which  ended  the 
use  of  courtesy  titles  for  men 
several  years  ago,  chose  to  do 
the  same  for  women  in  an  effort 
to  provide  equal  treatment. 

"The  change,  which  will  be 
reflected  in  the  forthcoming 
edition  of  “The  Associated 
Press  Stylebook,”  reflects  the 
preference  of  the  vast  majority 
of  the  news  cooperative's  news¬ 
paper  members,”  the  AP  said. 

The  new  policy  will  allow 
courtesy  titles  only  when  the 
subject  requests  it  or  when  two 
people  with  the  same  last  name 
are  cited. 

Making  April  15 
less  taxing ... 

It's  here!  It’s  here! 
Journalists  and  photographers 
who  dread  tax  time  will  be 
happy  to  see  the  return  of  an 
old  friend,  the  “CCH  Tax 
Guide  for  Journalists.” 

The  new  edition  of  the 
plain-language  tax  reference 
made  specifically  for  photogra¬ 
phers.  journalists,  and  others 
who  write  for  a  living  provides 
information  on  completing  tax 
returns  and  guidance  for  main¬ 
taining  a  home  office. 

The  64-page  booklet  was 
authored  by  Susan  Jacksack,  an 


attorney  and  analyst  for  CCH 
Inc.  and  author  of  "Business 
Owner’s  Toolkit  Tax  Guide 
2000.”  For  a  free  print  copy, 
contact  Mary  Dale  Walters  at 
CCH  by  phone.  (847)  267-2038 
or  by  e-mail,  mediahelp@cch 
.com.  CCH's  Web  site  is  at 
http://www.cch.com. 

Hispanics  in  Phoenix 
have  a  new  ‘Voice’ 

Spanish-language  readers  in 
Phoenix,  have  another  source 
for  news  with  the  Feb.  1  launch¬ 
ing  of  Ut  Voz.  Spanish  for  “The 
Voice,”  La  Voz  joins  a  crowded 
field  of  Hispanic  publications  in 
the  Phoenix  area,  according  to 
The  Arizona  Republic,  but 
stands  out  as  the  only  full-color 
broadsheet  in  the  mix. 

La  Voz  owners  David  Kaye 
and  Ricardo  Torres  .said  they 
will  market  the  newspaper  dif¬ 
ferently  as  well,  distributing  the 
50,()(K)  free  weekly  copies  to 
more  upscale  Hispanic  profes¬ 
sionals  instead  of  the  traditional 
Hispanic-owned  businesses. 

Chicago  grows 
in  ail  directions 

The  Chicago  Sun-Times  has 
launched  a  scaled-back 
Midwest  edition  that  will  be 
distributed  beyond  the  paper's 
current  metropolitan  base. 
Seeking  to  boost  circulation 
beyond  Illinois,  the  newspaper 
will  distribute  the  slimmer  ver¬ 
sion  north  to  the  Canadian  bor¬ 
der,  east  to  Ohio,  west  to 
Nebraska,  and  south  to 
Tennessee. 

"We  believe  that  the  product 
will  prove  popular,”  Editor  in 
Chief  Nigel  Wade  told  The 
Associated  Press.  "It’s  intended 
for  people  interested  in  Chicago, 
Chicagoans  living  out  of  state.” 

The  new  edition,  which  made 
its  debut  Jan.  24.  features  many 
of  the  same  news  and  sports  sto¬ 


ries,  and  the  same  columnists,  as 
the  city  edition,  but  will  average 
only  about  40  pages,  compared 
to  the  regular  92-page  edition. 

Georgia  Department 
of  Corrections 

Newspaper  corrections  in 
Georgia  will  have  to  be  pub¬ 
lished  as  prominently  as  the 
original  errors  they  correct  if 
a  state  legislator  angered  by 
news  stories  he  claims  are 
inaccurate  has  his  way. 

According  to  the  Freedom 
Forum,  state  Rep.  Bob  Lane,  a 
Democrat,  has  introduced  a  bill 
that  would  reward  newspapers 
with  limits  on  monetary  dam¬ 
ages  in  libel  suits  if  they  make 
corrections  on  the  same  page 
as  the  original  mistake  and 
with  similar-size  headlines. 

"1  just  view  it  as  a  fairness 
thing.”  he  said. 

Calif,  press  reps  seek 
access  to  executions 

A  federal  judge  in  California 
set  a  Feb.  1 4  trial  date  for  a 
challenge  by  two  press-rights 
groups  seeking  to  expand  the 
media’s  right  to  witness  execu¬ 
tions.  Since  the  state  switched 
over  from  the  gas  chamber  to 
lethal  injection  in  1996.  prison 
officials  have  allowed  witness¬ 
es  to  view  only  the  final  injec¬ 
tion  of  a  condemned  prisoner, 
not  the  10  to  20  minutes  of 
preparation. 

Prison  officials  claim  that  let¬ 
ting  outsiders  view  the  prepara¬ 
tion  could  put  guards  at  risk. 

The  Society  of  Professional 
Journalists  and  the  California 
First  Amendment  Coalition 
argued  that  the  entire  process 
should  be  viewed.  California’s 
next  execution  is  .scheduled  for 
March  15. 

—  Reported  and  written 
by  Joel  Davis,  Joe  Strupp 
and  Jason  Williams 
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How  should  I 


Users  come  f  Ui?  ] 

to  youi^weather  site  for  answers 


iwcrffiw  C0n1ral,  Inc. 


Draw  users  back  to  your  online  service  for  their  daily  weather 
information  with  WeatherPoint™. 

Offer  your  users: 

•  Current  local  weather  conditions  from  automated  reporting  sites 
across  the  country. 

•  Local  5-  and  7-day  outlooks  and  international  3-day  forecasts. 

•  A  searchable  database  of  forecasts  for  1 ,1CX]  U.S.  and  200 
international  cities. 

•  NexRad  and  ottier  radar  and  satellite  imagery. 

•  Severe  weather  updates  from  the  National  Weather  Service.  * 

•  Compact  image  files  that  let  users  view  graphics  quickly. 

•  Accurate,  timely  meteorological  data  from  Weather  Central,  Inc., 
The  Weather  Channel*  and  The  National  Weather  Service. 


Not  sum  v\^t  you  need?  We’ll  work  with  you  to  ensure 
that  youF site- delivers  everything  your  users  need. 


WeatherPoint  has  partnered  with  Weather  Central,  Inc. , 
the  recognized  leader  tn  forecasting  technology. 


For  samples  or  more  information,  contact 
your  TMS  Representative  at  800-245-6536  or 
go  to  www.weatherpoint.com. 


Fourthestate 

By  Lucia  Moses 

PNI  &  Co.  seek 
to  halt  free  ride 
for  transit  paper 


A  federal  judge  for  the  second 
time  refused  to  prohibit  a 
Philadelphia  transit  paper  from 
distributing,  but  a  group  of 
newspaper  companies  led  by 
Knight  Ridder's  Philadelphia  Newspapers  Inc. 
(PNI),  parent  of  The  Philadelphia 
Daily  News  and  The  Philadelphia 
Inquirer,  vowed  to  continue  to  tight  the 
paper  on  First  Amendment  grounds. 

Last  week,  U.S.  District  Court 
Judge  Robert  F.  Kelly  denied  a  second 
request  for  an  injunction  against  Metro, 
saying  again  that  PNI,  the  New  York 
Times  Co.,  and  Gannett  Co.  Inc.  failed 
to  show  they  would  have  a  reasonable  chance 
of  proving  their  case. 

The  judge  also  said  the  issues  raised  were 
too  complex  to  decide  on  the  scant  informa¬ 
tion  available  when  the  newspaper  compa¬ 
nies  filed  suit  in  late  January.  That  gave  the 
newspapers  hope  as  they  develop  their  case  in 
District  Court  against  what’s  believed  to  be 
the  first  U.S.  newspaper  distributed  in  a  tran¬ 
sit  system. 

In  an  effort  to  communicate  with  riders 
and  shore  up  extra  revenues,  the  Southeastern 
Pennsylvania  Transportation  Authority 
(SF-PTA)  contracted  with  Swedish  media 
conglomerate  Modem  Times  Group  (MTG) 
to  publish  a  daily  newspaper.  Metro  gives 
SEPTA  a  cut  of  its  ad  revenues  and  a  page  per 
day  for  transit  news  in  exchange  for  exclusive 
distribution  rights. 

PNI,  which  sells  roughly  10%  of  its  single 
copies  near  SEPTA  stations,  argues  that 
SEPTA  is  violating  the  First  Amendment  and 
state  law  by  letting  Metro  distribute  in  areas 
where  other  papers  can’t  and  by  retaining 
power  over  editorial  content. 

“We  don’t  believe  the  government  has  a 
role  in  determining  what’s  in  good  taste,” 
said  Michael  Schwartz,  the  plaintiffs’  lawyer. 
SEPTA  counters  that  the  papers  are  just 


worried  about  losing  ad  dollars 
to  Metro,  a  free  tabloid  de¬ 
signed  for  a  quick  read.  The 
agency  says  it  has  the  right  to 
give  its  contractors  special 


distribution  rights,  and  emphasizes  Metro's, 
editorial  side  will  have  total  autonomy, 
despite  contract  language  giving  SEPTA  edi¬ 
torial  control. 

PNI  et  al.  also  may  argue  that  SEPTA  has 
no  authority  to  get  in  the  business  of  publish¬ 
ing  newspapers,  an  argument  similar  to  one 
that  recently  short-circuited  another  of  MTG’s 
transit  papers  in  Chile.  There,  a  top  court  ruled 
that  the  Santiago  subway  agency  is  state- 
owned  and  is  barred  from  entering  other  enter¬ 
prises,  The  Associated  Press  reported. 

In  Europe  and  South  America,  where 
MTG  publishes  other  transit  papers,  the  Eirst 
Amendment  doesn’t  apply.  But  in  Phila¬ 
delphia,  the  case  is  a  clear  violation  of  the 
amendment,  believes  Jane  E.  Kirtley,  a 
lawyer  and  leading  First  Amendment  advo¬ 
cate.  “We’re  talking  about  a  government- 
sponsored  publication  that  is  basically  exer¬ 
cising  an  exclusive  license  to  distribute  in  the 
SEPTA  system,”  Kirtley  said. 

She  said  the  lawsuit  has  parallels  with  an 
Ames,  Iowa,  case  in  which  a  judge  mled  that 
certain  Iowa  State  University  policies  regulat¬ 
ing  newspaper  distribution  on  campus  were 
unconstitutional.  The  case  was  brought  by  The 
Tribune  in  Ames,  which  sought  greater  distri¬ 
bution  on  school  grounds,  where  the  college- 
supported  student  paper  is  distributed. 


Under  a  settlement  reached  a  year  ago,  the 
free  student  Iowa  State  Daily  agreed  to  limit 
its  distribution  nearly  entirely  to  the  campus 
and  an  adjoining  business  strip.  The  paper 
also  agreed  to  use  only  students  in  advertising 
sales  and  not  to  market  the  paper  off-campus. 

Carolyn  Price  of  the  University  of 
Pennsylvania’s  Annenberg  School  for 
Communication  said  she  thinks  a  SEPTA- 


sponsored  newspaper  is  an  “awful 
idea.  But  I  don’t  think  it’s  illegal.” 
She  pointed  out  that  government 
attempts  to  influence  the  press 
aren’t  new.  “There’s  nothing  in  the 
Eirst  Amendment  that  says  the  gov¬ 
ernment  can’t  put  out  its  point  of  view.” 

Metro's  launch  came  as  Philadelphia’s  two 
major  dailies  are  trying  to  reverse  a  year  of 
significant  circulation  declines. 

In  the  six  months  ended  Sept.  30,  the 
Inquirer's  daily  sales  fell  6.9%  to  399,339, 
while  sales  of  its  tabloid  sister,  the  Daily- 
News,  tumbled  7.4%  to  162,434. 

But  PNI  says  it’s  not  as  bad  as  it  looks. 

PNI  said  the  circulation  slide  began  when 
the  company,  in  a  change  of  strategy,  stopped 
running  promotional  programs  in  fall  1998. 
PNI  is  instead  focusing  on  marketing  in  an 
attempt  to  build  circulation  that  will  stick. 
Before  fall  1998,  circulation  declines  were 
modest,  down  only  0.15%  at  the  Inquirer  and 
down  0. 1  %  at  the  Daily  News  in  the  prior  six- 
month  period. 

“A  lot  of  the  short-term  products  didn’t 
stick  in  terms  of  long-term  readership,”  PNI 
spokeswoman  Pamela  Browner  said.  ■ 

Wanted:  Media  execs 

Demand  for  media,  creative,  and  publishing 
services  executives  jumped  55%  in  the  fourth 
quarter  of  1 999  over  the  year-ago  period,  due  to 
growth  in  telecommunications,  entertainment, 
and  the  Internet.  New  executive  jobs  overall 
grew  35%,  according  to  Norwalk,  Conn.-based 
executive  search  firm  Exec-U-Net. 
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viewpoint 


stop  free  ‘Metro’  ride 

There’s  a  new  daily  paper  in  Philadelphia  —  so  why  aren't  we  cheering? 

After  all,  every  city  is  better  off  with  more  newspapers,  and  Philly  hasn’t  seen  real 
competition  since  The  Philadelphia  Bulletin  folded  way  back  in  the  days  before 
“Rocky”  movies  had  Roman  numerals.  Worse,  the  two  remaining  Knight  Ridder 
papers.  The  Philadelphia  Inquirer  and  The  Philadelphia  Daily  News,  have  been  shed¬ 
ding  so  much  circulation  of  late  they  can  no  longer  match  the  boast  of  the  Bulletin's 
famous  ad  slogan:  “In  Philadelphia  Nearly  Everyone  Reads  The  Bulletin^ 

Nowadays  in  Philadelphia,  it’s  impossible  to  claim  that  “nearly  everyone”  reads  the 
Inquirer  or  Daily  News. 

At  the  same  time.  Philadelphia’s  newest  tabloid  is  more  than  just  an  upstart  com¬ 
petitor  —  it’s  a  fresh  approach  to  publishing  a  daily  that  may  prove  worthy  of  imita¬ 
tion  in  other  big  cities  that  haven’t  enjoyed  a  choice  in  local  papers  for  a  long  time. 
Metro  —  funded  by  the  Swedish  media  giant  Modem  Times  Group  and  directed  by 
Philadelphia  news  veteran  Jack  Roberts  —  is  distributed  free  on  the  city’s  sprawling 
public  transit  system.  If  the  Philadelphia  experiment  works  out  anything  like  similar 
tabloids  in  London.  Stockholm,  and  elsewhere  in  Europe,  Metro  mostly  will  be  reach¬ 
ing  commuters  who  would  otherwise  be  reading  no  paper  at  all. 

So  what’s  the  problem? 

Our  beef  isn’t  with  Metro's  new  ideas  —  it’s  with  a  very  old  idea:  government  con¬ 
trol  over  the  content  and  distribution  of  newspapers.  Metro's  contract  with  the 
Southeastern  Pennsylvania  Transportation  Authority  (SEPTA)  simply  cedes  too  much 
power  over  newspapers  to  a  public  agency.  For  one  thing,  the  contract  gives  editorial 
control  of  Metro  to  SEPTA.  Managing  Director  Roberts,  and  the  agency  itself,  scoff 
at  the  idea  that  SEPTA  will  tell  Metro  what  it  can  or  cannot  publish.  Maybe  SEPTA 
won’t  —  but  the  contract  says  it  can.  The  bigger  problem  is  that  the  contract  anoints 
Metro  as  Philadelphia's  favored  paper,  with  exclusive  rights  to  distribute  inside  the 
SEPTA  system.  When  paid  papers  went  to  court  to  stop  that,  SEPTA  agreed  —  tem¬ 
porarily  —  not  to  distribute  Metro  inside  buses,  on  trolley  transfer  platforms,  and  at 
other  places  where  newspapers  cannot  be  sold. 

Now  that  the  court  has  rejected  pleas  for  a  restraining  order  from  the  established 
newspapers.  SEPTA  is  free  to  stack  the  deck  in  favor  of  Metro. 

There’s  no  other  word  for  this  arrangement  than  unconstitutional. 

Countries  such  as  Sweden.  Hungary,  and  Great  Britain  might  find  nothing  wrong 
with  Modem  Times  Group’s  business  model.  But  in  America,  government  doesn’t  get 
to  pick  winners  and  losers  among  newspapers.  If  SEPTA  wants  to  stack  copies  of 
Metro  in  its  buses,  then  it  should  let  hawkers  aboard  to  sell  the  Inquirer,  too.  If  a  trol¬ 
ley  platform  is  a  good  spot  for  a  Metro  rack,  it  should  accommodate  a  USA  Today  box 
as  well.  The  agency  cannot  bar  paid  papers  while  letting  Metro ]\imp  the  turnstile. 

It’s  a  simple  matter  of  fairness  —  with  much  more  than  token  sums  at  stake  for  the 
paid  papers.  Fully  I09f  of  the  single-copy  sales  of  both  the  Inquirer  and  the  Daily 
News  are  made  at  SEPTA  stops.  The  citizens  of  Pennsylvania  authorize  the  agency  to 
operate  a  mass  transit  system  —  not  to  give  one  media  giant  an  economic  edge  over 
another  media  giant. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 
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Affirmative  action,  negative  talk 

And  the  national  and  regional  press  continue 
to  tell  us  that  they  are  not  overwhelming  leftists 
and  socialists!  Why  else  would  70  Jacksonville. 
Ra..  newspaper  employees  rise  up  and  com¬ 
plain  about  a  perfectly  reasoned  editorial  about 
the  origins  and  current  state  of  affirmative 
action?  They  cannot  stand  the  fact  many  people 
are  coming  to  realize  the  ill  effects  of  affirma¬ 
tive  action  \''Times-Unkm  slavery  editorial 
angers  staff."  E&P.  Jan.  31.  p.  8|. 

In  fact,  the  complaint  of  the  70  employees  is 
an  attempt  to  shut  off  all  reasonable  counterar¬ 
guments  to  atfirmative  action,  and  is.  in  effect, 
an  attempt  to  censor  anti-affirmative-action 
arguments.  The  so-called  leftists'  desire  for 
tolerance  is  total  nonsense,  when  leftist 
reporters  are  the  most  intolerable  bunch 
around.  The  voices  you  will  hear  will  be  only 
the  ones  that  the  elite  leftists  approve  of.  and 
nothing  more.  Welcome  to  George  Orwell's 
world!  The  truth  will  be  what  the  politically 
correct  say  it  will  be.  This  is  the  beginning  of 
tyranny,  and  from  the  Fourth  Estate  yet! 

So.  I  say.  to  hell  with  the  70  employees.  Let 
freedom  ring  from  sea  to  shinning  sea. 

Brian  J.  Cain 
Rochester.  N.Y. 

Paging  Rodgers  and  Hammerstein 

I  think  an  interesting  news  item  would  be 
about  what  happened  to  the  executive  editor  at 
The  Daily  Oklahoman  in  Oklahoma  City 
[E&P  Jan.  24.  p.  16;  Jan.  17.  p.  5|. 

Stan  Tiner  was  named  to  the  post  last  April 
after  the  newspaper  had  gotten  bad  press  in  the 


50 

YEARS  AGO  ... 

NEWSPAPERDOM® 
fmm  Editor  &  Publisher.  Feb.  4,  1950 
Nearly  all  eligible  employees  of  the 
Gannett  Co.  Inc.  had  signed  up  for  the 
firm’s  participating  pension  plan  by  the 
Jan.  31  deadline,  company  spokesman 
announced  this  week. 

At  least  one  Leslie.  Mich.,  church  has 
unoccupied  pews  on  Sunday  morning, 
judging  from  a  recent  classified  ad  in  the 
Leslie  Local-Republican:  “Look  here! 
Wanted  —  Men,  women,  and  children  to 
sit  in  slightly  used  pews  Sunday,  10  a.m., 
Leslie  Methodist  Church.” 


American  Journalism  Review  and  Columbia 
Journalism  Review.  Tiner  was  from  outside  the 
newspaper,  an  oddity  among  top-level  man¬ 
agement  at  the  Oklahoman.  When  I  returned  to 
the  state  to  visit  my  family  this  January.  1 
noticed  a  lot  of  improvement  in  the  newspa¬ 
per's  story  selection  and  design.  I  would  think 
Tiner  had  a  lot  to  do  with  that. 

Media  Central  called  and  asked  about  what 
happened  to  Tiner.  The  Oklahoman  isn't  talk¬ 
ing.  As  a  native  of  the  state.  1  would  be  inter¬ 
ested  in  knowing.  After  its  being  dubbed  the 
"worst  newspaper  in  America"  by  CJR.  I'm 
sure  a  lot  of  others  would  like  to  know. 

Dale  Parker 
Belleville.  111. 

U.N.  missive:  Missing  in  action 

On  Jan.  24,  E&P  published  an  article  by 
Dave  Astor  under  the  title  "Cartoonists  not  at 
peace  with  U.N.  prize."  The  entire  article 
stemmed  from  one  letter  that  a  cartoonist.  Mr. 
Jeff  Danziger,  supposedly  wrote,  signed,  and 
sent  to  U.N.  Secretary-General  Kofi  Annan; 
Nobel  Laureate  Elie  Wiesel;  Erol  Avdovic. 
president  of  the  U.N.  Correspondents  Associa¬ 
tion;  T.R.  Fletcher.  U.N.  Award  Committee 
director;  and  myself  This  letter  complained 
about  ( I )  the  award  being  named  after  me  as 
the  leading  cartoonist  in  the  world  and  (2). 
much  more  importantly,  the  censorship  placed 
on  award  entrants  because  of  the  award  com¬ 
mittee's  emphasis  that  the  submitted  cartoons 
reflect  the  importance  of  human  dignity,  mutu¬ 
al  respect,  friendship  among  nations,  as  well  as 
economic  and  environmental  responsibilities 
towards  each  other.  In  the  same  breath,  the 
contest  committee  also  does  not  encourage  the 
maligning  of  member  nations  or  their  leaders. 
This  letter  was  never  received  by  any  one  of 
the  designated  recipients.  Mr.  Danziger 
claimed,  to  E&P,  that  40  cartoonists  had 
signed  it;  to  the  Chicago  Reader,  he  down¬ 
graded  it  to  30  cartoonists;  to  The  Boston 
Globe,  he  claimed  only  14-15;  and  to  me  he 
said  he  could  not  recall  the  number  since  the 
letter  vanished  from  my  computer  in  an  acci¬ 
dent.  Considering  that  he  even  declined  to  pro¬ 
vide  the  names  of  those  who  had  supposedly 
signed  the  letter,  1  would  not  have  treated  said 
letter  too  seriously.  However,  since  you  pub¬ 
lished  an  article,  I  would  like  to  respond  to  it: 

A.  Said  award  (described  on  the  Web  at 
http://www.lurieunaward.com)  is  not  censor¬ 
ing  anything.  Anyone  who  fantasizes  that 
Nobel  Laureate  Elie  Wiesel,  leading  Eirst 
Amendment  attorney  Floyd  Abrams,  author 


Norman  Mailer,  editor  Jim  Hoge,  publisher 
William  Rowe,  and  India's  admired  author 
Shashi  Tharoor  —  all  Judges  of  this  award  — 
would  tolerate  any  kind  of  censorship  has 
a  problem. 

B.  Each  and  every  professional  cartoonist 
may  send  his/her  cartoons  to  the  competition 
and  throw  in  the  kitchen  sink  as  well. 

C.  Point  is.  since  the  rules  stipulate  two  car¬ 
toons  only  and  the  awards  will  be  given  for 
promoting  the  positive  spirit  of  the  United 
Nations,  the  committee  wants  the  cartoonists 
to  concentrate  on  sending  the  right  cartoons  for 
our  kind  of  award  —  the  same  way  that  a  car¬ 
toon  competition  dealing  with  overpopulation, 
for  instance,  would  not  be  interested  in  car¬ 
toons  about  Wall  Street  or  gag  cartoons.  Now. 
this  said,  if  a  cartoonist  still  wishes  to  submit  a 
cartoon  that  maligns  any  leader  or  any  country 
and  has  33  cents  for  a  stamp,  let  him/her  send 
it  with  our  blessings. 

D.  The  bottom  line  is  that  this  competition 
is  a  sincere  and  well-meaning  one  with  the  best 
intentions.  It  gives  our  profession  of  political 
cartooning  a  wonderful  opportunity  to  show  its 
prowess  in  delivering  a  positive  message  to 
many  millions  of  people  throughout  the  world. 

E.  I  do  agree,  however,  with  the  other  claim 
made  by  Mr.  Danziger.  and  I'll  stretch  it  even 
further:  Indeed.  I  am  far  from  being  the  lead¬ 
ing  political  cartoonist  in  the  world.  I  can 
name,  offhand,  at  least  two  dozen  master  car¬ 
toonists  whom  I  envy  and  admire  for  their 
magnificent,  superior  work.  1  would  be  very 
proud  to  reach  even  a  small  level  of  their 
expertise  when  1  grow  up. 

Ranan  Lurie 
cartoonist 

Hot  type,  cold  memory 

My  old  friend  Jim  Ottaway  must  have 
winced  as  he  looked  down  from  that  Great 
Newsroom  in  the  Sky  and  read  his  obituary  in 
E&P  (Jan.  10,  p.  12).  Eor  it  demonstrates  how 
quickly  we  have  forgotten  the  golden  days  of 
newspaper  production. 

The  obit  talks  about  Jim's  Middletown 
(N.Y.)  Record  becoming  the  first  newspaper  in 
America  to  print  by  offset,  then  defines  it  as 
“the  process  by  which  a  photographic  image  of 
text  and  photos  is  transferred  onto  a  metal 
plate  (instead  of  an  old-fashioned  rubber  mat) 
that  goes  on  the  press."  It  just  ain't  so! 

In  the  offset  process,  the  ink  image  is  lifted 
from  a  metal  plate  to  a  rubber  blanket  and  from 
there  is  transferred  to  the  paper.  There  was  no 
"old-fashioned  rubber  mat.”  Perhaps  the  writer 
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was  referring  to  the  “stereotype  mat”  of  letter- 
press  printing.  That  was  a  kind  of  papier- 
mache  matrix  formed  from  a  page  of  three- 
dimensional  type  and  “cuts,"  photoengravings. 
Thus  the  flat  surface  of  the  original  type  form 
was  curved  to  produce  half-round  type-metal 
printing  cylinders. 

The  artifacts  of  past  days  are  certainly  gone, 
but  they  should  not  be  forgotten.  Good  crafts¬ 
men  should  be  aware  —  and  proud  —  of  their 
colorful  heritage.  I  know  Jim  was. 

Edmund  C.  Arnold 
publications  consultant 
Roanoke.  Va. 

Skating  on  thin  ice  in  Tampa 

E&P  did  a  great  service  to  journalism 
ethics  in  forcing  the  Tampa  (Fla.)  Tribune  to 
admit  to  its  readers  that  its  fonner  sports  edi¬ 
tor  and  current  lead  sports  columnist,  Tom 
McEwen.  had  a  serious  conflict  of  interest. 
McEwen  owns  a  travel  agency  that  has  done 
business  with  teams  and  individuals  the 
columnist  praises  in  print. 

Your  report  (Dec.  4),  and  Tribune  Execu¬ 
tive  Editor  Gil  Thelen's  subsequent  narrow 
admission  (Dec.  12)  focus  on  the  Tampa  Bay 
Lightning  hockey  franchise.  E&P,  in  a  follow¬ 
up  Dec.  18  editorial,  notes  that  Thelen’s  col¬ 
umn  was  guilty  of  “skating  around  certain 
issues  raised  in  our  story."  That  referred  to 
Thelen’s  acknowledgment  of  only  one  ethical 
lapse,  McEwen’s  current  business  dealings 
with  the  Lightning’s  “front  office.”  Thelen 
stated  that  was  “a  situation  of  which  we 
were  unaware.” 

The  Tribune'^  successive  managers  have 
been  well  aware  of  McEwen’s  egregious  ethi¬ 
cal  offenses  for  15  years.  They  simply  have 
chosen  not  to  tell  readers.  The  story  was  first 
put  in  print  in  the  Weekly  Planet  in  Tampa  fol¬ 
lowing  an  investigation  by  me  in  1995.  Not 
one  word  of  that  investigation  has  ever  been 
successfully  challenged  by  the  Tribune 
or  McEwen. 

The  Tribune  publisher  at  that  time,  his  suc¬ 
cessor,  and  Thelen  have  all  been  advised  — 
usually  in  writing  —  when  the  Planet  has 
commented  on  McEwen.  We  have  specifical¬ 
ly  described  his  offenses.  Thus.  Thelen  dis¬ 
sembles  by  telling  a  tiny  portion  of  the  truth 
—  he  may  not  have  been  aware  of  the 
Lightning  front-office  relationship,  but  he  was 
certainly  very  much  aware  of  the  broader  list 
of  offenses,  including  McEwen’s  until-recent 
travel  services  for  the  Lightning’s  road  games. 

The  issue  with  McEwen  isn’t  Just  that 


he  takes  money  from  the  people  and  teams 
he  covers.  Rather,  through  his  influential 
column,  he  spurs  public  officials  to  benefit  his 
business  clients.  This  goes  to  the  very  heart  of 
what  journalism  ethics  should  address. 

Specifically: 

•  McEwen’s  lucrative  travel  agency  was 
started  by  New  York  Yankees  owner  George 
Steinbrenner  and  given  to  McEwen.  (The 
transfer  of  ownership  is  public  record;  I  have 
asked  McEwen  if  the  rumored  $1  sales  price 
was  true,  and  he  responded,  “Something  like 
that.”)  McEwen,  before  the  travel  agency 
ownership  transfer,  had  lobbied  Ronald 
Reagan  to  grant  a  pardon  to  Steinbrenner.  a 
convicted  felon.  McEwen  then,  via  his  col¬ 
umn.  thundered  on  behalf  of  Steinbrenner’s 
demand  to  build  the  Yankees  a  $30-million 
spring-training  facility.  Linder  pressure  from 
Steinbrenner  and  his  friends  at  the  Tribune, 
especially  McEwen,  a  cash-strapped  county 
government  found  public  money  by  diverting 
it  from  funds  that  should  have  been  used  to 
restore  lands  devastated  by  phosphate  mining. 

•  As  I  reported  in  1995,  the  Tampa  Bay 
Buccaneers  don’t  use  McEwen  Travel  for 
team  trips.  But  according  to  the  team’s  then- 
business  manager,  the  football  team’s  offi¬ 
cials  and  players  are  nonetheless  big  cus¬ 
tomers  of  McEwen  Travel.  McEwen  led  the 
charge  to  build  a  new  stadium  for  Bucs  owner 
Malcolm  Glazer.  The  public  funding  was 
achieved  by  linking  it  to  a  bond  referendum 
to  build  new  schools  for  Tampa’s  terribly 
overcrowded  school  system.  Thus,  for  parents 
to  have  decent  schools  for  their  kids,  they 
were  forced  to  give  Glazer  a  new  stadium  (the 
old  one  was  still  quite  usable)  in  one  of  the 
most  one-sided  deals  in  sports  history. 
McEwen  loudly  and  often  backed  this 
scheme  in  his  column. 

•  The  issue  of  the  Lightning  is  much  more 
serious  than  Thelen  alludes  to  in  his  column. 
The  owner  of  the  Lightning  until  1998  was  a 
disreputable  Japanese  company.  Invest¬ 
igations  by  the  Weekly  Planet  (for  which  it 
was  a  finalist  in  the  1999  Investigative 
Reporters  and  Editors  competition),  the  St. 
Petersburg  Times,  The  New  York  Times,  and 
Sports  Illustrated  showed  the  owner  had  few 
if  any  visible  assets  in  Japan,  yet  it  was  able  to 
ship  tens  of  millions  of  dollars  to  Tampa. 
Then,  tens  of  millions  of  dollars  —  including 
$84  million  in  public  financing  for  the  team’s 
arena  —  were  garnered  by  the  team  and  much 
of  that  transferred  back  to  Japan.  The  team 
owners  amassed  millions  of  dollars  in  debts 
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and  more  than  once  were  on  the  verge  of 
bankruptcy.  The  team  lied  to  public  officials 
—  the  mayor  at  the  time  said  she  might  not 
have  backed  public  financing  if  she  had 
known  the  true  financial  state  of  the  team. 
Through  all  of  this.  McEwen  was  an  insider  in 
more  ways  than  one.  He  confirmed  to  me.  and 
1  reported,  that  he  attended  a  secret  meeting  of 
politicians  at  which  problems  with  the 
Lightning  were  disclosed.  That  information 
didn’t  make  it  to  his  column,  nor  did  he  relay 
it  to  his  colleagues  at  the  newspaper.  The 
Tribune,  while  national  and  local  publications 
were  busy  probing  the  Lightning,  never  con¬ 
ducted  its  own  investigation,  but  mainly  limit¬ 
ed  its  reporting  to  regurgitating  team  state¬ 
ments.  At  least  partial  credit  for  the  newspa¬ 
per’s  avoidance  of  chasing  the  news  goes  to 
McEwen’s  influence;  the  Tribune  was  also 
“marketing  partners”  with  the  team.  Until 
1998,  McEwen  Travel  was  the  agency  for 
team  road  trips  as  well  as  the  “front  office.” 
Neither  the  Tribune  nor  McEwen  will  reveal 
how  much  he  has  collected  from  the  Light¬ 
ning.  but  based  on  travel  industry  standards,  it 
almost  certainly  exceeds  $5(),()(K)  a  year. 

Finally.  Tribune  officials  sank  into  the 
sewer  when  they  were  first  contacted  by  E&P 
Contributing  Editor  Allan  Wolper.  Although  I 
had  not  suggested  the  story  to  Wolper.  Tribune 
officials  thought  I  had  prompted  E&P's  inter¬ 
est.  And  Tribune  officials  “whispered”  that  1 
had  a  grudge  against  the  newspaper  and  had 
been  fired  from  it.  Nothing  is  further  from  the 
truth.  1  worked  at  the  Tribune  for  five  years, 
and  1  furnished  Wolper  with  documents  show¬ 
ing  that  1  was  at  all  times  highly  regarded.  My 
last  review  stated  that  I  was  one  of  the 
Tribune's  “best  editors.”  In  the  past,  when  I 
have  commented  on  the  Tribune's  ethics,  the 
canard  about  my  leaving  has  been  "whis¬ 
pered,”  and  I  have  been  forced  to  demand  and 
obtain  a  letter  from  current  Tribune  Publisher 
Reid  Ashe  stating  that  1  left  under  perfectly 
honorable  circumstances  1  wish  to  make  this 
point  clear  in  E&P. 

John  F.  Sugg 
editor 

Weekly  Planet.  Tampa,  Fla. 

Clarification 

A  photo  caption  accompanying  a  story 
about  the  rise  of  newspaper  ombudsmen 
(E&P,  Jan.  10.  p.  25)  did  not  include  the  full 
title  of  Diane  Dixon.  She  is  assistant  reader 
advocate  at  The  Florida  Times-Union  in 
Jacksonville. 
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anything  else  you  need?  Simple  as  can  be,  front  page  to  back,  with  the 
industry’s  leading  web-site  management  tool.  Zwire.'  So,  why  play 
games  with  anything  less?  Over  1200  newspapers  profit  from  PowerAdz. 
Shouldn’t  you?  For  more  information  or  a  complete  demonstration. 


call  800.373.3547  today. 


PowerAdz.coiti' 

The  dut-cimt  Neii  spaper  Network 


LOGGING  ON 


COVER  STORY 

From  flower  power 
to  computer  power, 
amiable  John  Coate 
and  his  SFGate.com 
show  newspapers  the 
way  in  building  sites. 


New  section 
for  a  NEW  AGE 


Welcome  to  the  first  issue  of  E&P  Interactive,  or 
more  properly,  the  first  appearance  of  E&P 
Interactive  in  Editor  &  Publisher  magazine.  ‘EPP, 
as  we're  already  calling  it  around  here,  replaces  mediainfo.com, 
which  has  appeared  as  a  separate,  poly-bagged  supplement  to 
E&P  in  recent  years.  Readers  will  recognize  some  features  from 
the  old  mediainfo.com  that  have  migrated  over  to  EPI,  but  we 
believe  you  will  also  find  that  EPI  has  more  and  deeper  stories  as 
well  as  more  forward-thinking  coverage  of  newspapers  on  the  Web. 

We  are  increasing  the  frequency  of  this  interactive  section  to  10 
times  a  year,  up  from  six  issues  of  mediainfo.com  in  1999.  One  of  the 
first  things  readers  will  notice  is  that  EPI  is  not  a  supplement,  although 
once  this  year,  in  June,  it  will  be  poly-bagged  due  to  the  simultaneous 
confluence  of  newspaper  industry  meetings  in  San  Francisco.  It  is  intend¬ 
ed  to  be  a  section  of  the  magazine,  an  integral  part  of  Editor  &  Publisher, 
because  we  believe  that  whether  a  newspaper  company’s  product  is  on  a 
printed  page,  the  Web,  or  on  some  form  of  newfangled  E-Pad,  it  is  still  the 
product  of  a  newspaper  company. 

And  E&P  remains  the  weekly  newsmagazine  of  the  newspaper  busi¬ 
ness.  Concomitant  with  the  introduction  of  E&P  Interactive  will  be 
changes  in  other  E&P  products. 

Our  Web  site,  heretofore  Editor  &  Publisher  Interactive,  will  be 
renamed  Editor  &  Publisher  Online.  The  new  URL  will  be  www. 
editorandpublisher.com,  although  current  users  will  .still  be  able  to 
access  the  site  through  www.mediainfo.com.  Also,  mediainfo.com 
will  remain  our  e-mail  address  for  the  foreseeable  future,  although 
it,  too,  will  eventually  become  editorandpublisher.com. 

Finally,  our  weekly  Web  coverage  also  will  be  run  under  the 
rubric  of  “E&P  Interactive.”  If  you’re  a  fan  of  branding,  this 
all  makes  perfect  sense.  If  not,  just  think,  E&P  is  E&P,  so 
then  why  shouldn’t  everything  E&P  does  say  so?  We 
hope  you  find  our  new  EPI  section  intelligent,  infor- 
mative,  thought  provoking,  and  entertaining.  We 
welcome  your  comments  and  suggestions.  f 


‘Brill’s  Content’  signs  a  deal  with  NBC,  CBS,  and 
others.  So  now  do  we  have  to  watch  the  watchdog? 


Ever  want  to  own  a  piece  of  The  New  York 
Times’?  Now’s  there’s  a  new  way  to  do  it. 


Cyber  guru  Esther  Dyson  reaches  mass 
audience  with  syndicated  column. 


Breakthroughs  look  likely 
for  producing  high-quality  still 
photographs  from  video. 


Movers  and  shakers  from 
President  Clinton  to  James  P. 
Hoffa  to  Ralph  Nader  reveal  I 
their  life  —  or  lack  of  it  —  on  ' 
the  Internet. 


Three  savvy  newspaper 
NetHeads  point  their  colleagues 
toward  a  thriving  future. 


DEPARTMENTS 


Web  Site  Review 


Bill  Gloede,  Interim  Editor 

(212)  675-4380,  Ext.  115 


Steve  Outing’s  column 
Charles  Bowen’s  column 
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(Above)  Latest 
issue  does  a  take 
on  NBC’s  “West 
Wing.” 

(Below)  Founder, 
Chairman,  and 
former  Editor  in 
Chief  Steven  Brill 


day  after  announcing  the 
formation  of  a  new  e-com¬ 
merce  Web  site  that  allies 
his  company  with  some  of 
the  media  outlets  his  magazine  covers, 
Steven  Brill  stepped  down  as  editor  of 
Brill 's  Content. 


David  Kuhn,  who  was  also  named 
to  head  the  new  Web  venture,  will  take 
over  as  editor  in  chief.  Brill  will 
remain  as  chairman  and  CEO  of  Brill 
Media  Holdings. 

Brill  Media  Holdings  entered  into 
a  partnership  with  CBS,  NBC, 
Pri media.  Ingram  Book  Group,  and 
EBSCO,  a  magazine  subscription 
service,  to  create  Contentville.com,  a 
new  Web  site  that  will  sell  books, 
magazine  subscriptions,  and  other 
materials. 

Users  will  be  able  to  search  the 
site,  reading  expert  analyses  of  differ¬ 
ent  products  across  a  range  of  cate¬ 
gories,  such  as  a  piece  on  which  mag¬ 
azines  are  worth  reading  by  Clay 
Felker,  former  editor  of  New  York 
magazine. 


The  venture  will,  no  doubt,  turn 
some  Brill-Vike  media  scrutiny  on  the 
magazine  itself. 

“He’s  certainly  going  to  be  under 
more  of  a  microscope  than  anybody 
else,”  said  Mike  Wendland,  a  Poynter 
Institute  fellow  specializing  in  inves¬ 
tigative  and  online  journalism.  “He’s 
the  big  media-critic  watchdog  that 
he’s  cast  himself  as,  and  so  while  he’s 
got  a  great  publication  ...  on  the  other 
hand  he’s  now  in  bed  financially  with 
all  these  people.” 

Brill  was  unavailable  for  com¬ 
ment  at  press  time,  but  a  spokesman 
told  The  Asso¬ 
ciated  Press  that 
his  decision  to 
step  down  had 
nothing  to  do  with 
conflict-of-inter¬ 
est  issues.  However,  the  assigning  of 
Kuhn  to  head  both  Contentville  and 
Brill's  Content  certainly  raised  some 
eyebrows. 

Brill’s  Content  Ombudsman  Bill 
Kovach  is  the  man  responsible  for 
monitoring  conflict-of-interest  is¬ 
sues.  When  reached  for  comment. 
Kovach  told  E&P  he  hoped  that  the 
partnership  wouldn’t 
cause  any  problems, 
but  said  only  time 
would  tell. 

“All  of  these  new 
business  relationships, 
interlocking  relation¬ 
ships,  among  news 
organizations  and 
organizations  outside 
the  news  are  a  little  bit 
troubling,  and  I’ll  Just 
have  to  wait  and  see 
how  it  works  out,” 

Kovach  observed. 

Kovach  said  he  is 
concerned  with  the 
moves  toward  consolidation  that  the 
media  seem  to  be  making,  and  admits 


that  the  partnership  places  Brill’s 
Content  in  a  precarious  position. 

“It  raises  questions  about  whether 
or  not  favoritism  is  going  to  be  shown 
to  the  organizations  you  have  a  finan¬ 
cial  relationship  with  or,  on  the  other 
hand,  a  much  more  Jaundiced  eye  cast 
on  the  ones  you  don’t  have  a  relation¬ 
ship  with.”  said  Kovach. 

But  he  maintained  that  he  and  the 
staff  will  endeavor  to  root  out  any 
influence  that  crops  up. 

“What  I’ve  agreed  to  do  ...  is  to 
take  on  the  added  responsibility  of 
being  available  to  the  staff  of  Brill’s 


“He’s  certainly  going  to  be 
under  more  of  a  microscope.” 


Content  to  notify  me  ...  any  time  they 
think  they’re  being  asked  to  do  some¬ 
thing  that  in  any  way  reflects  pressure 
from  this  new  organization,”  he  said. 

The  key  for  Brill’s  Content  to 
avoid  not  Just  conflicts  of  interest  but 
the  appearance  of  conflicts  of  interest 
is  full  disclosure,  said  Wendland. 

—  Jason  Williams 


Ombudsman  Bill  Kovach  will  monitor 
conflict-of-interest  issues  at  Brill’s. 
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Brill’s  new  Web  site  like 
fox  in  the  chicken  coon? 


PHOTOS  LEFT  TO  RIGHT:  AP/BRILL'S  CONTENT,  FILE  ;  NO  CREDIT,  WILLIAM  KIRTZ 


Multimedia  News 


N^stream. 


You  want  news.  You  want  it  now.  / 

You  want  it  in  the  right  format.  d[ l  s 

You  want  Newstream.com. 

Newstream.com  is  revolutionary.  It’s  the  m 

first  and  only  website  that  lets  you  download  1 

hundreds  of  timely  stories  from  leading  companies  and 
organizations  worldwide,  24  hours  a  day,  in  the  multimedia 
format  you  need.  Streaming  video  and  audio,  as  well  as  graphics, 
photos  and  text  —  without  cost  to  you. 

Created  by  Journalists,  for  journalists,  Newstream.com  is 
backed  by  the  joint  resources  of  Business  Wire  and  Medialink. 

Sign  up  to  start  downloading  today  at  www.newstream.com. 

Free  to  all  journalists. 

For  more  information,  contact  us  at  (888)560-5578 
or  media@newstream.com. 


Newstream.com 


A  Venture  of  Business  Wire  and  Medialink 


NEWSBEAT 


Millennium  bug  didn’t  bite; 
now  Net  faces  ‘The  Abyss’ 


he  Net  has  survived  sun  spot  activi¬ 
ty,  the  Melissa  virus,  the  millenni¬ 
um  bug,  and  even  (so  far)  the  AOL- 
Time  Warner  pact.  But  what  about 
the  Grand  Alignment  of  the  Planets?  The  last 
time  it  happened.  6.(XX)  years  ago  —  give  or 
take  a  few  centuries  —  there  was  no  Net  to 
crash,  so  who  knows  what  might  happen  this 
time? 

A  Georgia-based  futurist  says  he  thinks  he 
knows.  Richard  Noone  believes  the  alignment 
of  the  sun,  earth,  moon.  Mercury.  Venus.  Mars. 
Jupiter,  and  Saturn  on  May  5  could  trigger  a 
massive  magnetic  flux  and  a  huge  solar  storm. 
He  fears  a  “billion-ton  wave  of  super-hot.  elec¬ 
trically  charged  gas,”  discharged  from  the  sun. 
crossing  space  “like  a  giant  tidal  wave.” 
According  to  Noone.  this  might  blind  satellites, 
crash  power  grids,  and  disrupt  landline  com- 


“And  Jupiter  aligns  with  Mars.”  Dawn  of 
the  Rage  of  Aquarius? 


munications,  causing  the  Net  to  fall  in  tatters. 
He  calls  it  The  Ultimate  Disaster. 

On  the  other  hand:  the  Northern  Lights 
would  be  visible,  and  spectacular,  as  far  south 
as  Florida,  he  points  out. 


Not  many  scientists  support  Noone’s  the¬ 
ory.  to  say  the  least.  John  Mosely,  an 
astronomer  at  the  Griffith  Observatory  in 
Los  Angeles,  calls  it  “just  complete  non¬ 
sense.”  An  astronomer  at  St.  Mary’s 
University  in  Halifax  says  it’s  “Just  a  load  of 
crap.”  If  you  want  to  judge  for  yourself,  you 
can  find  Noone’s  projections  at 
http://rnoone.com.  He’ll  even  sell  you  a  book 
or  video  to  help  you  prepare  for  what  he  calls 
“The  Abyss.”  Other  doomsayers  predict  a 
similar  Net  wipeout. 

Philip  Plait,  operator  of  a  Web  site 
(http://  www.badastronomy.com)  that 
pokes  holes  in  theories  like  this,  says  any 
Chicken  Littles  who  tell  you  the  Web  is 
falling  are  “trying  to  sell  something.” 
Airline  tickets  to  Florida,  perhaps? 

—  Greg  Mitchell 


ProQuest  Archiver"' 


Make  a  great  catch  with  ProQuest 
Archiver”!  It  brings  together  the  full 
power  of  ProQuest',  Infonautics”  and 
DataTimes'  products. 

ProQuest  Archiver  gives  you  a  hassle- 
free  online  publishing  solution  that 
maximizes  revenue  and  extends  the 
value  of  your  brand. 


See  us  at  booth  tt411  at  the  Interactive 
Newspapers  Conference 


For  more  infomation,  visit  us  at 
www.pqarchiver.com  or  call 
800»521»0600x2077 


BRIjEFS 


Hello?  News  Corp.  calling  if  you  think  General 
Electric’s  ownership  of  NBC  is  weird,  consider  this  potential 
new  alliance:  Rupert  Murdoch’s  News  Corp.  has  held 
talks  with  Finnish  mobile  phone  company  Nokia  about  possible 
partnerships,  the 
BBC  reports. 

If  the  deal  works  out.  News  Corp.’s  newspapers,  including  The 
Times  of  London,  and  TV  properties  could  feed  news  and  infor¬ 
mation  directly  to  cell  phones.  That’s  a  potentially  gigantic  audi¬ 
ence.  Nokia  estimates  there  will  be  more  than  1  billion  mobile 
phone  users  by  2002,  up  from  480  million  today. 

Expect  to  see  more  alliances  and  maybe  even  mergers 
between  media  groups,  technology  companies,  and  telecoms. 
We  can  see  it  now:  News  brought  to  you 
by  Motorola’s  USA  Today  on  the  AT&T  Digital  Network. 

AP  to  distribute  CNET  content  CNET  will  become 
the  first  online  news  organization  to  provide  content  to  The 
Associated  Press,  AP  announced  Jan.  31. 

AP  will  use  CNET  News.com  articles  on  its  financial  news 
wires  and  selected  stories  will  appear  on  The  Wire,  AP’s  Web 
site  that  links  to  over  300  AP-member  online 
newspapers. 

CNET,  in  return,  will  have  access  to  news  and  technology 
stories  on  AP  Online,  the  nonmember  news  feed  provided  to 
Web  sites  and  companies. 
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What's  missing  (rom  your  newspaper's  Web  site? 


Associated  Press 


RealNetworks  H. 


AP  Streamino  News  with  BealNetworks 

For  news  that  words  alone  cannot  deliver,  AP 
brings  you  real-time  sound  and  video  of  the  day’s 
top  stories.  It’s  called  AP  Streaming  News. 

AP  Streaming  News  with  RealNetworks  delivers 
anchored  audio  news,  business  and  sports  sum¬ 
maries,  breaking  news  video  clips  and  live  events, 
too.  Placing  video  and  audio  on  your  Web  site  has 
never  been  easier.  And  this  is  just  the  beginning. 


For  more  information  on  AP  Streaming  News,  our  Election  2000 
Internet  service  and  other  services,  visit  the  AP  at  booth  536 
at  the  Editor  &  Publisher  Interactive  Newspapers  Conference 
and  Trade  Show.  You  can  also  contact  your  local  AP  chief  of 
bureau  or  Jim  Kennedy,  director  of  AP  Multimedia  Services, 
at  212-621-7200. 


NEWSBEAT 


Will  cookies  crumble  in  court? 


arriet  Judnick 
doesn't  think  its 
any  of  Double- 
Click’s  busi¬ 
ness  what  she  buys  on  the 
Net.  so  she's  taking  the 
Web  advertising  company 
to  court. 

The  California  woman 
is  suing  the  firm  for 
unlawfully  obtaining  and 
selling  consumers’  private 
information,  said  her  at¬ 
torneys.  The  lawsuit,  filed  Jan.  27.  accuses 
Doubleclick  of  tracking  online  buying  habits 
using  tracking  technology,  known  as  “cook¬ 
ies,”  and  creating  databases  of  personal  infor¬ 
mation  about  various  users  and  their  Web-surf- 
ing  habits  without  their  consent. 

Surfers  are  not  always  informed  when  a 


Doubleclick  cookie 
is  received  unless 
they  configure  their 
Internet  browser  to 
alert  them.  The 
cookies  can.  howev¬ 
er,  be  disabled  at 
the  Doubleclick 
Web  site. 

Doubleclick  ac¬ 
knowledges  that  it  is 
seeking  out  partner¬ 
ships  in  an  effort  to 
construct  a  network  to  track  user  buying 
habits.  Just  last  month  the  company  acquired 
Abacus  Direct,  a  direct-marketing  firm,  for 
$1.7  billion. 

The  suit  states  that  Doubleclick  misrepre¬ 
sented  itself  "to  the  general  public  that  it  was 
not  collecting  personal  and  identifying  infor¬ 


mation  and  that  it  gives  privacy  interests  of 
Internet  users.” 

Judnick’s  lawyers  are  requesting  an  injunc¬ 
tion  against  Doubleclick  that  would  stop  it 
from  collecting  personal  information  without 
written  permission  from  the  user.  In  addition, 
they  are  asking  that  the  court  order 
Doubleclick  to  destroy  all  information 
already  collected. 

Officials  at  Doubleclick  would  not  com¬ 
ment  on  the  pending  litigation. 

A  similar  lawsuit  was  tiled  against  Yahoo! 
Jan.  28  by  Dallas-based  Universal  Image  Inc. 
Universal  originally  sued  Broadcast.com  (now 
owned  by  Yahoo!)  for  access  to  its  consumer 
data  in  accordance  with  an  earlier  deal 
between  the  two  companies,  but  Universal  has 
since  switched  tactics,  arguing  that  Yahoo!’s 
acquisition  of  consumer  data,  using  cookies, 
violates  Texas  law.  —  Jason  Williams 


www.doublecllck.com 


Beciuse  liieeliiiiy 
Dews  caD  Diake 
01  mean  voD. 


Newswire  leadership.  Technological  inibrmation.  Business  Wire  delivers  your 
innovation.  Outstanding  service.  Instant  news  in  the  most  appropriate  fashion, 
credibility.  That's  what  makes  Business  Business  Wire  has  more  senior  people. 
Wire  the  worldwide  integrated  news  Better  service.  And  delivers  more  news 
provider  and  Information  resource  that  releases  per  day  than  anyone  else, 
journalists  and  the  financial  community  Business  Wire.  We  get  it  out  fast.  We 
count  on.  get  it  out  right.  For  more  information. 

Whether  it's  the  releasie  of  high  tech  news,  contact  us  at  888-381-WIRE  or  visit  us 
or  the  simultaneous  disclosure  of  financial  at  www.BusinessWire.com. 


Visit  Booth  644  at  the  Interactive  Conference 


Naked  in  K.C.  God  knows  there  are 
already  enough  sites  on  the  Net  where  one 
can  go  to  find  pictures  of  naked  women.  We 
hardly  needed  another,  but  The  Kansas  City 
(Mo.)  Star  reports  that  for  about  an  hour  one 
evening  in  late  January,  visitors  to  its  site 
saw  a  pornographic  photo,  added  by  a  hack¬ 
er.  Technicians  temporarily  shut  down  the 
site,  http://www,kcstar.com. 

Publisher  Arthur  S.  Brisbane  said  the  inci¬ 
dent  would  be  reported  to  authorities.  “There 
are  a  number  of  ways  we  might  be  able  to 
identify  who’s  done  this,"  Brisbane  said.  “It'll 
be  a  high  priority  for  us  to  identify  who 
entered  the  system  illegally  ...  and  to  seek 
the  full  penalty  available  under  the  law.” 
Brisbane  said  it  was  the  first  time  the  site 
has  been  hacked  since  it  launched  in  1996. 

Command  performance  command 

Audio  Corp.  has  added  USA  Today  to  its  line¬ 
up  of  content  providers  for  its  audio-on- 
demand  service. 

Command  Audio  transmits  hundreds  of 
audio  programs  to  the  RCA  CA1000  hand¬ 
held  receiver,  which  allows  users  to  save  and 
play  back  their  selected  programs. 
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Your  newspaper's  online  stats  &  expanded  sports  package 


Every  sport,  every  game. 

Scores,  stats  and  sximmaries. 

It’s  all  here  at  SportsHuddle.com, 
the  new  expanded  online  service 
just  for  newspapers. 


At  the  heart  of  SportsHuddle’s 
service  is  our  proprietary 
software.  It  collects,  maintains 
and  publishes  all  of  your  local 
high  school  stats  for  sports. 


Eliminates  multiple  entry 
of  rosters,  schedules  and 
stats,  allowing  you  to  use 
your  team  more  efficiently. 


GREAT  HANDS 

SportsHuddle. corn’s 
web  interface  allows 
greater  versatility  to 
automatically  publish 
to  both  print  and  online. 


EXPLOSIVE 

It’s  local,  targeted 
and  personalized.  It’s 
comprehensive  and 
in-depth.  SportsHuddle 
has  everything  you  need 
to  keep  your  readers 
coming  back  again 
and  again. 


QUICK  FEET  .. 

Easy-to-learn, 
customized  templates 
let  you  build  box 
scores  and 
summaries  fast. 


sportshuddle.com 


where  high  school  sports  come  together. 


Or  scout  us  at  the  Editor  &  Publisher's 
Interactive  Newspaper  Conference  and 
Trade  show  @  booth  104/106. 


To  give  SportsHuddle.com  a  tryout,  contact: 
Tracy  Kellaher  or  Laurie  Gatch  at  314-361-5775 
player@sportshuddle.  com 


f' 


NEWSBEAT 


AP  Streaming  Ne^: 


need  only  to  cut  and 

form  resource  ioca-  ■  JjA 

tor)  on  the  site. 

“It's  an  attractive  M, 

solution.”  says  Ken-  t  ,  X 

per  Web  sites]  differ- 
entiation  is  probably 
going  to  be  video 
content.  jjpp  Kennedy 

In  addition  to  being 

easy  to  implement,  the  service  is  flexible. 
Web  sites  can  choose  how  they  wish  to 
include  the  content  on  their  sites,  from  sim¬ 
ple  links  to  an  embedded  player  to  a  special¬ 
ized  RealPlayer  that  includes  local  advertis¬ 
ers  on  the  “skin." 

"There  is  no  AP  guy  with  a  microphone." 
says  Kennedy.  “It's  not  the  chatty  stuff  that 
you  see  on  the  evening  news."  Kennedy 
clicks  on  a  link  to  President  Clinton's  State 
of  the  Union  address,  while  reviewing  an 
article  on  this  year's  presidential  race, 
remarking  that  it's  the  ability  to  listen  to  the 
audio  or  watch  the  video  while  one  contin¬ 
ues  to  surf  the  Net  that  makes  the  service 
attractive. 

And  it  may  be  the  ability  of  the  AP  to  sim¬ 
plify  video  and  audio  content  for  its  mem¬ 
bers  that  attracts  members  to  this  service. 

—  .Jason  Williams 


Iviany  newspaper  Web  aP’s  new  Streaming  News  ser-  services  tor  AP.  I  he 

sites,  not  having  access  to  vice  provides  ready-to-post  organization's  multimedia 

readily  available  content.  Web  audio  and  video.  services  are  responsible 

would  kill  for  this  work-  for  AP  Online.  The  Wire, 

station,  knowing  that  audio  and  video  and  now  AP  Streaming  Media, 
increases  a  Web  site's  “stickiness.”  Audio  and  video  clips  from  all  around  the 

But  help  is  on  the  way  —  or.  rather.  world  are  sent  via  satellite  to  AP,  edited 
the  wire.  using  digital  workstations,  and  then  sent  as 

At  the  Editor  &  Publisher  Interactive  compressed  files  to  RealNetworks'  servers 

Newspapers  Conference  this  week.  AP  will  around  the  nation,  promising  a  clearer  trans- 

announce  the  launch  of  a  new  service  for  its  mission,  no  matter  what  the  connection 

members,  AP  Streaming  News.  By  joining  speed.  A  link  to  the  content  is  then  sent  by 

forces  with  RealNetworks.  AP  is  providing  a  e-mail  to  the  Web  site,  and  the  site  manager 


Pushing  the  remote  Adstar  com 

announced  Feb.  1  that  it  had  signed  an 
agreement  with  the  Daily  Herald  m  Arlington, 
111.,  to  provide  classified  ad  placement  for  the 
daily,  using  its  Advertise123.com  Web  site. 
The  site  allows  users  to  create  and  purchase 
classified  ads  in  an  easy,  step-by-step 
process. 

“AdStar.com’s  product  has  set  the  stan¬ 
dard  for  remote  classified  entry,”  said  the 
Daily  Heralds  Classified  Adevertising 
Manager  Roger  Wendt.  The  Advertise123 
.com  system  has  been  installed  at  approxi¬ 
mately  43  newspapers,  representing  25%  of 
the  total  Sunday  newspaper  circulation  in  the 
United  States,  according  to  company  figures. 


^E  RESOUIiCSi 


Have  you  seen  what^  new  at 


kriks  jt  Sack 
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Mike  your  Web  site  inort  (oinprtbensive. 


Enhance  the  depth  and  content  of  the  infor¬ 
mation  you  provide  online  with  PR  Newswire. 
We  have  customized  feeds  of  local,  industry, 
national  and  international  news  releases 
available  for  media  use — at  no  charge! 

PR  Newswire's  releases  are  indexed  by  com¬ 
pany  or  organization  name,  ticker  symbol, 
state,  industry  and  subject.  The  PRN  wire 
feed  that  is  already  in  your  newsroom  can 


also  be  used  to  post  information  to  your 
Web  site. 

The  world's  leading  electronic  distributor 
of  full  text  news  releases  to  the  media  and 
financial  community,  PR  Newswire  has  offered 
journalists  a  broad  range  of  information 
services,  all  at  no  charge,  for  nearly  50  years. 

Contact  the  PRN  Media  Services  Department 
at  800-387-8448  or  email 
mediaservices@prnewswire.com  today. 


rtx  mcinoMVffw 

www.prnmedia.com 


NEWSBEAT 


Digital  Times  goes  public 


Seeking  to  cash  in  on  the  high¬ 
flying  valuations  of  Internet 
stocks,  the  New  York  Times 
Co.  became  the  first  in  its 
industry  group  to  announce  it's  taking 
its  online  division  public. 

The  Times  Co.’s  decision  to  create 
a  tracking  stock  for  Times  Co.  Digital 
(TCD)  is  one  its  peers  will  be  studying 
as  they  consider  their  own  Internet 
initial  public  offerings.  “I  think  it’s  an 
indication  of  what’s  to  come  in  news- 
paperland.”  said  Peter  Appert.  Deut¬ 
sche  Banc  Alex.  Brown’s  media  ana¬ 
lyst.  “The  others 


www.abuzz.com 


will  be  watching 
closely.” 

Those  others 
likely  include 
the  Tribune  Co., 
Knight  Bidder, 
and  Dow  Jones 
&  Co.  Inc.  Like 
the  Times  Co., 
they  have  high 
market  capital¬ 
izations.  large 


TCD  aims  to  be 
more  than 
online  news.  Its 
newest  site, 
Abuzz,  is  a  com¬ 
munity  of  users 
who  ask  ques¬ 
tions  of  one 
another. 

Answers  are 
stored  in  a  data¬ 
base. 


Web  customer  bases,  and  well-known 
brand  names  to  draw  investors.  These 
companies  have  already  separated 
their  Web  operations  from  the  rest  of 
their  businesses. 

Analyst  Lauren  Rich  Fine  of  Merrill 
Lynch  sees  Dow  Jones  and  Knight 
Ridder  as  the  most  likely  to  do  an  IPO, 
but  said  they  may  decide  to  try  to  get 
credit  for  their  Internet  operations  in 
their  existing  stock  prices. 

Their  decision  will  likely  be  influ¬ 
enced  by  how  the  Times  Co.’s  IPO 
fares.  The  Times  Co.  hopes  to  raise  at 
least  $100  million  through  the  offering 
for  general  purposes,  including  promo¬ 
tion  and  expansion,  according  to  a 
Securities  and  Exchange  Commission 
filing.  The  stock  would  be  listed  on  the 
New  York  Stock  Exchange  as  TCD.  Its 
owners  would  be  common  stockholders 
of  the  Times  Co.  and  have  limited  vot¬ 
ing  rights.  Details  on  the  number  of 
shares  to  be  sold  and  price  range  are 
expected  to  come  later. 


Tracking  stocks  are  a  recent  phe¬ 
nomenon,  introduced  by  companies 
that  want  to  get  credit  for  a  unit’s  robust 
growth.  The  parent  company  retains 
ownership  and  sells  a  class  of  its  stock 
that  represents  a  stake  in  the  division’s 
performance.  Tracking  stocks  haven’t 
been  around  long,  and  their  perfor¬ 
mance  so  far  has  been  mixed,  leaving 
investors  little  to  judge  them  on,  ana¬ 
lysts  say.  Advantages  for  the  Times  Co. 
are  the  ability  to  retain  control  over 
TCD,  write  off  its  losses,  keep  full  own¬ 
ership  of  its  brand  names,  and  rescind 
the  tracking  stock  offering. 

The  Times  Co.  hopes  that  giving 
investors  a  way  to  measure  the  value  of 
its  fast-growing  Web  sites  independent 
of  their  parent  —  still  shackled  to  the 
traditional  profit  model  —  will  lift  the 
company’s  overall  market  valuation. 

Tracking  stocks  aren’t  without  risk. 
Fine  lists  two:  the  company  will  have 
two  sets  of  shareholders  to  please,  and 
decisions  may  have  to  be  made  at  the 
expense  of  one  or  the  other.  Another 
potential  concern  is  that  investors  in  the 
Times  Co.  will  jump  to  TCD,  diluting 
the  value  of  the  parent  company. 

Nevertheless,  the 
timing  is  ripe  for  the 
Times  Co.  Its  news¬ 
papers  are  doing 
well,  and  it  boasts  a 
famous  brand  and  well-read,  affluent 
audience,  things  advertisers  are  willing 
to  pay  premiums  for.  Web  site  traffic  is 
jumping:  TCD  racked  up  more  than  1 38 
million  page  views  on  its  sites  in 
December  alone  —  90.7  million  of 
which  were  on  nytimes.com,  the  Web 
site  of  The  New  York  Times.  Nytimes- 
.com  has  more  than  10  million  regis¬ 
tered  users,  and  the  average  visitor 
spent  36.4  minutes  on  the  site  in 
December,  according  to  the  Times  Co. 

Its  other  Web  sites  are  NYToday- 
.com,  a  city  guide;  The  New  York 
Times  Learning  Network,  an  education 
site;  a  regional  site,  Boston.com,  which 
had  43  million  page  views  in  Decem¬ 
ber;  and  GolfDigest.com  and  Wine- 


Today.com,  which  target  high-demo- 
graphic  audiences.  Abuzz.com,  an 
interactive  knowledge  network  that 
launched  last  month,  rounds  out  TCD’s 
portfolio. 

Like  other  Internet  high-flyers,  TCD 
has  been  high  on  revenues  but  low  on 
profits.  TCD  had  net  losses  of  $9.4  mil¬ 
lion  in  1998  and  $11.7  million  in  the 
first  nine  months  of  1999,  and  expects 
to  keep  incurring  big  losses  as  it 
increases  spending  on  promotions  and 
development.  TCD  does  not  expect  to 
pay  dividends.  Its  growth  will  depend 
mainly  on  growing  its  main  revenue 
source,  advertising:  90%  of  its  $15.3 
million  in  revenues  for  the  first  nine 
months  of  1999  came  from  ads. 

But  TCD  will  remain  tethered  to  its 
wealthy  parent  company.  A  10-year 
license  agreement  allows  TCD  to  use 
the  names  and  content  of  The  New 
York  Times  and  The  Boston  Globe,  for 
which  TCD  will  pay  the  Times  Co.  a 
minimum  of  $5  million  a  year.  In  addi¬ 
tion  to  getting  support  services  from 
the  Times  Co.,  TCD  also  benefits  from 
the  parent  company’s  ad  selling  staff. 

Investors  apparently  weren’t  blown 


“I  think  it’s  a  very  good  move, 
but  there’s ...  work  to  be  done.” 


away  by  the  IPO  announcement.  The 
Times  Co.  stock  price  was  down 
slightly  Jan.  31,  the  first  business  day 
following  the  news.  Analysts  speculat¬ 
ed  that  because  the  news  was  antici¬ 
pated,  it  was  already  reflected  in  the 
share  price,  however.  TCD’s  challenge 
will  be  to  continue  showing  significant 
revenue  growth. 

“They  have  to  show  it’s  going  to  add 
value  to  the  parent  company,  whether 
it’s  via  acquiring  other  Internet  assets, 
being  able  to  hire  talented  personnel, 
[or  sustaining]  an  internal  growth  rate,” 
Bear,  Steams  &  Co.’s  Kevin  Gruneich 
said.  “I  think  it’s  a  very  good  move,  but 
there’s  still  some  work  to  be  done.” 

—  Lucia  Moses 


J 
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Distribute  your  news,  features  and 
photos  to  niche  and  special  interest 
web  sites,  generating  an  easy 
revenue  stream  and  extending  your 
brand  to  audiences  you  wouldn't 
reach  otherwise.  Visit  our  web  site. 


OUR  SUBSCRIBERS: 

America  Online,  drkoop.com,  Microsoft, 
MolherNature.com,  ProgressiveFarmer.com, 
and  hundreds  more.  * 


OUR  CONTENT  PROVIDERS; 

New  York  Times  Syndicate,  Red  Herring, 
Knight  Ridder/Tribune,  USATODAY.com, 
Christian  Science  Monitor,  Salon.com, 
'  New  York  Post,  and  over  500  others. 
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Tech  guru  Esther  Dyson  makes 
3-point  play  for  newspaper  readers 


by  Dave  Aster 

For  Esther  Dyson,  accepting  the 
New  York  Times  Syndicate’s  offer 
to  write  a  regular  newspaper  col¬ 
umn  was  as  easy  as  counting  from 
one  to  three. 

First  there  was  “Release  1 .0,”  the  influen¬ 
tial  technology  newsletter  Dyson  began  edit¬ 
ing  nearly  20  years  ago. 

Then  there  was  “Release  2.0:  A  Design  for 
Living  in  the  Digital  Age,”  a  1997  Dyson  book 


that  has  been  translated  into  20  languages. 

And  now  there’s  “Release  3.0,”  the  every- 
other-week  column  that  entered  syndication 
just  last  month.  The  feature  discusses  the 
impact  of  digital  technology  on  daily  life  as 
well  as  on  the  world’s  social,  political,  and 
financial  fabric. 

Why  a  newspaper  feature  for  the  person 
Wired  magazine  called  a  “one-woman  think 
tank”  and  possibly  “the  most  powerful 
woman  in  computing”?  After  all,  Dyson 
already  has  a  schedule  packed  with  giving 


Two  excerpts  from  ‘Release  3.0’ 

“Advertising  on  the  Net  can  actually  be  counterproductive:  many  traditional  Net 
users  despise  advertising.  Personally,  I  might  click  on  a  banner  now  and  then,  but  for 
the  most  part  I  hardly  notice  the  ads.  Ads  probably  make  an  impression,  but  are  they 
cost-effective? 

“Instead  of  advertising,  vendors  need  to  add  Net-based  value  to  their  products  and 
services.  The  opportunity  for  a  vendor  is  to  enrich  the  product  or  service  by  interaction, 
not  simply  by  flashing  a  logo  in  front  of  eyeballs.” 

“I  meet  a  lot  of  interesting  people  as  I  travel  around  the  world  —  everyone  from  the 
deputy  mayor  of  Barcelona,  who  has  created  one  of  the  world’s  most  Net-centric  cities, 
to  a  retired  military  man  visiting  his  aging  mother  on  a  Priceline  ticket:  from  a  serial 
entrepreneur  on  his  fourth  company,  to  a  scientist  wondering  how  to  take  an  idea  into 
a  commercial  application  for  the  first  time.” 


speeches,  investing  in  start-up  companies, 
serving  on  various  boards,  chairing  the 
Internet  Corporation  for  Assigned  Names  and 
Numbers  (which  sets  policy  for  the  Web),  and 
running  her  New  York-based  EDventure 
Holdings  company  (which  publishes  the 
“Release  1 .0”  newsletter  and  sponsors 
conferences). 

Besides,  aren’t  newspapers  sort  of,  well, 
unexciting  for  a  digital  authority?  Dyson  dis¬ 
agrees.  “I  like  print,  I  like  newspapers,”  she 
says,  noting  that  she  worked  for  the  Han’cird 
Crimson  and  Forbes  as  a  young  woman  and 
has  since  written  free-lance  articles  for  both 
dailies  and  magazines. 

The  48-year-old  Dyson  adds  that  doing  a 
syndicated  column  allows  her  to  address  a 
mass  audience  that  includes  everyone  from 
Net  newbies  to  Web  whizzes.  In  contrast,  her 
monthly  newsletter  —  which  costs  $795  a 
year  —  is  read  by  a  smaller,  more  elite  group 
of  tech  and  business  insiders. 

What  writing  approach  will  Dyson  take 
with  her  newspaper  audience?  “I  want  to 
make  people  think  about  what  the  Net  means 
for  them  —  not  abstractly,  but  by  means  of 
examples,”  she  says.  For  instance,  in  a  col¬ 
umn  about  how  companies  use  the  Web  to 
“add  value”  to  what  they  offer  customers, 
Dyson  described  using  her  laptop  to  check  the 
number  of  frequent-flyer  miles  credited  to  her 
for  a  flight  she  had  just  taken  to  Moscow. 
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Esther  Dyson  was  named  one  of  the  50  most  powerful  women 
in  American  business  by  Fortune  magazine  ...  received  Hungary’s  von 
Neumann  Medal  for  “distinction  in  the  dissemination  of  computer  cul¬ 
ture”  in  1996  ...  is  fluent  in  Russian  and  listed  as  the  23rd  most  influ¬ 
ential  person  in  the  Russian  computer  industry  (by  “Russia’s  Who’s 
Who  in  the  Computer  Market”)  despite  the  fact  that  she  lives  in  New 
York  ...  in  addition  to  reading  various  computer  and  business  books, 
enjoys  novels  by  writers  such  as  George  Orwell  and  Graham  Greene  ... 
recently  read  the  autobiography  of  Katharine  Graham,  former  publish¬ 
er  of  The  Washington  Post ...  prefers  perusing  newspapers  in  print 
rather  than  on  the  Web  but  is  confident  on-screen  reading  will  get  eas¬ 
ier  as  technology  improves. 


Dyson  is  indeed  a  world  traveler.  The 


daughter  ot  an  English  physicist  and  Swiss 


mathematician  spends  about  80%  ot  her  time 


away  from  EDventure's  office,  and  E&P 
ended  up  calling  her  in  London  for  this  story. 


“A  lot  of  what's  going  on  [with  technolo¬ 
gy)  in  the  United  States  is  being  watched  so 
closely  that  the  rest  of  the  world 
tends  to  be  more  fun  and  less  obvi¬ 
ous.  1  like  to  look  at  stuff  that  peo¬ 
ple  haven't  observed  yet."  remarks 
Dyson,  who  has  a  particular  inter¬ 
est  in  the  emerging  computer  mar¬ 
ket  of  Eastern  Europe.  Dyson  says 
she'll  use  her  globetrotting  for  column  fodder 
by  exploring  similarities  and  differences 
between  various  countries  when  it  comes  to 
digital  development  and  usage. 

Her  international  reach  is  evident  in  sales 
of  the  new  "Release  3.0,"  which  has  been 
picked  up  by  clients  in  the  United  States  and 
eight  other  countries  in  Asia,  Europe,  and 
Latin  America.  The  column,  distributed  in 
English  and  Spanish,  is  available  to  print  and 
online  subscribers. 


Web  syndication  in 
general,  of  course,  is 
more  than  distributing  a 
column  to  a  site.  "You 
can  syndicate  com¬ 
merce,"  Dyson  says. 
"You  can  syndicate  chat. 
And  not  just  in  one 
direction." 

Dyson  is  optimistic 
about  the  future  of  news¬ 
papers  as  they  continue 
to  place  their  feet  in  the  digital  world.  She  says 
people  feel  a  closeness  to  newspapers,  online 
editions  contribute  to  "community  on  the 
Web,"  and  the  ease  of  e-mailing  an  electronic 
paper  makes  it  seem  "more  alive"  to  readers. 

But  Dyson  —  who  includes  her  e-mail 
address  at  the  end  of  each  column  —  adds 


(1980-82).  She  purchased  Rosen  Research 
and  renamed  it  EDventure  in  1983. 

Today,  EDventure's  conferences  include 
PC  Forum  in  the  United  States  and  High- 
Tech  Forum  in  Europe,  and  its  "Release 
1.0"  newsletter  covers  topics  such  as  the 
Internet,  software,  convergence,  e-com- 
merce,  data  networking,  and  wireless  com¬ 
munications. 

Dyson  is  not  that  concerned  abt)ut  the 
increasing  dominance  of  some  companies  on 
the  Web.  "There's  still  room  for  individuals," 
she  notes,  comparing  the  situation  to  how 
McDonald's  has  a  big  chunk  of  the  food  busi¬ 
ness  but  millions  of  people  still  cook  meals  at 
home.  "The  noncommercial  side  isn't  as  vis¬ 
ible.  but  it  exists." 

And  how  long  will  Dyson's  syndicated  fea¬ 
ture  exist?  She  doesn't  know  for  sure,  but  adds' 


“A  lot  of  what’s  going  on  in  the  [U.S.]  is  being  watched  so 
closely  that  the  rest  of  the  world  tends  to  be  more  fun  and 

less  obvious.”  —  Estlier  Dyson,  New  Yotk  Times  Syndicate  columnist 


that  online  papers  also  face  challenges  as  rev¬ 
enue  sources  such  as  classified  advertising 
get  "unbundled"  from  the  core  product. 

"I'm  concerned  with  how  real  Journalism 
will  get  funded.”  says  the  columnist,  who 
earned  a  bachelor's  degree  in  economics  from 
Harvard  in  1 972.  After  a  stint  as  a  Forbes  fact- 
checker  and  reporter.  Dyson  learned  the 
dynamics  of  the  computer  and  software  busi¬ 
nesses  as  a  security  analyst  for  New  Court 
Securities  ( 1977-80)  and  Oppenheimer  &  Co. 


‘I  don't  plan  to  end  the  column  any  time  soon. 

Will  there  be  a  "Release  4.0"  project  of 
some  kind,  some  day?  "Probably.”  replies 
Dyson.  "But  I  don't  know  what  it  is  yet." 

If  there  is  a  "4.0."  odds  are  Dyson  will 
come  up  with  it  in  the  water.  She  swims  an 
hour  a  day  no  matter  where  she  is. 

"That's  when  I  think  about  the  column," 
Dyson  says.  "That's  when  I  think  about 
everything  I  do  —  and  make  the  big  deci- 
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You  know  the  local  advertisers. 

You  should  be  the  dominant  online 
property  in  your  community. 

That’s  why  there’s  OnTempo. 

We’ve  assembled  a  worldwide  team 
of  Internet  media  experts  who  can 
transform  your  online  paper  into 
an  online  powerhouse. 


San  Francisco  •  Santa  Monica  •  Seattle 


As  a  paper,  your  newspaper  is  king. 

As  a  Web  page,  it’s  a  pawn. 

That’s  because  the  big  portals,  search 
engines,  and  e-tailers  are  stealing  local 
online  marketshare. 


Yet  you  create  the 
local  content. 

You  have  the  local 
sales  team. 


Boston  •  Munich 


Before  our  team  joined  OnTempo 
they  developed  solutions  for  Time  Warner, 
The  New  York  Times,  The  Boston  Globe, 
Reuters,  Burda,  and  Cox  Interactiv'e  Media. 
Our  folks  are  streetwise  and  teeh-sa\^y. 

We  ean  deliver  an  e-commerce  money 
machine. 

We  can  make  online  sales  Marines 
out  of  your  online  sales  recruits. 


U.S.  Headquarters  •  2115  Sixth  Avenue  •  Seattle  WA  98121  •  1-877-848-3676  •  www.ontempo.com 


We  can  turn  re-purposed  content  into 
a  compelling  destination.  And  we  can 
do  it  all  turnkey. 

If  you’re  ready  to  capture  the  market 
you  alone  should  own,  please  contact 
Frank  Bruno,  VP  of  Sales. 

Or  visit  us  @  Booth  318. 


hjwcrins  Newspapers’  ( )nline  Leadership. 


by  Joel  Davis 


ou  expect  something  wild 
and  crazy  to  happen  when 
you  hang  out  with  SFGate 
.com  general  manager  John 
Coate.  He  is,  after  all,  a 
former  1960s  radical,  a  co¬ 
founder  of  a  famous  commune,  and  a  guy 
who  lived  in  a  bus,  drove  an  1 8-wheeler,  met 


conventions  with  smart-alecky  headlines, 
spicy  chat  rooms  Coate  allows  to  go  “R- 
rated"  (though  he’ll  boot  you  if  you  go 
beyond  that;  he  has  to  keep  an  especially 
close  watch  on  the  Oakland  Raiders  chat 
room),  and  cyber  columnists,  including  the 
Betting  Fool,  a  sports  gadfly  perhaps  best 
known  for  the  time  he  matched  wits  on  the 


faper  Web  sites,  so  why  do  some  say  his  future  is  in  doubt? 


everyone  from  Jimi  Hendrix  to  Mother 
Teresa,  played  in  a  rock  band,  worked  as  a 
mechanic,  ran  a  free  ambulance  service  as  a 
squatter  in  a  South  Bronx  hovel,  and  pio¬ 
neered  online  chat  rooms  with  The  WELL 
(Whole  Earth  ’Lectronic  Link). 

But  no.  John  Coate,  renaissance  flower 
child,  a  product  only  San  Francisco  could  cre¬ 
ate.  is,  well,  kind  of  sedate,  a  soft-spoken  man 
whose  crazy  past  and  measured  presence  is 
something  of  a  Zen  riddle.  He  works  in  a 
small,  dimly  lit  San  Francisco  office,  on  a 
dingy  Power  Mac  with  a  modest  screen.  He 
presides  over  a  well-mannered  staff  of  Gen 
Xers  and  boomers  whose  laid-back  natures  be¬ 
lie  their  highly  creative  work  on  one  of  the  na¬ 
tion’s  most  progressive  and  beloved  Web  sites. 

No  wild  pranks,  no  sneaking  on  the  roof 
for  Frisbee,  no  crazy  clothes,  no  yoga  during 
coffee  breaks,  no  cussing  even.  Instead,  the 
man  known  as  Tex  is  a  conservatively 
dressed,  careful  manager  who  —  save  the 
occasional  lapse  into  hippiespeak  (“Dig  this.’’ 
he  marvels  as  he  shows  a  visitor  the  Gate’s 
live  cams)  —  seems  about  as  normal  as  nor¬ 
mal  gets.  Tall  and  lanky  with  a  pleasant  face 
topped  by  a  rich  mane  of  silver-brown  hair,  he 
looks  like  a  cross  between  Alan  Alda  and 
Bobby  Kennedy  and  seems  about  as  excitable 
as  Mayberry’s  Floyd  the  Barber. 

“Sometimes,”  Coate.  49,  reveals  in  his 
relaxed  California-boy  drawl,  “1  think  I’m  a 
type-B  guy  in  a  type-A  job.” 

Indeed,  SFGate.com,  the  San  Francisco 
Web  treat,  is  a  cutting-edge  site  known  for 
blending  its  own  original  content  with 
repackaged  material  from  the  messy,  Joined- 
at-the-pocketbook  partnership  among  the  San 
Francisco  Chronicle,  the  San  Francisco 
Examiner,  and  Bay  Area’s  KRON-TV  station. 

The  site  daily  defies  more  staid  newspaper 


site  with  his  pothead  cousin. 

It  is  admired  for  its  ease  of  use.  varied  con¬ 
tent.  lively  only-in-San-Francisco  style  and 
—  perhaps  most  controversially  —  free 
archives,  a  rarity  among  metropolitan  news¬ 
paper  sites,  which  usually  charge  around  S2 
an  article  for  yesterday’s  news.  At  this  site, 
the  readers,  whom  the  suits  like  to  refer  to  as 
the  “end  users,”  rule. 

“John  Coate  was  never  burdened  with  the 
baggage  of  old-media  assumptions,”  says 
George  Shirk,  a  former  Chronicle  basketball 
writer  who  helped  modernize  SFGate.com  and 
now  is  the  editor  in  chief  for  Wired.com.  for¬ 
mer  cyber  sister  of  Wired  magazine.  “He  is 
able  to  look  at  the  news  from  the  point  of  view 
of  a  participant  of  the  Web  rather  than  a  foot 
soldier  in  old  media  and  traditions.  He  brings  a 
perspective  to  SFGate  that  makes  it  user- 
friendly.  It’s  not  burdened  by  sloppy  and  infu¬ 
riating  navigation  problems  most  newspaper 
sites  have.” 

Coate’s  many  admirers  include  his  boss. 
Chronicle  Publishing  Chairman/President/ 
CEO  John  Sias  (“He’s  very  thoughtful, 
experienced,  doesn’t  go  off  on  wild  tan¬ 
gents”),  longtime  Chronicle  Columnist  Jon 
Carroll  (“He’s  smart  enough  about  the  tech¬ 
nical  stuff  to  talk  to  the  geeks,  and  smart 
enough  about  the  real  world  to  talk  to  the 
reporters”),  and  his  staff  of  40  (“John  is  nice 
and  creative  and  open  —  there’s  a  lot  of 
flexibility  here,”  says  Entertainment  Editor 
Jeanne  Carstensen). 

The  Gate  even  plays  to  positive  reviews  by 
Web  experts  who  have  never  heard  of  Coate 
himself.  Gus  Venditto.  editor  in  chief  of  Inter- 
net.com.  calls  the  site  "fast”  and  “easy  to  nav¬ 
igate,”  and  likes  the  Web  cams,  calling  that 
feature  “an  instance  where  a  local  newspaper 
can  add  some  special  value  at  its  Web  site  that 
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How  you  gonna  keep  him  down  on  The  Farm?  John  Coate  had  a  chance  to  “make  up  my  own  life”  in  his  youthful  days  as  a  ’60s- 
era  counterculture  activist,  “amazing  good  fun.”  That’s  him  just  slightly  left  of  center  raising  his  hat  with  his  fellow  Farmers  (1). 
He  kept  on  truckin’,  repairing  vehicles  (2),  and  also  leading  a  rock  ’n’  roll  band  (3).  Somewhat  less  hirsute,  he  ran  The  WELL 
with  Cliff  Figallo  (4-5),  then  helped  open  the  Gate. 


it  can't  deliver  in  print." 

But  there  are  detractors.  Perhaps  it's 
because  Coate  never  worked  in  a  news¬ 
room.  Perhaps  it's  because  Coate  only  has 
a  high-school  diploma  to  go  along  with  his 
E-ticket.  Perhaps  it’s  because  SFGate.com 
carries  KRON's  TV  live  cams  and  related 
fluff.  Perhaps  it's  because  this  Web  opera¬ 
tion  for  two  newspapers  is  located  in  a  for¬ 
mer  KRON  soundstage  rather  than  a  news¬ 
room. 

In  any  event.  Coate.  who  despite  many 
kudos  and  a  happy-go-lucky  nature 
(“everybody  starts  off  with  1 00  points  in 
my  book”),  seemingly  has  everything  but 
job  security,  because  the  morning 
Chronicle  is  being  sold  to  the  Hearst  Corp. 
in  a  messy,  drawn-out  deal  that  likely  will 
have  Hearst  closing  the  afternoon 
Examiner.  (KRON-TV  was  sold  to  New 
York-based  Young  Broadcasting  in  a  sepa¬ 
rate  deal.)  Coate  has  no  guarantee  of  a  job 
once  the  antitrust  suits  are  settled  and 
Hearst  is  running  the  show. 

One  Bay  Area  online  media  expert  who 
wishes  to  remain  anonymous  is  sure  Coate 
will  be  given  the  gate  once  the  deal  is  com¬ 
plete.  E.uiminer  Publisher  Timothy  O. 
White,  citing  a  policy  of  not  commenting  on 
the  Chronicle  until  the  deal  is  done,  is  mum 
on  the  subject,  though  he  calls  SFGate.com  a 
“good  site  whose  quality  is  reflected  in 
excellent  traffic  and  user  sessions." 

Either  way,  you  get  the  feeling  Coate  will 
survive.  He  always  has. 


Student  at  the  University  of  Life 

John  Coate  had  the  type  of  upbringing  any 
free  thinker  with  itchy  feet  would  drool  over. 
As  the  son  of  California  political  royalty  — 
Coate's  father,  Robert  Coate,  who  died  in  1 976, 
was  chairman  of  California’s  Democratic  Party 
in  the  late  1 96()s  and  a  pioneer  in  financial  plan¬ 
ning  —  young  John  had  early  exposure  to  the 
world  of  high-level  politics.  “1  grew  up  a  polit¬ 
ical  kid  in  a  very  intellectual  household,”  he 
said.  “1  even  met  all  the  Kennedys." 

A  1968  graduate  of  San  Francisco’s 
George  Washington  High  School,  Coate 
eschewed  college  for  the  University  of  Life 
—  and  there  was  no  livelier  place  in  the  late 
196()s  than  open-minded  San  Francisco, 
which,  unlike  today,  was  affordable  for  young 
people  looking  for  adventure.  "There  were  a 
lot  of  other  things  going  on  back  then,”  he 
says.  "1  made  the  decision  to  explore  other 
avenues  of  development.” 

This  included  seeing  practically  every  rock 
act  that  played  at  the  old  Fillmore  West  and 
for  free  at  Golden  Gate  Park  —  where  Coate 
met  Hendrix.  Coate's  exposure  to  free-think¬ 
ing  rock  acts  (“1  saw  'em  all.”  he  says  proud¬ 
ly)  got  him  thinking  he  could,  as  he  puts  it. 
“make  up  my  own  life.  ...  All  1  knew  how  to 
do  up  to  then  was  mow  a  lawn.”  he  says. 

In  addition  to  taking  up  guitar  and  riffmg  in 
a  rock  band.  Coate  also  worked  for  Alan 
Cranston’s  U.S.  Senate  campaign  in  Califor¬ 
nia  in  the  late  1960s.  It  was  during  this  time 
that  he  was  called  to  testify  as  a  key  witness 
in  a  famous  1969  manslaughter  trial  in  which 


a  white  San  Francisco  police  officer  was 
accused  of  shooting  a  black  truck  driver  dur¬ 
ing  an  argument.  Coate.  18  at  the  time,  testi¬ 
fied  that  some  of  the  officers  at  the  trial  lied. 

“It  left  me  feeling  like  1  could  not  blindly 
trust  the  gears  of  government  or  [the]  system 
of  justice.”  he  explains.  "My  nomadic 
lifestyle  began  not  exclusively  because  of 
that,  but  that  was  a  contributor.” 

Coate  subsequently  joined  some  of  his 
more  adventurous  pals  in  founding  The  Farm, 
a  well-intentioned  if  chaotic  commune  that 
slowly  made  its  way  in  the  early  1970s  across 
the  country  to  rural  Tennessee. 

"1  lived  there  from  1971  to  1978,”  Coate 
says  of  The  Farm.  “And  while  1  was  there  1 
learned  to  farm  and  started  fixing  tractors,  and 
then  started  fixing  trucks,  and  then  started 
driving  trucks  as  a  way  to  earn  money.  Coate. 
dubbed  “Tex”  when  he  was  a  CB-using  truck¬ 
er.  pauses.  "There  wasn't  a  whole  lot  of 
money  in  it,  but  it  was  amazing  good  fun.” 

And  the  hard-working  fun  continued  at  The 
Farm:  soybean  farming,  promotion  of  vegetar¬ 
ianism.  a  midwife  program  that  remains 
renowned,  the  rock  band,  helping  the  rural 
poor  get  out  from  under  natural  disasters. 

Not  content  with  rural  good  deeds.  The 
Farm  expanded  to  New  York,  setting  up  an 
urban  commune  and  a  free  ambulance  service 
housed  in  a  previously  abandoned  South 
Bronx  building.  Farm  members  squatted  in 
the  building,  a  place  where  one  of  Coate's 
daughters  was  born.  It  was  also  during  this 
period  when  Coate  met  Mother  Teresa. 
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By  the  early  1980s.  Coate  believed  The 
Farm  had  gotten  too  big  and  fragmented. 
With  four  small  children  to  support,  he 
moved  back  to  the  Bay  Area  and  took  the  first 
job  he  could  find,  spinning  wrenches  as  a 
mechanic  in  San  Rafael,  a  Job  he  held  for 
three  years. 

It  was  during  this  time  that  he  hooked  up 
with  an  old  buddy  from  The  Farm,  Matthew 
McClure,  a  typesetter  for  the  “Whole  Earth 
Catalog."  a  sort  of  counterculture  Sears  wish- 
book  that  was  dabbling  in  software  sales.  The 
collaboration  led  to  Coate  being  hired  on  the 
ground  floor  of  The  WELL,  a  left-leaning 
cyber  chat  room,  among  the  first  of  its  type  in 
cyberspace. 

Although  Coate  had  never  dabbled  in  com¬ 
puters  before,  he  was  confident  he  could  go 
from  Buicks  to  bytes  without  a  hitch. 

“1  was  tired  of  being  an  auto  mechanic;  I 
Just  felt  I  had  a  bigger  destiny.”  he  explains.  “I 
mean,  if  you  abstract  it  out.  there's  a  lot  about 
cars  and  computers  that  are  similar.  The  logic 
trees  you  follow  to  find  problems  are  not  that 
different,  so  it  wasn't  that  hard  for  me.” 

The  WELL  had  little  money  and  fewer  than 
1  ,(XX)  users,  so  Coate  figured  his  Job  was  “to 
market  the  thing,”  which  he  did  by  trying  to 
make  it  so  meaningful  to  subscribers  that 
word-of-mouth  would  help  it  grow.  From  the 
initial  staff  of  McClure,  Coate.  and  a  few  other 
visionary  hippie  hackers.  The  WELL  grew  to  a 
staff  of  eight  and  some  5.(XX)  subscribers. 

By  the  early  1990s.  Coate,  who  seems  to 
have  a  knack  for  when  to  cut  and  run.  started 
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JOHN  COATE  BIOFILE 


by  Scoop  Malinowski 

STATUS:  General  manager  of  SF6ate.com  Web  site 

AGE:  49 

EDUCATION:  High  school  diploma.  George  Washington  H.S.  in  San  Francisco  (1968) 

FIRST  JOB:  Staff  member  of  Alan  Cranston’s  1968  U.S.  Senate  campaign  in  California 

CHILDHOOD  HERO:  John  Lennon.  Because  he  looked  like  you  could  be  successful, 
make  a  difference,  and  have  fun  doing  it. 

CHILDHOOD  DREAM:  As  a  child,  I  wanted  to  be  a  rock  star  [laughs].  When  I  was 
13, 1  went  to  see  the  Rolling  Stones.  I  started  to  take  guitar  lessons  the  next  week. 

FAVORITE  MOVIES:  Alfred  Hitchcock’s  “Rebecca,”  “Dr.  Strangelove,”  “2001 :  A 
Space  Odyssey,”  “To  Live”  (a  recent  Chinese  movie),”  “A  Hard  Day’s  Night.”  “Children  of 
Paradise,”  “Seven  Beauties” 

FAVORITE  ICE  CREAM  FLAVOR:  Chocolate 

LAST  BOOK  READ:  “Two  Years  Before  the  Mast”  (a  maritime  classic  first  published 
in  the  1800s)  by  Richard  Henry  Dana 

GREATEST  MOMENT  OF  CAREER:  When  I  was  on  the  cover  of  mrecf  maga¬ 
zine  (May  1997).  Because  they  did  a  story  on  my  previous  job  at  The  WELL. 

MOST  PAINFUL  MOMENT:  1992, 1  worked  for  Minitel,  a  French  mini-telephone 
company.  And  they  abruptly  went  out  of  business  and  I  was  out  of  work. 

PEOPLE  MOST  ADMIRED:  People  with  honesty,  intelligence,  and  compassion  in 
equal  measure. 

FUNNY  MEMORY:  We  have  on  our  site  a  feature  called  “Live  Views.”  It’s  a  camera 
on  top  of  a  tall  building  in  downtown  San  Francisco.  It  shows  vistas  of  San  Francisco.  A 
very  popular  part  of  our  site.  For  a  time  last  year,  a  spider  built  a  web  in  front  of  our  cam¬ 
era  lens.  It  looked  like  a  giant  spider  would  climb  on  the  building  like  in  a  Godzilla  movie. 
We  had  a  “Name  the  Spider”  contest  [Boris  won].  Then  he  went  away  for  some  reason. 
And  then  he  came  back. 


having  cyber  ideas  that  went  beyond  The 
WELL.  He  “started  thinking.  ‘Wouldn’t  it  be 
interesting  if  I  took  this  and  combined  it  with 
actual  data  and  reporting  and  fact  checking 
and  reference  material?  Wouldn't  it  be  fun  to 
make  a  system  out  of  the  reference  material 
where  you  could  have  discussions?’” 

Gate  crashing 

While  The  WELL  was  terrific  for 
schmoozing  about  every  topic  under  the  sun. 
Coate  felt  it  did  not  have  the  news  content, 
resources,  or  technology  to  realize  his  ideas. 
“For  example,  at  a  WELL  music  conference, 
you  could  talk  about  music,  but  you  couldn’t 
play  a  clip  of  it,”  he  reasons.  “It  was  obvious 
if  you  could  Just  get  this  to  all  go  together  it 
would  be  so  great.  And  it  didn’t  seem  to  me 
The  WELL  was  the  place  to  make  it  happen; 
its  board  didn’t  seem  interested.” 


The  WELL  dry.  Coate  left  in  1991  for  a 
variety  of  computer-oriented  Jobs,  including 
an  ill-fated  stint  for  Minitel.  a  French  mini¬ 
telephone  company  that  went  out  of  business 
in  1992.  leaving  Coate  Jobless. 

When  the  Chronicle  started  entertaining 
the  notion  of  putting  out  an  online  newspaper 
in  1993-94,  Coate,  at  that  time  a  free-lance 
consultant,  had  some  interviews  with  the 
company,  sessions  he  Jokingly  refers  to  now 
as  “free  consulting.”  He  hazily  recalls  that  he 
“became  content  manager  or  something”  in 
1994,  part  of  a  staff  of  four  that  worked  in  a 
cramped  office  near  the  Chronicle. 

The  group  launched  SFGate.com  with  the 
distinct  Golden  Gate  Bridge  logo  that 
remains  to  this  day.  “We  worked  with 
straight  HTML  [hypertext  markup  language] 
text,  so  what  I  did  was  copy  and  paste  the 
stories  out  of  the  Chronicle  and  E.xaminer 
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Just  another  day  at  the  beach  for  John  Coate,  with  the  other  Gate  behind  him. 


systems  and  paste  them  on  the  Web  pages.” 

With  SFGate.com  still  very  much  in  a 
shaky  infancy.  Coate  left  the  site  in  favor  of  a 
short  stint  with  an  Israeli  software  company. 
After  a  messy  six-week  San  Francisco  News¬ 
paper  Agency  strike  that  was  actually  a  boon 
to  SFGate.com's  visibility.  Coate  was  lured 
back  to  the  Web  site  by  the  promise  of  more 
money,  and  the  ability  to  hire  George  Shirk, 
an  online  enthusiast  tired  of  the  travel  that 
came  with  basketball  reporting,  as  his  partner. 

Most  important.  Coate  wanted  the  site  to 
remain  a  unique  entity  with  its  own  identity 
separate  from  those  of  its  supporting  media, 
namely,  the  two  newspapers. 

“1  said,  ‘Let  us  take  the  gamble  that  we 
will  build  a  new  brand  that  benefits  the  papers 
while  leaving  the  baggage  of  old  media 
behind,'"  he  says.  "Cyberspace  is  a  big  arc, 
there’s  room  for  a  lot.  and  1  said.  ‘Let  us  try 
this,  let  me  run  my  own  show,  and  1  promise 
you  1  will  find  compatibility.' 

"And  they  said.  ‘Yes’"! 

Coate  hasn’t  looked  back  since.  According 
to  Columnist  Carroll,  an  18-year  Chronicle 
veteran  who  has  worked  on  the  occasional 
special  project  at  SFGate.com..  and  who  has 
known  Coate  since  The  WEl.L  days.  SFGate- 
.com  is  an  atmosphere  "remarkably  free  of 
paranoia  and  remarkably  cheerful  and  smart. 
Tex  is  Just  an  extremely  effective  manager, 
one  of  the  best  managers  I’ve  run  into." 
Carroll  says.  "I’ve  run  magazines.  1  know  a 
little  bit  about  managing  publications,  and 
he’s  Just  great." 

Carroll  says  he  is  aware  that  Coate.  along 
with  others  in  management  positions,  have 
little  Job  security  in  the  wake  of  the  sale  of 
the  Chronicle  to  Hearst.  Letting  Coate  go 


would  be  a  mistake,  he  says.  "He’s  had  a 
chance  to  think  through  the  online  world  for 
more  than  a  decade,"  Carroll  observes.  “  He’s 
been  there  since  1986,  1987.  In  Web  years, 
he’s  like  Methuselah.” 

Coate  is  fond  of  metaphors  when  de¬ 
scribing  the  user-friendly  site,  comparing 
SFGate.com  to  everything  from  a  good 
vending  machine  to  a  salad  bar  to.  well, 
something  more  bohemian.  "You  can  roll 
your  own  here,  or  we  can  roll  it  for  you,"  he 


says  with  a  grin  during  a  tour  of  the  cav¬ 
ernous,  windowless,  and  dark  space  that 
houses  the  SFGate.com  staff,  a  somewhat 
tomblike  place  brightened  only  by  the 
funky  desk  knickknacks  of  its  free-spirited 
inhabitants. 

“We’re  trying  to  make,  like,  good  vending 
machines,”  Coate  adds.  "Useful,  logical.  If 
you  get  a  Coke,  Mountain  Dew,  or  Dr. 
Pepper  in  the  same  vending  machine  —  it’s 
not  a  problem.  ...  It’s  a  salad  bar.  make  it 


yourself!  We’re  trying  to  serve  the  modern 
attention  span." 

A  key  part  of  the  “have  it  your  way" 
mantra  of  SFGate.com.  which  lost  about  $1 
million  in  1999,  is  giving  readers  free  access 
to  archives.  Coate  believes  the  free  access 
helps  bring  the  site  valuable  exposure  of 
sorts,  making  it  a  high-profile  loss  leader  for 
the  newspapers  and  KRON-TV. 

"You  can  take  the  money  at  the  door  — 
and  maybe  if  I  was  The  New  York  Times  1 


would  do  that.  But  I’m  not  The  New  York 
Times.  The  portals  send  us  a  lot  of  traffic,  and 
they  wouldn’t  do  it  if  it  wasn’t  for  that." 

Whether  SFGate.com  goes  pay-per-view 
posl-Chronicle  sale  is  anybody’s  guess.  Even 
Examiner  Publisher  White,  who  figures  to  be 
running  the  show,  seems  torn  over  the 
archives  issue. 

"I’m  Just  marvelously  conflicted  on  the 
subject,  my  feet  are  planted  firmly  in  midair," 
White  says.  "When  you  charge,  traffic  goes 
down  dramatically.  But  it’s  a  trade¬ 
off.  The  need  for  revenue  is  some¬ 
thing  that  ultimately  people  are 
going  to  figure  out  or  [SFGate.com] 
won’t  continue  to  exist.” 

If  Coate  is  nervous  about  his  Job  post¬ 
merger,  he  isn’t  showing  it.  He  has  had  over¬ 
tures  from  other  companies,  though  he  is  very 
content  with  what  he’s  doing  —  and  you  get 
the  feeling  that  if  he  had  to  pack  up  and  move 
on,  hey,  no  sweat. 

“All  I  know  is  to  do  the  best  we  can  do  in 
pursuing  the  vision  that  we  have  and  if 
[Hearst]  disagrees  with  it  in  some  way,  hey,  I 
guess  we’ll  find  out." 

What  a  long,  strange  trip  it’s  been.  ■ 


“You  can  roll  your  own  here,  or  we  can  roll  it  for  you,”  Coate 
says  with  a  grin  during  a  tour  of  the  SFGate.com  office. 
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Internet  Advertising  Trends: 

All  the  players  who  have  a  stake 
in  Internet  advertising  view 
I  /  this  new  medium  from  their 
^  own  perspective.  Direct  mar¬ 
keters  regard  Internet  advertising 
as  a  source  for  leads,  brand  managers  see 
it  as  a  place  to  build  sponsorship,  publi¬ 
cists  consider  it  an  outlet  for  electronic 
press  releases,  and  publishers  regard  it  as 
a  source  of  revenue.  With  that  in  mind,  the 
following  few  observations  briefly  touch 
upon  some  trends  in  the  Internet  advertis¬ 
ing  marketplace  worth  watching  in  2000. 
Considered  together,  perhaps  they  will 
lend  some  clarity  to  this  new  channel’s 
future  as  an  advertising  medium. 

Who’s  Controlling  Ad  Revenue? 
Though  the  Internet  is  a  highly  frag¬ 
mented  medium,  most  of 
the  advertising  dollars  will 
continue  to  go  to  a  handful 
of  players.  In  1999,  the  top 
five  advertising  revenue 
generators  are  expected  to 
be  the  so-called  portal  companies  -  in 
order,  AOL,  Yahoo,  Excite,  Infoseek  and 
Lycos.  In  1997,  1998,  and  1999  -  and  we 
expect  in  2000  -  the  top  fifty  sites  will 
attract  in  excess  of  70%  of  all  advertising 
revenues,  with  almost  50%  going  to  the 
top  ten.  The  Internet  Advertising  Bureau 
reports  even  more  dramatic  figures  with 
over  60%  of  advertising  revenue  accruing 
to  the  top  ten  sites. 

It’s  worth  mentioning  that  with  all  the 
brouhaha  around  portals,  the  absolute 
traffic  to  so-called  portal  sites  remained 
steady  at  around  15%  of  all  Internet  traf¬ 
fic  in  1998.  That  number  has  remained 
consistent  from  1996  to  the  present.  No 
one  can  dominate  the  Internet  the  way 
the  software  business  has  been 
monopolized  by  Microsoft. 

In  addition  to  these  highly-traf¬ 
ficked  portal  sites  there  are  ( 

advertising  rep  firms  (interme-  ^ 

diaries)  like  Doubleclick  and 
Real  Media,  which  represent  1 

many  small  sites  in  aggregate.  J 

This  leads  to  a  divided  market- 
place,  where  a  handful  of  large 
players  gain  the  necessary  scale  to 
build  their  brands  in  the  mass  market, 
and  larger  numbers  of  highly-efficient 
niche  players  turn  to  advertising  interme¬ 
diaries  for  revenue. 


The  dilemma  for  firms  in  the  middle,  many  tion.  Local  newspapers  are  moving  to  pro¬ 
of  whom  constitute  Web  sites  from  estab-  tect  their  classified  advertising  revenue 

lished  media  companies,  is  to  achieve  a  pre-  streams  by  offering  new  services  to  their 

mium  position  based  on  dominance  of  a  print  customers.  They,  too,  will  face 

deep  niche,  by  offering  a  highly-valued  national  competition  for  these  highly-prof- 

audience.  Local  newspapers  face  a  signifi-  itable  local  businesses.  Portals  and  other 

cant  opportunity  here.  Internet  companies  will  seek  to  capture 

these  lucrative  markets.  Analysts’  reports 
Delivering  Online  Advertiser  Value  that  up  to  one-fifth  of  classified  ad  rev- 

To  deliver  advertiser  value,  we  expect  a  enues  may  shift  to  the  Internet  in  the  next 

continued  emphasis  on  targeted  advertising  two  years  are  causing  a  great  deal  of  alarm 

accompanied  by  return-on-investment  meas-  in  the  newspaper  community, 

ures.  There  are  tradeoffs.  Registration  sites  The  newspaper-supported  joint  ventures 
pay  a  price  in  terms  of  reach  because  many  and  alliances  may  be  the  most  closely 

users  just  don’t  want  to  take  the  time  to  reg-  scrutinized  newspaper-driven  online  activi- 

ister,  and  those  that  gather  data  surrepti-  ties  in  1999.  It  will  be  more  than  interest- 

tiously  may  face  legislative  controls  to  pro-  ing  to  follow  consumers  as  they  choose 

tect  consumer  privacy.  Regardless,  the  trend  between  local  and  national  brands  and 

toward  targeting  is  inexorable  and  will  help  services,  as  well  as  to  observe  how  these 

differentiate  Internet  marketing.  Targeting  choices  affect  franchises  that  represent  a 

will  help  deliver  advertiser  value,  resulting  lion’s  share  of  our  core  businesses.  With 

in  increased  commitments,  particularly  agencies  and  entrepreneurs  buying  Super 

among  companies  interested  in  lead  gen-  Bowl  TV  spots  to  promote  their  classified 

eration  and  direct  response.  .  ■  •  1  •  . 

Microsoft,  Yahoo  and  AOL  are  2000  should  bring  greater 

already  moving  rapidly  to  build  expeHence  sod  iosight  loto 

solutions  to  leverage  their  user  .•  ~  r  .  .  • 

databases,  and  there  are  several  the  fastest-growing  medium 
companies  that  offer  solutions  so  jp  history,  and  whatever  the 

those  that  don’t  want  to  build 

their  own  can  still  develop  these  path,  it  ShOUld  COntinUe  tO 


those  that  don’t  want  to  build  —— ft, 
their  own  can  still  develop  these  pwl-il 
capabilities. 

E-commerce  =  Advertising? 

Direct  sales  -  or  G-commerce  -  will  soon 
eclipse  Web-based  advertising  in  terms  of 
gross  revenues.  Industry  estimates  for  online 
advertising  in  2002  approach  $30  billion.  But 
according  to  Department  of  Commerce  esti¬ 
mates,  G-commerce  revenues  will  exceed 
$300  billion,  up  from  barely  $1  billion  in  1997. 

As  G-commerce  builds,  some  of  these  vir¬ 
tual  storefronts  will  invest  in  online  advertis¬ 
ing  as  a  way  to  drive  traffic.  In  addition,  we 
are  now  seeing  the  growth  of  local  G-com¬ 
merce  transactions  in  categories  like 
automotive  sales  and  mortgage 
j  financing.  This  will  both  threaten 

.  and  create  opportunities  for 

L  local  and  regional  newspapers 

^  by  competing  with  classified 

\  advertising  but  creating  new 

>  revenue  streams.  Nevertheless,  it 

is  still  unclear  how  online  media 
players  will  benefit  from  G-commerce 
revenues. 

Although  some  media  sites  have  built  inte¬ 
grated  storefronts  into  their  products,  the 
dynamic  between  the  media  site  and  the  G- 


be  a  wild  ride. 


services,  2000  may  be  the  year  in  which 
we  see  how  these  online  businesses  are 
constructed  and  supported. 

Finally,  whether  building  portals,  secur¬ 
ing  a  niche,  or  finding  a  place  in  the  mid¬ 
dle,  the  story  for  media  and  advertising  in 
2000  is  one  of  continued  category  matura¬ 
tion  and  shakeout.  The  trends  suggest 
that  scale  draws  revenues  among  the 
major  players  and  niche  leaders,  and  cre¬ 
ates  tension  for  those  caught  in  the  mid¬ 
dle.  2000  should  bring  greater  experience 
and  insight  into  the  fastest-growing  medi¬ 
um  in  history,  and  whatever  the  path,  it 
should  continue  to  be  a  wild  ride. 

-  Chris  Neimeth,  CEO 

Site  Design  and  Content: 

Lure  readers  to  your  site 


The  most  common  mistake  that 
i  publishers  make  when  building 
I  content  into  their  Web  site  is  to 
*  import  the  print  content  from 
the  paper  straight  to  the  Web 


Among  the  smaller  sites,  efficient  players 
with  loyal,  or  local,  audiences  will  survive, 
but  there  will  undoubtedly  be  a  shakeout 
among  the  thousands  of  players  all  vying 
for  a  piece  of  the  small  national  advertis¬ 
ing  pie. 


commerce  world  could  prove  to  be  a  tenuous 
one  as  G-commerce  players  move  to  create 
direct  relationships  with  their  customers. 

A  Big  Question 

Classified  advertising  remains  a  big  ques- 


with  no  editing.  Readers  of  the  Sunday 
print  edition  may  love  a  1,500  word  back¬ 
ground  piece  on  Boris  Yeltsin’s  resignation, 
but  on  the  Web,  it  is  an  invitation  for  users 
to  go  elsewhere.  Presenting  high-quality 
content  in  a  format  that  is  Web-friendly  will 
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keep  visitors  happy  and  further  your  online 
brand. 

Wost  of  the  principles  taught  in  journal¬ 
ism  schools  still  apply.  Don’t  throw  away 
your  dog-eared  copy  of  The  Elements  of 
Style  just  yet.  But  there  are  differences 
between  Web  and  print  audiences.  Here 
are  a  few  items  to  consider  when 
publishing  content  on  the  Web; 

•  The  inverted 

readers  the  ’ 

climax  first  and  t... i.; ' 

have  the  details  • 

follow  in  decreasing 
order  of  importance.  In 
one-page  stories,  all 
essential  information  should  be  above 
the  scroll,  the  Web  equivalent  of  above 
the  fold. 

•  Shorter  is  better  -  This  principle 
applies  to  both  stories  as  a  whole  and 
paragraphs  that  make  up  the  stories. 
Our  collective  attention  span  has 
gotten  shorter.  The  Web  only  magnifies 
our  short  attention  span.  The  point  and 
click  nature  of  the  Internet  keeps  many 
visitors  from  finishing  a  story.  Simplify 
for  ease  of  reading. 

•  Use  links  -  One  of  the  strengths  of  the 
Web  is  that  stories  can  be  written  in 
hypertext.  Linked  keywords  can  provide 
background  information  or  glossary 
definitions  without  adding  length  to  a 
story.  Readers  then  have  the  choice  to 
click  deeper  into  a  story  for  more  infor¬ 
mation.  Warning:  Keep  offsite  links  to 
a  minimum.  While  background  infor¬ 
mation  is  important,  it’s  counter  pro¬ 
ductive  to  give  visitors  an  opportunity 

in  each  paragraph  to  leave  your  site. 

•  Edit  carefully  -  Surprisingly,  many 
publishers  don’t  use  the  same  care  in 
proofreading  for  their  Web  site  as  they 
do  in  their  print  editions.  Correct  all 
grammar  and  spelling  mistakes.  Be 
consistent  with  punctuation. 

•  A  graphic  is  worth  a  thousand  words  - 
Use  charts  and  tables  to  present  statistics 
and  list  data  and  to  break  up  running 
text. 

•  Avoid  clutter  -  Page  over  design  and 
clutter  causes  confusion  and  alienates 
users.  Work  with  designers  who  under¬ 
stand  how  to  marry  graphics  and  text 
to  enhance  your  brand  and  provide  a 
pleasant  user  experience. 

•  Offer  a  printable  version  of  stories  - 
Some  visitors  still  like  to  print  stories. 
Resolution  is  greater  on  paper  than  on 
a  computer  screen,  which  makes 
stories  easier  to  read.  If  your  site  design 
doesn’t  print  well  or  stories  cross 
multiple  pages,  provide  a  link  to  the 


full  story  in  a  printer-friendly  format. 
Experiment  with  multimedia  sparingly  - 
It  may  be  tempting  to  add  a  250K  audio 
file  of  the  mayor’s  latest  press  confer¬ 
ence  to  your  site.  Remember  that  such 
a  file  will  have  a  slow  download  time 
for  most  of  your  users,  since  most  users 
are  connecting  at  speeds  well  below 
56K  per  second. 


As  with  print,  the  most 
important  factor  in  provid- 
ing  content  is  how  well 
you  meet  the  expectations 
of  your  audience.  Use 
research  to  find  the  similarities 
and  differences  of  your  print  and 
Web  audience  and  tailor  the  story  style 
and  content  to  your  Web  audience. 

-  Jack  Smith,  Director,  Media  Services 

Site  Design  and  Advertising: 

Increase  your  advertising 

REVENUE  BY  DESIGNING  FOR 
ADVERTISERS. 


#  Today,  the  most-desired  Wen 
sites  are  those  that  not  only 
generate  high  traffic  but  also 
make  campaigns  easy  to  buy. 
A  well-designed  Web  site  will 
meet  the  generally  accepted 
advertising  standards  used  by 
national  advertisers.  These  standards  are 
discussed  in  this  article.  When  these  stan¬ 
dards  are  incorporated  in  site  develop¬ 
ment,  publishers  will  find  they  have  the 
proper  tools  to  attract  national  advertisers. 

Advertisers  need  simple,  well-designed 
sites  that  showcase  their  ads.  To  meet  this 
need,  publishers  must  create  well-traf¬ 
ficked  Web  pages  that  can  easily  integrate 
sponsorships.  The  location  and  size  of  a 
sites  advertising  space  is  crucial  to  gener¬ 
ating  revenue.  Many  advertisers  make  80% 
of  all  their  creative  units  as  a  full  banner 
(468x60  pixels  per  inch).  This  full  banner  is 
an  lAB/CASIE  standard  size  and  generally  is 
placed  at  the  top  of  every  Web  page. 
When  an  advertiser  places  an  insertion 
order,  most  will  demand  that  their  banner 
ad  be  placed  at  the  top  of  the  page. 

Another  benefit  of  the  full  banner  is 
excess  impressions  may  be  sold  to  rem¬ 
nant  advertising  programs  that  commonly 
use  this  size.  By  designing  space  for  a  full 
banner  on  the  top  of  your  pages,  publish¬ 
ers  gain  the  ability  to  incorporate  remnant 
advertising  programs  into  their  revenue 
streams,  allowing  them  to  sell  space  that 
might  otherwise  be  left  untenanted. 

Web  sites  need  to  be  designed  to  sup¬ 
port  sponsorship  and  tenancy  programs  as 


excellent  sources  of  revenue  and  play  an 
integral  part  in  creating  high-value  adver¬ 
tising  packages.  The  most  widely  used 
sizes  are  120x90  and  120x240  buttons. 
These  buttons  can  be  used  in  two  ways: 
The  120x90  button  is  excellent  for  tenancy 
programs  on  a  section  or  site  sponsorship 
program  where  the  advertising  message  is 
fixed  to  the  page.  The  120x240  button 
(‘sidebar’  or  5th  column  ad)  enables 
”  the  advertiser  to  increase  his  visibility 
I  on  the  Web  page  while  creating  more 

^  real  estate  to  promote  a  product  or 

service  or  expand  brand  recognition. 

Another  advertising  design  tech¬ 
nique,  which  is  sold  as  a  section  or  title 
sponsorship,  is  the  integration  of  the 
advertiser’s  message  or  logo  right  into  the 
page  design.  An  advertiser  can  sponsor  a 
section  by  replacing  the  actual  Web  site 
header  with  a  message  that  could  read, 
“business  brought  to  you  by  x”  or  the 
advertiser  logo  could  be  placed  near  the 


Bfii- 


top  of  the  page  and  read,  “feature  pre¬ 
sented  by  X.”  Although  this  type  of  design 
takes  some  extra  effort  on  the  part  of  the 
publisher,  it  is  highly  desirable  for  adver¬ 
tisers  because  it  creates  a  sense  of  owner¬ 
ship  and  increased  brand  awareness  and  is 
therefore  a  strong  selling  point. 

Designing  to  place  advertising  in  a  ‘gang’ 
of  88x31  buttons  is  also  an  interesting  and 
beneficial  technique.  A  gang  creates  a  spe¬ 
cial  environment  on  a  Web  page  that 
appears  to  give  consumers  a  choice  of 
products  between  similar  or  related 
products. 

Publishers  can  enhance  their  revenue 
stream  by  designing  their  site  for  advertis¬ 
ers.  A  site  should  be  designed  to  offer  an 
advertiser  a  clean  environment  that  will 
showcase  their  ad,  make  it  easy  for  them 


to  advertise  with  their  existing  creativity, 
and  allow  their  message  to  be  quickly  and 
efficiently  delivered.  Publishers  can 
increase  their  advertising  revenue  by 
designing  for  the  lAB  standard  ad  sizes; 
positioning  the  ad  spaces  correctly  on  the 


nsorsmp  ana  tenancy  programs  as  positioning  tne  ao  spaces  correctly  on  me 
banner  ads.  These  options  offer  page;  leaving  multiple  advertising  spaces 
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on  the  page;  and  being  able  to  host 
diverse  types  of  campaigns. 

"Larry  Allen,  VP,  Media  Services 

Promoting  Your  Site: 

Breaking  Through  the  Clutter 

•  A  few  short  years  ago, 
setting  up  a  Web  site  on 
the  Internet  was  like  set- 

•  ting  up  a  hot  dog  stand 

"  ^  in  the  desert.  The  prob¬ 
lem  was  to  find  customers. 
The  business  environment  changed  when 
hundreds  of  other  hot  dog  vendors  with 
huge  marketing  budgets  and  30-foot  bill¬ 
boards  advertising  their  hot  dog  brands 
built  their  stands  next  to  the  original  hot 
dog  vendor.  Suddenly,  the  problem  was 
not  just  to  find  customers,  but  to  differen¬ 
tiate  the  original  brand  from  all  the  others. 

Today,  Internet  companies  are  faced  with 
the  same  problem. 

In  1999,  Internet  companies  spent  over 
$1.5  billion  in  offline  advertising  to  draw 
consumers  to  their  sites.  One  cannot  make 
it  through  a  day  without  being  exposed  to 
some  kind  of  ad  for  a  dot-com  company. 
Dot-com  advertising  has  become  so  ubiq¬ 
uitous  that  people  have  become  numb  to 
the  overcrowded  traditional  channels.  As  a 
result  of  this  overexposure  and  decreased 
response  to  ads,  companies  are  beginning 
to  realize  that  you  do  not  need  to  drop  $2 
million  on  a  spot  in  the  Super  Bowl  or  hire 
the  captain  of  the  starship  Enterprise  to  be 
their  spokesperson  to  generate  awareness 
for  their  site.  Web  advertisers  are  finding 
non-traditional,  guerrilla-driven  tactics  to 
reach  their  audiences  and  drive  traffic  to 
their  site. 

If  you  understand  your  site’s  purpose, 
know  your  target  audience,  focus  on  your 
value  proposition,  and  use  a  little  ingenu¬ 
ity,  you  can  break  through  the  noise  too. 


why  you  estab- 

H  you  unde 


Your  Purpose 
Purpose  is  very  simple 
lished  a  Web  site. 

A  surprising  num¬ 
ber  of  sites  don’t 
have  a  clear  pur¬ 
pose.  They  just 
feel  they  should 
be  online,  because 
“it's  the  big  thing 
right  now.”  There 
are  no  right  or 
wrongs  in  setting  a 
purpose,  except 

not  setting  one.  Purpose  can  be  practically 
anything.  A  couple  of  examples  are  “To  sell 
our  products  online"  and  “To  build  our 
name  recognition.”  Knowing  your  site’s 
purpose  at  all  times  will  help  you  mold  an 
effective  marketing  strategy. 


Your  Target  Audience 

Who  are  you  talking  to?  Information 
about  your  intended  audience  is  critical  to 
creating  a  successful,  effective  marketing 
program.  Understanding  your  audience  not 
only  shapes  the  content  and  overall  site 
design  but  allows  you  to  craft  an  advertis¬ 
ing  message  that  connects  with  them. 
Aside  from  the  typical  demographics  of 
your  target  audience  (age,  income,  etc.), 
learning  their  psychogtaph- 
ic  profile  will  play  an 
equally  important  role. 

Know  their  interests, 
opinions,  and  activi¬ 
ties.  Learn  what  they  are 
thinking  and  how  they 
consume  both  offline  and  online 
media. 

Value  Proposition 

Developing  a  compelling  value  proposi¬ 
tion  means  focusing  on  perceived  benefits 
from  the  target  markets’  perspective.  Done 
right,  a  compelling  value  proposition  lever¬ 
ages  the  Web  sites  differentiating  attrib¬ 
utes  and  sets  it  apart  from  the  competi¬ 
tion.  When  crafting  breakthrough  market¬ 
ing  tactics,  don’t  ever  take  your  eye  off 
your  value  proposition.  Many  Internet 
companies  make  the  mistake  of  forgetting 
their  core  competency  and  rely  on  sheer 
shock  value  in  their  communication  mes¬ 
sages  to  gain  attention.  The  effects  are 
short  term  and  the  consumer  loses  the 
ability  to  differentiate  advertisers. 

Additionally,  leave  the  dirty  job  of  brand 
building  to  traditional  media  and  public 
relations  channels.  Look  at  guerrilla  mar¬ 
keting  as  the  brand  “smart  bombs”  -  selec¬ 
tively  targeting  your  audience  with  atten¬ 
tion-grabbing  initiatives  that  tie-in  to  the 
company’s  brand  and  value  proposition. 

Creativity 

Your  target  audience  is  already  being  bom¬ 
barded  with  messages  in  all  the  usual  places. 
You’re  much  more  likely  to  find  something 
original  if  you  ven- 
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ture  off  the  beaten 
path.  Adopt  the 
mindset  of  your 
I  target  audience 
and  find  places  to 
weave  your  mes¬ 
sage  into  their 
lifestyle  environ¬ 
ment.  Experiment 
with  a  variety  of 
approaches. 
Evaluate  the  merits  of  your  strategy,  then 
go  out  and  implement  your  idea.  Internet 
companies  have  put  their  ads  on  taxi  tops, 
mobile  billboards,  bicycle  messenger  seats, 
coffee  cup  sleeves,  barges,  and  even  on 
stickers  pasted  to  apples. 


Returning  to  our  hot  dog  vendors,  we 
find  we  now  have  a  marketing-savvy  hot 
dog  vendor  who  decides  to  integrate  guer¬ 
rilla  tactics  into  his  marketing  mix  to  help 
drive  customers  to  his  stand.  Unlike  the 
other  vendors  with  stationary  billboards, 
he  builds  his  own  hot  dog-shaped  mobile 
billboard  that  drives  around  the  city.  He 
hires  a  crew  to  go  to  the  local  park  and 
hand  out  hundreds  of  relish  packets  with 
his  address,  logo  and  “Relish  the  Taste” 
tag  line  printed  on  them.  He  sponsors  a 
dachshund  race,  and  he  does  a  cross-pro- 
motion  with  a  soda  pop  company. 

With  the  same  kind  of  out-of-the-box 
thinking,  Web  sites  can  drive  traffic  to  their 
hotdogstand.com  too. 

-  Scott  Kerr,  VP,  Marketing 


Outsourcing  Your 
Sales  Activities: 

The  "Let  it  go"  Perspective 


“If  somebody  had  told  me 
that  I  would  one  day  out¬ 
source  a  main  source  of  rev¬ 
enue,  I  would  have  ques¬ 
tioned  that  person’s  sanity. 
But  I  outsourced  the  adver¬ 
tising  sales  of  our  Web  site 
with  no  regrets.  It’s  mostly  a  question  of 
trust  in  the  organization  representing  us. 
And  it’s  also  acknowledging  that  handling 
sales  in-house  would  require  industry 
expertise  and  substantial  investments  in 
people,  training  and  technology  -  areas 
where  we're  already  spread  thin.”  -  A  Web 
publisher 


A  Question  of  Trust 
Outsourcing  your  sales  activities,  like  any 
other  aspect  of  your  business,  is  primarily 
about  entering  into  a  partnership  with  a 
company  you  can  trust.  It’s  about  trusting 
the  people  who  will  be  working  for  you  in 
the  marketplace  and  feeling  that  the  sales 
team  will  be  like  an  extension  of  your  own 
staff.  Ongoing  communication  is  crucial  to 
the  success  of  the  relationship,  together 
with  the  guarantee  of  dedicated,  focused 
efforts  on  your  behalf. 

Whoever  you  select  to  represent  your 
company  should  provide  extensive  expert¬ 
ise,  unbeatable  market  coverage  and 
industry  intelligence.  The  right  partner  will 
open  new  doors  and  opportunities,  while 
leveraging  your  brand. 

The  Challenge  of 
Building  a  Sales  Team 
Building  your  own  sales  team  can  end  up 
being  an  incredible  investment  -  a  hole 
you  keep  throwing  money  into  in  the  hope 
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that  you  will  ultimately  see  a  substantial 
long-term  return  on  the  investment.  For 
starters,  establishing  a  sales  force  that  can 
cover  key  markets  and  influence  key  decision 
makers  in  the  media  planning  and  buying 
process  is  expensive.  It  can  also  be  extreme¬ 
ly  challenging,  particularly  in  an  industry 
where  the  decision-making  process  is 
decentralized.  A  media  plan  may  be  coor¬ 
dinated  between  San  Francisco,  Chicago 
and  New  York  -  not  mention  London, 
Frankfurt  or  Tokyo  if  the  business  is  inter¬ 
national. 

An  additional  challenge  in  the  online 
advertising  industry  is  that  sometimes  one 
brand  is  not  enough  to  open  doors.  Many 
media  planners  and  buyers  prefer  to  meet 
with  “larger  associations”-  advertising  net¬ 
works  with  an  extended  portfolio  of  Web 
sites  that  can  meet  diverse  needs  and  pro¬ 
pose  tailored  solutions. 

The  Brand  Portfolio 
Versus  The  Network  Approach 

Choosing  between  an  individual  versus 
a  network  sales  approach  is  a  dilemma 
that  is  particular  to  advertising  on  the 
Internet.  Although  the  market  seems  to 
have  evolved  toward  a  network  buying  sys¬ 
tem,  with  a  preference  for  pre-packaged 
solutions,  there  is  still  space  for  strong, 
distinguished  brands.  The  ideal  outsourc¬ 
ing  solution  should  take  both  approaches: 
protecting  and  growing  your  brand  through 
individual  sales  efforts  as  well  as  through 
revenue  generated  by  “Web  packages.” 
And  these  package  deals  should  not  affect 
your  brand. 

In  deals  where  various  Web  sites  are 
packaged  for  an  advertiser,  your  brand 
should  be  leveraged  alongside  other 
brands.  In  some  cases  when  you  are  sold 
as  part  of  a  network,  the  demographics  of 
your  audience  are  sold.  The  advertiser  is 
buying,  for  example,  men  aged  35-*-  who 
live  in  a  specific  region.  They  are  not  buy¬ 
ing  a  particular  brand.  On  the  other  hand, 
with  what  we  call  “the  portfolio,”  brands 
are  a  priority.  They  are  sold  through  dedi¬ 
cated  sales  efforts,  or  they  are  combined 
with  other  brands  in  order  to  meet  adver¬ 
tisers’  needs.  But  brands  do  not  lose  their 
identity. 

To  summarize,  building  a  long  term 
partnership  with  your  network  sales  team 
and  taking  the  brand  focused  approach 
will  maximize  the  Web  publisher  revenue 
for  mutual  success. 


-  Silvana  Imperiali, 
Chief  Operating  Officer 


Ad  Serving: 

Selecting  an 
Ad  Serving  Technology 

Once  you  have  decided 
to  invest  in  an  Internet 
ad  management  solu- 
tion,  the  question  arises: 
how  can  I  choose  the 
best  solution  for  my  needs 
without  jeopardizing  the  privacy  of  my 
site’s  visitors?  Even  more  importantly,  how 
can  you  find  a  solution  that  your  organiza¬ 
tion  and  equipment  can  support  and  main¬ 
tain,  as  your  site  traffic  and  customer  size 
continues  to  grow? 

In  order  to  answer  these  questions  you 
will  need  to  look  at  a  number  of  factors, 
the  first  of  which  is  scalability.  Scalability 
refers  to  the  ability  of  the  software  to  grow 
and  handle  increased  ad  impressions  and 
campaign  inventory  without  requiring  addi¬ 
tional  hardware.  This  is  one  of  the  most 
important  factors  in  the  successful  long¬ 
term  use  of  any  ad  serving  solution. 

If  you  expect  that  your  business  will 
grow,  and  you  must  (otherwise  you  would 
not  be  in  business)  you 
have  to  assume  that  a 
your  site  traffic 
and  ad  campaign 
inventory  will 
increase  as  well. 

As  a  result,  your  ad 
serving  solution  should 
be  scalable  enough  to  handle  1  million 
impressions  today  and  1  billion  tomor¬ 
row,  should  that  need  arise. 

Along  the  same  lines,  the  ad  serving 
solution  should  be  able  to  manage  spikes 
in  your  site  traffic  due  to  unforeseen  fac¬ 
tors  such  as  major  news  events  or  new 
product  releases.  Some  ad  serving  solu¬ 
tions  and  third-party  serving  solutions  are 
limited  in  the  number  of  impressions  that 
each  license  of  the  software  can  handle.  As 
a  result,  problems  such  as  delays  in  ad 
delivery  and  reporting  can  occur.  Also, 
some  solutions  require  additional  hard¬ 
ware  to  support  them  and  any  additional 
licenses.  Due  to  their  design  structure, 
these  additional  machines  and  licenses  can¬ 
not  communicate  quickly  ..ruir  arl 
or  at  all,  which  causes  •••yOUl  oQ 


currently  running  your  site  on  the  same 
platform,  you  would  have  to  invest  in  a 
new  server  platform  and  possibly  addition¬ 
al  hardware  to  support  it. 

Thus,  the  total  cost  of  ownership  for  your 
ad  serving/management  solution  not  only 
involves  the  cost  of  the  solution  itself,  but 
also  the  cost 
of  any  addi¬ 
tional  hard¬ 
ware  such  as 
servers  and 
software  such 
as  platform 
software  to 
support  the 
solution.  In  addition,  due  to  the  aichitec- 
ture  of  some  software  solutions,  staffing, 
trafficking,  and  technical  people  can 
become  a  burden  as  well.  The  key  is  to 
find  a  system  that  is  simple  enough  to  be 
supported  by  your  staff  and  within  your  cur¬ 
rent  network  and  still  offers  the  scalability  to 
grow  and  robust  targeting  and  reporting  capa¬ 
bilities  that  your  customers  demand.  It  must 
do  all  of  this  within  the  constraints  of  your 
budget. 

Once  you  have  found  a  solution  or  solu¬ 
tions  that  you  can  afford  to  support,  you  must 
make  sure  that  it  delivers  the  functionality 
and  features  that  your  business  demands. 
What  kind  of  profiling  and  targeting  capabili¬ 
ties  does  it  offer?  What  kind  of  reporting 
capabilities  does  it  provide?  And  most 
importantly,  will  it  allow  you  to  leverage 
data  about  your  audience  without  sacrific¬ 
ing  the  privacy  of  your  site’s  visitors? 
Considering  the  current  climate  within  the 
industry,  this  point  is  more  important  than 
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What  is  the  standard?  If  there  is  one  solu¬ 
tion  that  most  sites  are  using,  talk  to  one 
of  your  peers  and  see  what  it  is  that  they 
are  using,  how  they  are  supporting  it  and 
how  it  compares  with  what  you  are  looking 
for.  By  doing  this,  you  will  be  able  to  get 
direct  feedback  on  most  of  the  points  that 
we  have  covered,  and  at  the  same  time 
answer  any  other  questions  that  you  might 
have. 

"  Sebastian  Pistritto,  VP, 
Technology  Marketing 


Targeting: 

Targeting  Your 
Advertising  Messages 
with  Ad  Serving  Technology 


-*"■  Today  there  are  thousands  of 
^  different  Web  sites  selling  ad 

space  on  the  Internet,  com- 
peting  with  other  sites  based 
not  only  on  the  size  and  type  of 
audience  that  the  site  draws,  but  the  abil¬ 
ity  of  the  site  to  target  and  deliver  adver¬ 
tising.  The  question  is,  how  can  you  as  a 
Web  publisher  identify  who  your  audience 
is,  leverage  the  demo¬ 
graphics  of  your  audience  Taro-pfpH 
and  then  turn  that  data 
into  Internet  advertising  helps  U 
revenue?  CPM  T 

The  first  step  is  to  know 
who  your  audience  is  and  pOSSIDU 
what  their  needs  and 
wants  are.  Based  upon  the  type  of  site 
you  are  running  and  the  offerings  that  you 
leverage  to  draw  that  audience,  you  should 
already  have  a  basic  profile.  By  incorporat¬ 
ing  an  ad  management  solution  or  service 
such  as  Open  AdStream  or  AdServe,  you 
can  gather  more  specific  data  about  your 
audience,  such  as  their  browser  type,  geo¬ 
graphic  location,  etc.  From  this  information 
you  can  improve  the  design  of  your  site 
and  tailor  your  content  to  more  effectively 
and  consistently  draw  that  audience  back 
to  your  site.  In  essence,  you  personalize  a 
Web  visitor’s  experience. 

While  a  software  solution  can  measure 
your  audience  and  their  reactions  to  ad 
campaigns,  offering  targeted  content 
allows  you  to  improve  the  size  and  demo¬ 
graphics  quality  of  your  Web  sites  audi¬ 
ence.  Used  in  conjunction  with  ad  serv¬ 
ing/management  software,  targeted  con¬ 
tent  not  only  helps  to  increase  your  CPM 
rates,  but  your  possible  client  list  too.  By 
targeting  your  content  you  can  affect  and 
change  the  types  of  visitors  whom  you  are 
drawing  to  your  site.  This  empowers  you  to 
regulate  the  make-up  of  your  audience. 


and  consequently  the  value  of  your  adver¬ 
tising  space. 

In  order  to  sell  advertising  space  and 
produce  a  reasonable  amount  of  revenue 
with  any  consistency,  however,  you  will 
need  to  be  able  to  do  more  that  just 
attract  a  specific  type  of  audience  profile. 
You  will  need  to  be  able  to  offer  specific 
information  about  that  audience  to  adver¬ 
tisers  and  then  deliver  targeted  messages 
to  specific  segments  of  your  audience 
based  upon  your  advertising  customers’ 
needs. 

By  doing  so,  you  are  offering  your  adver¬ 
tisers  increased  value  by  delivering  ads 
only  to  those  visitors  to  your  site  for  whom 
the  ad  is  targeted.  Such  campaigns  are  run 
more  efficiently  and  fewer  impressions  are 
needed  to  reach  the  desired  consumers 
and  produce  click-throughs.  At  the  same 
time,  you  are  able  to  charge  higher  rates 
per  impression,  since  each  impression  is 
targeted,  and  you  will  have  more  ad  inven¬ 
tory  to  sell. 

Another  benefit  of  targeting  your  adver¬ 
tising  is  that  it  personalizes  the  Web  expe¬ 
rience  for  your  site’s  visitors.  They  only  see 
advertisements  for  products  and  services 
that  are  of  interest  to  them.  Combined 
with  targeted 

Targeted  content  not  only 
helps  to  increase  your  completely  per- 

CPM  rates,  but  your  ''l! 

’  '  experience  that 

possible  client  list  too.  will  not  only 

increase  return 
traffic  to  your  site,  but  improve  the  click¬ 
through  rates  and  overall  performance  of 
your  campaigns. 

The  better  your  ability  to  target  and 
guarantee  delivery,  the  more  revenue  your 
advertising  business  will  be  able  to 
generate.  Another  important  part  of  that 
equation  is  the  ability  to  record  visitor 
reaction  and  campaign  effectiveness  and 
offer  that  data  in  clear  and  concise  reports. 
Advertisers  like  to  have  access  to  as  much 
data  as  possible  relating  to  their  cam¬ 
paigns  and  the  audiences  exposed  to  their 
campaigns.  The  more  robust  and  flexible 
your  reporting  capabilities  are,  the  more 
value  you  will  be  offering  your  advertisers. 

-  Sebastian  Pistritto,  VP, 
Technology  Marketing 


Privacy: 

Can  you  keep  a  secret? 


You  better  be  able  to  answer,  “Yes” 
to  this  age-old  question. 

^  ^  Privacy  hits 

Prime  time 

The  Internet  has  revived 

the  privacy  debate  as  it 
relates  to  collecting  and  dis¬ 
tributing  information  about  individuals. 
Because  of  the  nature  of  the  Internet  and 
new  technology  advances,  it  is  now  easier 
to  gather  and  centralize  databases  of  infor¬ 
mation  that  can  be  readily  accessed.  At  the 
same  time,  Web  publishers  are  using  ever 
more  sophisticated  profiling  tools  to  target 
Web  and  e-mail  audiences. 

With  the  recent  stories  about  the  priva¬ 
cy  faux  pas  of  high-profile  companies  like 
Real  Networks  and  InfoBeat,  consumer  pri¬ 
vacy  is  once  again  a  red-hot  issue  for  pri¬ 
vacy  advocates,  who  are  pressuring 
Congress  to  pass  legislation  to  protect  con¬ 
sumer  privacy  rights.  According  to  a  Jupiter 
Communications  survey,  64%  of  online  con¬ 
sumers  are  unlikely  to  trust  a  Web  site,  even 
when  the  site  posted  a  privacy  policy. 

Web  visitors  don’t  like  to  be  surprised 
about  how  their  data  is  being  used.  At  the 
urging  of  the  FTC,  the  privacy  policy  at 
each  site  is  now  expected  to  disclose  how 
profiles  and  other  information  are  collected 
and  used.  Today’s  Web  site  consumers  are 
faced  with  a  choice:  free  information  that 
is  advertiser-supported  or  information  that 
is  paid  for  when  it  is  received.  Information 
is  never  really  free,  however.  Advertisers 
want  to  reach  consumers  in  a  cost-effective 
way  to  be  able  to  target  people  interested 
in  their  products  and  services.  In  order  to 
do  this,  data  about  users  on  Web  sites  is 
collected  and  a  profile  created  for  each 
user. 

In  order  to  prevent  governmental  inter¬ 
ference  with  the  Web,  advertising  solution 
providers  need  to  meet  the  needs  of  both 
consumers  and  advertisers.  There  can  be 
a  balance  between  data  collection  and  use, 
and  protection  of  privacy. 

What  can  you  do? 

Make  sure  your  consumers  won’t  be  sur¬ 
prised  with  what  happens  to  their  data. 
Make  sure  that  your  privacy  policy  is  clear 
and  comprehensive.  The  DMA  provides  a 
good  template  for  a  privacy  policy  on  their 
Web  site  at  www.the-dma.org.  Review  your 
privacy  policy  on  a  regular  basis  to  see  if 
it  is  up  to  date  and  accurately  describes 
any  new  services  or  affiliations  that  you’ve 
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added.  Make  sure  you  provide  your  con¬ 
sumers  with  a  notice  clearly  stating  your 
privacy  policy,  as  well  as  the  choice  to  opt 
out  of  your  data  collection  efforts.  Have 
your  site  audited  by  a  neutral  third  party  to 
make  sure  you  are  following  your  own  stat¬ 
ed  policies. 

In  evaluating  your  site  and  policies,  also 
consider  how  your  site  is  linked  to  the  out¬ 
side  world.  Do  you  store  visitor  IDs  in  cook¬ 
ies?  Do  you  participate  in  an  affiliate  pro¬ 
gram  that  tracks  users  who  surf  to  another 
site?  Does  your  site  link  to  an  outsourced 
shopping  cart  or  other  e-commerce  site?  Are 
you  linking  to  an  outside,  personalized  e- 
mail  service  that  captures  profile  data  on 
your  behalf?  Is  a  banner  ad  service  used  that 
tracks  your  users  across  sites? 

These  are  just  a  few  of 
the  ways  that  Web  mar¬ 
keters  are  expanding  the 
capabilities  of  their  site 
by  collecting  profiles  and 
using  outside  services, 
so  be  sure  to  take  a  look 
at  all  of  the  ways  that 
user  data  is  collected.  Otherwise,  you  may 
receive  an  unpleasant  surprise  in  your 
future! 

Having  a  one-to-one  relationship  with 
Web  visitors  and  customers  should  be 
based  on  knowledge  and  trust.  What  bet¬ 
ter  way  to  earn  that  trust  than  to  have  no 
surprises  regarding  your  use  of  customer 
profiles  to  improve  their  experience  on 
your  Web  site? 

In  a  recent  article,  Jesse  Berst,  ZDNet 
Anchor  Desk  editor  and  respected  Internet 
observer,  said:  “There  are  very  few  things 
that  could  stall  the  growth  of  the  Internet. 
Privacy  may  be  one.  We’ve  got  many  tech¬ 
nical  issues  relating  to  the  Internet  to  fig¬ 
ure  out  next  year  -  bandwidth,  better  soft¬ 
ware,  info  appliances...But  at  the  end  of 
the  day,  the  biggest  challenge  for  the 
Internet  in  2000  may  not  be  technical.  It 
may  be  ethical.” 


The  Bottom  Line  Is: 

You  need  to  take  responsibility  today  to 
protect  the  opportunities  for  the  future. 
You  better  be  able  to  say  “Yes”  when 
asked  if  you  can  keep  a  secret! 


-  Jim  Debth,  VP,  Strategic  Development 


Make  sure  your  consumers 
won't  be  surprised  with  what 
happens  to  their  data.  Make 
sure  that  your  privacy  policy  is 
clear  and  comprehensive. 


single  comprehensive  weekly 
report.  This  data  can  reveal  the 
optimal  route  for  advertisers  to 
follow  in  both  current  and  future 
campaigns.  Poorly-performing 
sections  can  be  discarded  to  try 
to  raise  click-through  rates. 


Ad  Operations: 

How  TO  Maximize 
the  Value  of  Inventory 


Ad  Operations  Management 


aims  to  help  publishers  use 
their  site  inventory  efficiently. 

To  help  do  this.  Ad  Operations 
is  responsible  for  three  main 
functions:  forecasting,  targeting,  and  cam¬ 
paign  management.  Each  function  corre¬ 
sponds  to  a  distinct  stage  in  ad  campaign 
development.  The  goal  is  simple:  maximize 
the  value  of  prime,  in-demand  inventory 
and  reduce  leftover  advertising  space. 


Forecasting 

To  sell  their  inventory  efficiently,  sites 
need  to  estimate  future  inventory.  On  a 
weekly  basis.  Ad  Operations  analyzes  the 
previous  week’s  numbers  in  order  to  pre¬ 
dict  future  inventory.  Ad  Operations  can 
generally  predict  fairly  accurate  numbers  of 
available  impressions.  Knowing  future 
availability  of  inventory  increases  publish¬ 
ers’  capabilities:  they  can  sell  all  available 
advertising  space  without  overselling. 


Targeting 

Sites  using  scaleable  ad  serving  systems 
like  Open  AdStream  can  use  a  variety  of 
targeting  parameters,  such  as  zip  codes, 
countries,  time  of  day,  or  browser  types  in 
order  to  zero  in  on  the  desired  audience. 
The  promise  of  higher  click-through  rates 
often  convinces  advertisers  to  spend  more 
for  a  lower  number  of  targeted  impres¬ 
sions.  Hence,  technology  that  allows 
advertisers  to  reach  the  right  audience  is 
valuable  to  publishers,  who  can  then  raise 
the  price  of  targeted  inventory. 

As  advertisers  grow  more  aware  of  the 
unparalleled  opportunities  that  new  media 
offers  for  customizable  ad  campaigns,  pub¬ 
lishers  will  increasingly  be  able  to  sell  their 
inventory  at  higher  CPMs. 

Campaign  Management 

Finally,  Ad  Operations  monitors  the  ad 
campaigns.  Traffic  managers  ensure  cam¬ 
paigns  operate  smoothly  by  relaying  infor¬ 
mation  between  agencies  and  sites  as  well 
as  assisting  sites  with  technical  trou¬ 
bleshooting. 

The  central  part  of  campaign  manage¬ 
ment  consists  of  weekly  data  collection  for 
each  campaign,  which  is  gathered  into  a 


To  Sum  Up... 

There  are  two  ways  to  generate  more  rev¬ 
enue  from  advertising:  increase  inventory  by 
attracting  traffic  to  the  site,  or  increase  the 
value  of  advertising  space.  While  unable  to 
increase  the  size  of  publishers’  inventory.  Ad 
Operations  has  several  ways  to  maximize 
the  value  of  inventory. 

A  definite  ally  of  advertisers,  technology 
is  also  a  strategic  partner  of  publishers. 
Ad  Operations  strives  to  give  sites  a 
chance  to  make  every  ad  campaign  a  suc¬ 
cess  so  that  inventory  is  booked  today  and 
tomorrow.  Sites  do  not  just  want  to  attract 
advertisers,  they  want  to  keep  advertisers, 
hence  the  philosophy  remains  very  basic:  it 
is  imperative  to  obtain  high  click-through 
rates.  To  do  so,  the  right  mixture  of  timely 
forecasting,  wise  targeting,  and  constant 
campaign  monitoring  is  essential.  ■ 

”  Matt  Burns,  Campaign  Manager 


Real  Media,  inc.  (www.realmedia.com), 
is  a  leading  provider  of  Internet  adver¬ 
tising  sales,  advertising-management  soft¬ 
ware  technology  and  media  services  to 
over  1,000  branded  content  sites  and  por¬ 
tals  worldwide.  Real  Media’s  advertising 
network  provides  advertisers  access  to 
high-quality  audiences  through  its  vast 
worldwide  portfolio  of  top  branded 
national  and  regional  Web  sites  -  enabling 
Real  Media  tc  customize  advertising  solu¬ 
tions  to  an  advertiser’s  needs.  Real  Media’s 
proprietary  advertising  management  soft¬ 
ware  -  Open  AdStream™  (OAS)  -  is  the  pre¬ 
mier  choice  for  Web  publishers  desiring  a 
highly  scaleable,  reliable  and  affordable 
Internet  advertising  software  solution.  Real 
Media’s  Media  Services  group  serves  as  a 
liaison  between  the  advertiser  and  Web 
site  -  assisting  partners  with  advertising 
efficiency,  technology  management, 
marketing  strategies,  and  market  research. 
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Pictures  on  news  pages  become  a  moving  experience 
as  iinks  between  oniine  papers  and  TV  are  forged 


what  they  have  up  in  space;  now  find  a  way  to  to  their  sites,  and  the  j 
fix  the  C02  problem,’"  says  Interactive  Editor  emergence  of  “stream-  ! 

Joel  Sucherman.  ing  video"  —  real-time  ‘= 

“[Bjy  the  end  of  the  night,  we  did  find  a  motion  and  sound  ||H||[||||||^^HH 
way  to  pull  in  the  satellite  feed  from  KUSA  —  quenched  like 
and  stream  video.  And  from  there,  they  decid-  Gatorade.  | 

ed.  ‘[Streaming  video]  is  pretty  compelling.  In  1997,  RealNet- 
why  don't  we  continue  to  do  this?"'  works,  the  pioneer  of 

Newspapers’  online  versions,  no  longer  “streaming"  video  ■ 
bound  by  static  sheets  of  processed  pulp  and  technology,  brought 
ink.  are  now  enriching  stories  not  only  with  real-time  video  to  the 
more  photos  and  graphics,  but  also  with  move-  Web.  RealVideo,  like 
ment  and  sound.  TV  has  come  to  newspapers.  its  predecessor.  Real- 
Actually,  it  has  been  here  for  quite  a  while.  Audio,  allows  multi- 
Newspaper  companies  around  the  country'  media  content  to  be 
have  long  been  double  dipping  in  the  media  played  almost  imme-  | 
pool.  Gannett  Co.  Inc.  owns  21  TV  stations,  diately.  rather  than 
The  New  York  Times  Co.  owns  eight.  Cox  waiting  for  a  com- 
Enterprises  —  parent  of  Cox  Newspapers.  Cox  plete  multimedia  file 
Broadcasting,  and  Cox  Radio  —  is  also  the  to  download.  It  was  a 
majority  owner  of  a  broadband  cable  company,  solution  to  narrow  ^ 

Cox  Communications,  giving  it  a  wealth  of  bandwidth  problems  ’ 
multimedia  content  to  share  among  its  divi-  that  had  kept  Web  pages  largely  text-driven, 
sions.  And  the  list  goes  on.  But  although  many  As  a  result,  sites  could  “stream"  audio  and 
print  and  broadcast  companies  have  the  same  video  content  directly  to  a  RealNetwork's 
parents,  the  siblings  had  seldom  played  togeth-  multimedia  plug-in. 
er  until  relatively  recently. 

When  newspapers  went  digital,  the  rules  of 

reader  engagement  changed  —  and  continue  to  Many  online  newspapers  then  had  the  abil- 
change  faster  than  Superman  in  a  phone  booth,  ity  to  deal  with  video  online,  but  they  lacked 
Online  newspaper  managers,  thirsty  for  the  the  video  content  to  compete  with  the  broad- 
clicks  and  hits  that  would  divert  revenue  cast  news  sites.  The  absence  of  original  video 
streams  to  irrigate  future  digital  projects,  need-  content  made  for  a  “if  you  can't  beat  'em.  join 
ed  to  post  content  that  kept  readers  “sticking”  'em”  attitude,  and  many  newspaper  sites  set 
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up  content-exchange  deals  with  their  TV 
affiliates  or  with  video  content  providers. 

Since  the  Columbine  story  broke.  USA- 
Today.com  has  continued  to  work  with  its 
Gannett  broadcast  affiliates,  trading  text  that 
TV  stations  use  for  their  own  Web  sites  for 
video  content  that  USAToday.com  can  stream 
on  its  site.  “It  has  been  a  challenge  because  we 
consider  our  chief  competition  the  broadcast¬ 
ers  —  CNN.com.  ABCNews.com  —  people 
like  that,  more  so  than  other  newspaper  Web 
sites."  says  US AToday. corn’s  Sucherman.  "but 
not  being  a  true  broadcast  company,  we  face 
the  challenge  of  not  having  the  readily  avail¬ 
able  content  that  our  competition  does.” 

So.  newspapers  are  looking  to  their  broad¬ 
casting  affiliates  for  a  boost. 

“During  the  [Texas]  A&M  tragedy,  we 
hooked  up  to  stream  KHOU-TV  [Houston], 
which  is  a  Belo  TV  station."  says  Leslie 
White,  multimedia  editor  for  dallasnews.com. 
the  Web  site  for  Belo’s  Dallas  Morning  News. 
“And  ...  when  Chan  Gailey  was  fired  by  the 
[Dallas]  Cowboys,  we  used  some  RealVideo 
files  prepared  by  WFFA’s  [Dallas/Fort  Worth] 
Web  site  on  ours.” 


Dallasnews.com  General  Manager  Gerry 
Barker  views  the  content  exchange  between 
these  traditional  rivals  in  the  Belo  family  as  a 
positive  step  for  online  newspapers. 

“1  think  we  have  an  unusually  good  op¬ 
portunity  to  use  video  because  of  our  affilia¬ 
tion  with  our  Belo  broadcast  properties. 
We're  all  kind  of  in  the  same  network,  and  so 
we  have  lots  of  opportunities  to  use  video,” 
says  Barker. 

The  New  York  Times  on  the  Web  has  even 
cozied  up  to  a  traditional  broadcast  rival  in 
an  endeavor  to  secure  more  content.  The 
Times  Co.  and  ABC  News  formed  a  limited 
partnership  Jan.  24  to  share  content  and  per¬ 
sonnel.  as  they  gear  up  for  the  2000  elec¬ 
tions.  A  regular  cooperative  Webcast  cover¬ 
ing  the  political  scene  will  appear  on  both 
ABCNews.com  and  The  New  York  Times  on 
the  Web.  and  The  New  York  Times  will  co¬ 
produce  segments  on  health  and  technology 
for  ABC  programs  “20/20”  and  “Good 
Morning  America.” 

“We’re  doing  it  to  teach  ourselves  some 
tricks.”  says  Bill  Keller,  managing  editor 
of  the  Times,  about  the  newspaper’s  recent 


foray  into  broadcasting.  “It’s  a  bit  of  a  cul¬ 
tural  education,  too.  to  see  how  comfortable 
the  reporters  and  editors  are  [in]  putting 
together  this  kind  of  a  format  and  how  inven¬ 
tive  they  can  be. 

“On  the  more-produced  segments  like 
the  ones  we  do  for  ‘20/20,’  both  sides  will 
edit  them,  and  nothing  will  go  on  the  air 
that  we  haven’t  seen,  and,  believe  me, 
‘Tailwind’  hangs  over  everybody’s  head.  So  I 
can  assure  you  those  pieces  will  be  closely 
watched,”  he  says. 

And  it’s  a  good  deal  for  the  broadcasters, 
too.  David  Westin,  president  of  ABC  News, 
sees  the  Times  as  a  perfect  partner  for  the 
broadcasting  company. 

“We’re  all  seeing  the  explosion  in  multi- 
media  news  and  information,  and  we  certain¬ 
ly  had  identified  the  need  for  us  to  find  the 
proper  alliance  with  a  print  news  organiza¬ 
tion.  And  I  understand  The  New  York  Times 
had  felt  a  similar  need  to  work  with  a  video 
news  provider,  and  so  it’s  the  larger  revolu¬ 
tion  that  we’re  seeing  in  news  information,” 
says  Westin. 

In  an  economy  where  content  is  king,  a 
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Two  out  of  three  ain’t  bad. 


MONEY 

Power. 


With  InfiNet  as  your  application  service  provider,  money  and  power  will  be  yours. 

First,  the  money.  E-source  with  InfiNet  and  you  can  make  more  of  it 
through  products  that  create  consumer-friendly  branded  marketplaces. 

With  advanced  revenue  tools  like  InfiNefs  Real  Classifieds,  readers  find 
just  what  they’re  looking  for  fast,  which  brings  them  back  to  your  site  often. 

And  that  keeps  advertisers  coming  back,  too.  Best  of  all,  with  InfiNet  as 
your  ASP,  there’s  no  revenue  sharing.  You  keep  all  the  money  you  make. 


Next,  the  power.  You’ll  revel  in  it  now  that  we’ve  created  the  most  robust 
and  reliable  environment  possible  for  online  publishing.  When  InfiNet 
manages  your  content  delivery,  you  get  failsafe  power,  redundant  Internet 
connections,  rigorous  network  and  onsite  security,  a  high-capacity  network 
infrastructure,  scalable  Web-server  architecture,  and  expert  tech  support 
onsite  24  hours  a  day.  It’s  enough  to  impress  the  powers-that-be. 

Two  out  of  three  looks  even  better  now,  yes? 


[See  us  at  E&P  Interactive  Newspapers  2000,  Booth  110/112  and  the  Relaxation  Station] 


INFINET 


solutions@infi.net  800.391.8760  The  future  of  online  publishing. 
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Our  latest  win-win  opportunity.  Your  advertisers  have  the  robust  e-commerce 
Web  sites  they’ve  been  thirsting  for.  You  profit  by  putting  them  online, 
attracting  communities  around  them  and  generating  incremental  revenue  in 
the  process.  Ready?  Our  CPS  4.0  package  includes  everything  you  need, 
including  ichat— nifty  software  that  enables  real-time  online  interaction. 
Don’t  let  oversize  out-of -towners  steal  your  local  e-commerce  action. 
Contact  K0Z.com  and  let  the  leader  in  online  community  development  help 
you  build  this  exciting  new  revenue  stream. 

Contact  KOZ.coni:  919.767.2190  sales@koz.com  www.koz.com 
Learn  more  at  E&P’s  Interactive  Newspapers  Conference  at  Booth  #518. 
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prestigious  brand  name,  such  as  that  of  the 
Times,  seems  to  be  the  most  sought  after  of 
kingdoms. 

“Over  the  last  year  or  so.  every  major 
broadcast  organization  in  the  English-speak¬ 
ing  world  has  approached  us,  with  ideas  of 
one  sort  or  another,  so  a  lot  of  people  seem  to 
think  that  there’s  an  appetite  for  what  we  do 
in  the  TV  world,”  says  Keller. 

Another  option  for  newspapers  to  get 
video  content  is  the  Just-announced  AP 
Streaming  News,  a  service  that  provides 
streaming  audio  and  video  content  to  AP 
members  for  easy  and  customizable  Web  site 
posting  (see  story,  p.  il2). 

Consolidavjon 

So.  newspapers  have  the  content,  the 
know-how,  and  the  technology  to  bring  video 
to  their  Web  sites,  but  the  question  remains: 
why  would  a  traditionally  text-driven  form 
want  to  enter  the  realm  of  lights,  camera, 
action? 

Some  would  argue  that  the  decision  was 
made  long  ago  when  newspapers  first  began 
dot-comming  themselves  and  extending  their 


brands  into  the  vastness  of  cyberspace.  And 
as  newspapers  took  those  first  cautious  steps 
into  the  digital  age.  they  realized  that  they 
were  creating  a  focal  point  for  enhanced 
community  interactivity. 

“The  Web  allows  them  to  take  their  loyal 
audience  and  begin  creating  a  community 
around  it  —  in  a  way  that  a  million  individ¬ 
ual  New  York  Times  subscribers  reading  the 
[Times]  at  the  same  time  in  a  million  differ¬ 
ent  living  rooms  doesn't  create  a  communi¬ 
ty,”  says  Carlos  Montalvo,  vice  president  of 
marketing  for  Virage  Inc.,  a  Web  video 
search  engine  company  (see  sidebar,  p.  i4()). 

From  a  purely  economic  standpoint,  these 
communities  are  tremendous  sources  of  rev¬ 
enue  —  most  of  it  still  “potential”  revenue  as 
money  is  still  being  poured  into  the  research 
and  development  of  the  Web. 

But.  in  the  long  run,  the  difficulty  for 
online  newspapers  will  still  be  to  get  people 
to  log  on,  and  stay  on.  ‘“Stickiness’  then 
is  really  at  the  heart  of  driving  incremental 
revenue  streams  for  these  dot-coms,  whether 
it  be  advertising  revenue  or  subscriber 
revenue,”  Montalvo  says  —  and  video  is  a 


way  of  bringing  people  to  a  site  and  keeping 
them  there. 

So,  many  newspapers  are  forging  ahead  into 
the  tempestuous  waters  of  Web  broadcasting. 
“We’re  starting  to  do  some  of  our  own  Web  TV 
prtxiuction  with  the  people  at  Gannett  AA', 
and  we’re  going  to  test  a  few  things,  a  couple 
of  original  programs,  and  see  how  those  go,” 
USAToday.com’s  Sucherman  says. 

“Again,  what  is  very  important  for  us  is 
not  to  try  to  be  CNN.  but  to  try  to  stay  with¬ 
in  the  USAToday  brand,  try  to  continue  to 
package  in  ways  that  people  are  familiar  with 
USAToday,  whether  that  incorporates  some 
graphics  in  with  the  video,  whether  it’s  to 
just  pick  our  spots  with  the  video.” 

In  this  endeavor,  USAToday.com  uses  a 
USAToday-brand  audio/video  player,  “sort 
of  a  shroud  of  the  RealNetworks  G2  player.” 
says  Sucherman,  thus  avoiding  the  advertise¬ 
ments  for  the  competition  that  comes  with 
other  players  and  fostering  a  USAToday.com 
community. 

Of  course,  some  online  communities  are 
bigger  than  others,  and  the  recently  pro¬ 
posed  merger  of  Internet  behemoth  America 
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is  king.  King  is  content! 


Introducing 


The  new  features  service  for  online  newspapers 


Now  you  can  increase  Web  traffic,  encourage  repeat  visits  and  attract  advertisers 
for  your  newspaper’s  Web  site.  When  you  subscribe  to  king-online.com,  we’ll 
deliver  the  daily  content  you  choose  directly  to  your  site! 
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Display  your  own  advertising  and  keep  100%  of  the  revenue! 

Daily  COLOR  comics  delivered  automatically,  with  fast  downloads  and  no  maintenance. 
Readers  STAY  on  your  newspaper’s  site  while  viewing  King’s  color  comics! 

Content  resides  on  our  server,  so  we  maintain  and  update  it  for  you  every  day. 
Date-of-publication  comics  and  popular  features!  ' 

Detailed  online  usage  statistics 


Subscribe  today! 
Call  George  Haeberlein, 
Sales  Director,  toll-free: 

800-S26  S464,  Ext.  41 10,  or 
e-mail:  ghaeberleiii@hearst.com 


/  To  learn  more  about  king-online.com,  visit  us  at  the  E&P 
www.kingfeatures.com  Interactive  Newspaper  Conference,  Booth  544  and  6451 


235  East  45th  Street.  N.Y.,  N.Y.  10017  •  ©  2000  King  Features  Syndicate,  Inc  •  ©  2000  Baby  Blues  Partnership  •  ©  2000  B«  Keane.  Inf.  •  ’©  2000  Zits  Partnership 


J 


there’s  no  way  that  ‘Joe  Schmo’  in  Mesquite 
is  going  to  be  able  to  look  at  a  lot  of  this  stuff 
that  Time  Warner  can  come  up  with  on  its 
28.8  modem.”  says  White. 

But  Virage’s  Montalvo  believes  that  the 
technology  is  already  in  use  at  workplaces 
around  the  country. 

“Everyone  has  become  so  focused  with 
the  last  mile  to  the  living  room  that  they  for¬ 
got  to  notice  that  millions  of  Americans  in  all 
the  key  demographics  are  already  connected 
to  broadband  at  work,”  he  laughs.  “Whether 
it  be  students,  office  managers,  or  executives, 
your  PC  on  your  office  desktop  or  university 
desktop  is  broadband-ready  today.” 

It’s  a  movement  by  the  larger  media 
companies  to  get  in  on  the  ground  floor  of 
what  many  see  as  the  inevitable  marriage  of 
mediums. 


boats  in  all  the  streams.  Whenever  and  how¬ 
ever  they  come  together,  we’re  not  going  to 
be  caught  unaware.” 

Dallasnews.com’s  White  believes  the 
AOL/Time  Warner  merger  will  have  a  posi¬ 
tive  effect  on  newspaper  site  research  and 
development. 

“I  think  [the  merger]  is  a  great  thing,  that  it 
will  actually  speed  the  technology  along 
because  there  will  be  a  lot  of  efforts  to  make 
broadband  available  to  everybody  because 


Online  and  media  juggernaut  Time  Warner 
will  create  an  unparalleled  community  of 
users.  No  other  old-media  and  new-media 
merger  is  more  startling  in  its  potential 
assets  and  liabilities,  but  many  believe  it  is 
a  watershed  of  the  convergence  that  is 
already  occurring  and  will  continue 
throughout  the  next  decade. 

“Everybody  sort  of  assumes  that  all  these 
streams  are  going  to  converge  at  some  point.” 
says  the  Times'  Keller,  “and  we’re  putting 


Marriage  is  good?  Who  says? 

But  not  everybody  sees  the  convergence 
between  broadcasters  and  print  publishers  as 
a  good  thing.  Some  media  critics  warn  that 
convergence  could  lead  to  dilution. 

“It’s  great  business  strategy  for  the  two 
parties  involved  but  for  the  audience  it’s  Just 
another  example  of  independent  voices  get¬ 
ting  restricted,  squelched  for  [the]  sake  of 
better  business,”  says  Matthew  Felling, 
media  director  of  the  Center  for  Media  and 
Public  Affairs.  Felling  sees  mergers,  such  as 
that  of  AOL  and  Time  Warner,  and  even  lim¬ 
ited  partnerships,  such  as  that  of  The  New 
York  Times  and  ABC  News,  as  being  poten¬ 
tially  damaging  to  a  free  press. 

“I  think  that  ABC  News  and  The  New  York 
Times  have  basically  Joined  the  same  team, 
and  The  New  York  Times,  now  when  they  are 
doing  media  coverage,  will  not  be  able  to  be 
as  free  with  their  ideas  towards  ABC  News 
as  they  once  might  have  been,  and  that’s  a 
dangerous  thing,  but  it’s  a  direction  that  a  lot 
of  media  is  headed  in  nonetheless,”  he  says. 

But  the  marriage  of  print  and  broadcast, 
text  and  video,  on  the  Net,  says  Dallas¬ 
news.com’s  Barker,  is  a  natural  progression 
of  the  consolidation  of  media. 

“We  have  one  news  product.  And  you  can 
get  it  in  print,  you  can  get  it  online,  you  can 
get  it  by  fax,  you  can  get  it  by  e-mail,  but  it’s 
one  product  delivered  many  ways,”  says 
Barker.  “The  market  is  going  to  decide  ...  if 
the  audience  wants  it  on  the  Internet,  that’s 
where  they  are  going  to  go.  If  they  want  it  in 
print,  that’s  where  they  are  going  to  go.  We 
Just  have  to  be  ready  to  give  it  to  them,  how¬ 
ever  they  want  it.”  ■ 
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This  year 
candidates 
and  news 
reporters 
face  the 
music  on 
video.' 


C-SPAN  videos  the 
candidates 
by 

“Now  they  can  go 
into  the  vast  reposito- 
ry  of  video  and  see 
every  candidate,  by  I 
party,  by  state,  and  ; 
see  every  statement, 

not  just  those  pub-  _ _ 

lished  in  The  New  Carlos  Montalvo, 

York  Times,  but  every  v.p.  of  marketing, 
public  statement  vid-  Virage  Inc. 
eotaped  by  C-SPAN,” 

says  Carlos  Montalvo,  vice  president  of  mar¬ 
keting.  And  Virage  makes  it  easy  for  users  to 
focus  the  spotlight  on  the  specific  issues  in 
which  they  are  interested. 

Virage's  Videologger  analyzes  the  C- 
SPAN  footage,  extracts  the  speech  to  text, 
identifies  both  the  voice  and  face  of  the 
speaker,  and  extracts  any  closed-captioning 
that,  in  turn,  can  be  published  in  HTML  and 

E||||||||||H|m||||||||||^^  put  on  a  Web  site. 

Then,  the  Web  site 
user  need  only 


s  bandwidth  problems  are  solved,  searches  of  a  large  database  of  video  content, 
the  Web  will  be  flooded  with  video  An  example  currently  in  use  by  several 
content  as  the  PC  and  the  TV  con-  newspaper  Web  sites  is  Virage's  Campaign 
verge,  and  one  company  thinks  it  2(XK)  Video  Search  Engine.  The  New  York 
has  the  tool  to  sort  through  the  mess.  San  Times  on  the  Web,  Washingtonpost.com. 
Mateo,  Calif.-based  Virage  Inc.'s  video  USAToday.com,  and  The  Associated  Press  all 
search  engine  technology  can  analyze  a  video  have  signed  on  to  host  the  political  video 
and  extract  metadata  and  allow  keyword  search  engine,  which  allows  users  to  search 
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nally.  is  calling  the 
project  the  “Truth  Tracker,”  says  Montalvo, 
because  it  addresses  the  accountability  of 
both  reporter  and  candidate. 

“lYlou  will  be  able  to  tell  if  the  reporter 
was  kind  of  mincing  words,”  he  says,  and 
whether  candidates  are  changing  their  posi¬ 
tions  on  the  issues  depending  on  where  they 
are  and  to  whom  they  are  talking. 

Montalvo  contends  that  Virage’s  software 
and  services  represent  a  movement  away 
from  editorial  boards  making  all  the  decisions 
on  what  is  news,  and  towards  the  individual¬ 
ism  that  he  feels  is  the  philosophy  of  the 
wired  world.  Whatever  the  impact  will  be, 
Virage's  Video  Search  Engine  could  be  a  way 
to  lasso  prime  beef  on  the  hoof  in  the  stam¬ 
pede  of  content  available  as  newspapers  cross 
the  Web  video  frontier.  —  Jason  Williams 
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Many  movers  and  shakers  still  rely  on  print,  but  increa: 


Minnesota  Gov.  Jesse  Ventura  refuses  to 
wrestle  with  the  Web,  but  his  aides  surf 
site's  for  news  and  editorial  opinion. 


4 


President  Clinton  doesn’t  cruise,  but  his  briefing 
books  contain  Web  articles  and  transcripts. 


There’s  enough  in  newspapers  to 
make  Don  King’s  hair  stand  on 
end,  so  he  shuns  the  Net. 


by  Joe  Strupp 

Robert  Coonrod  had  just  awak¬ 
ened  in  his  room  at  New  York's 
Plaza  Hotel  when  he  first  heard 
about  the  blockbuster  merger  of 
America  Online  and  Time 
Warner  on  the  radio.  As  Coonrod.  the  presi¬ 
dent  and  CEO  of  the  Corporation  for  Public 
Broadcasting,  prepared  for  a  series  of  meet¬ 
ings,  he  listened  closely  to  National  Public 
Radio  for  details  of  the  megadeal  that  was 
rocking  the  media  world. 

The  next  day.  after  Coonrod  returned  to  his 
Washington  office  and  flipped  on  his  Macin¬ 
tosh  PowerBook,  the  story  continued  to 


unfold  across  his  computer  screen  as  he 
checked  Internet  news  and  business  links, 
received  e-mail  from  friends  and  colleagues, 
and  visited  out-of-town  newspaper  sites  for 
more  information. 

It  wasn’t  until  Coonrod  opened  The  Wall 
Street  Journal  and  The  New  York  Times  that 
evening  —  some  36  hours  after  the  original 
announcement  —  that  he  read  anything  about 
the  deal  in  print.  By  then,  he  says,  the  only 
valuable  news  left  to  absorb  involved  in-depth 
analysis.  "The  newspapers  had  some  interest¬ 
ing  perspectives  on  it,  but  the  real  news  had 
already  happened  a  day  earlier,”  says  the  55- 
year-old  Coonrod. 

Like  Coonrod.  many  of  America’s  corpo¬ 


rate,  media,  and  political  movers  and  shakers 
say  the  growing  wealth  of  Internet  news  and 
information  has  caused  them  to  cut  back  their 
newspaper  reading  and  increase  time  on  the 
Web  to  stay  in  touch. 

At  the  other  end  of  the  spectrum,  a  number 
of  notables  —  from  author  David  Halberstam 
to  baseball  manager  Joe  Torre  —  say  they  still 
have  no  use  for  the  Net.  Others  are  some¬ 
where  in  the  middle,  trying  to  draw  on  the 
best  features  of  print  and  Web. 

Walk  into  the  Oval  Office  on  most  morn¬ 
ings,  for  example,  and  you’ll  probably  find 
President  Bill  Clinton  perusing  The  Wash¬ 
ington  Post  sports  section  or  his  home-state 
Arkansas  Democrat-Gazette,  the  only  papers 
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Yankees  skipper  Joe 
Torre  loves  newsprint, 


so  he  fee  s  no  need  to 


go  for  extra  bases. 


U.S.  Sen.  Patty  Murray  logs  on  first  thing 
in  the  morning  to  read  the  news  from 


back  homo  in  Washington  state. 


U.S.  Sen.  Dianne  Feinstein  gets  many  Web 
items  from  her  staff  but  still  finds  out 


“what  IS  important  from  newspapers. 


News  off  the  Net  gives 
CPB  chief  Robert 


Coonrod  “confidence. 


Press  story  on  TV  networks  and  minority 
leaders;  and  a  group  of  news  reports  about  a 
TV  press  critics’  tour  in  Pasadena.  Calif.  "I 
get  those  kinds  of  things  several  times  during 
the  course  of  a  day."  he  explains.  "The 
Internet  gives  me  a  sense  of  confidence  that  I 
can  get  ahold  of  something  I  need  without 
worrying  about  going  to  look  for  it." 

Recent  surveys  support  the  contention  that 
newspaper  readers  have  cut  back  their  time 
reading  print  to  glean  news  from  the  Internet. 
A  study  released  by  Jupiter  Communications 
last  year  indicated  that  Web  users  had  cut  back 
newspaper  reading  time  by  17%  because  of 
the  Web.  with  the  figure  jumping  to  23% 
among  heavy  Internet  users.  The  same  Jupiter 
study  reported  that  the  average  online  user 
spent  7.1  hours  each  week  on  the  Web.  but 
only  four  hours  weekly  reading  the  paper. 


much  more  available  on  the  Web  for  him.” 
she  reports. 


Lured  to  the  Web 

Although  many  of  the  nation’s  influential 
leaders  and  newsmakers  say  they  still  go 
through  The  New  York  Times,  The  Wall  Street 
Journal,  or  The  Washington  Post  daily,  they 
contend  the  grand  old  broadsheets  have 
become  more  of  a  source  for  perspective  and 
editorial  opinion  than  breaking  news  or  hot- 
button  reaction. 

"Five  years  ago,  I  would  start  every  morning 
at  5:30  with  a  cup  of  coffee  and  my  newspa¬ 
pers,  and  spend  an  hour  and  a  half  or  two  hours 
going  through  them,"  says  Coonrod,  who  lives 
in  the  Washington  suburb  of  Bethesda,  Md. 
"Now,  I  listen  to  the  radio  in  the  morning,  and 
when  I  get  to  the  office,  1  go  through  e-mail  and 


ingly  check  the  Net 


he  reads  in  the  office.  According  to  aides, 
you  won’t  likely  see  the  commander  in 
chief  cruising  the  Web  or  logging  on  to  AOL. 
But  that  doesn’t  mean  he  doesn’t  get  any 
news  off  the  Net. 

"He  breezes  through  only  those  two  papers 
and  then  he  gets  briefed  on  other  news  reports 
by  his  advisors,"  reveals  Victoria  Valentine,  a 
White  House  press  office  spokeswoman.  "He 
doesn’t  do  anything  on  the  Web,  but  his  staff 
does  it  as  part  of  their  Job[s].’’ 

Among  the  items  culled  from  the  Net  by 
Clinton’s  staff  are  newspaper  articles,  Web 
briefs,  and  transcripts  of  news  programs  — 
all  of  which  wind  up  in  the  president’s  daily 
briefing  book.  Valentine  says.  "There  is  so 


the  Internet.  I  probably  don’t  touch  a  physical 
newspaper  until  10:30  or  noon.  Sometimes  I 
don’t  get  to  them  until  the  evening  and  usually 
spend  about  half  an  hour  with  them." 

Coonrod.  who  says  he  still  gets  The 
Washington  Post,  The  Wall  Street  Journal, 
and  The  New  York  Times  delivered  daily,  says 
he  relies  on  them  less  for  breaking  news.  He 
believes  that  "if  there  is  something  important 
I  need  to  see."  someone  will  alert  him  —  via 
e-mail.  Coonrod  says.  "1  won’t  sit  down  and 
scrub  the  newspaper  like  1  used  to." 

On  a  recent  day.  Coonrod  says  his  Internet 
messages  included  a  forwarded  story  from 
CNET  about  a  Motorola/IBM  agreement  to 
develop  mobile  car  computers;  an  Associated 


"I  definitely  spend  less  time  in  print."  says 
James  P.  Hoffa.  58.  general  president  of  the 
International  Brotherhood  of  Teamsters,  which 
represents  more  than  1.4  million  workers 
nationwide.  "I  don’t  spend  as  much  time  flip¬ 
ping  through  the  newspapers  because  I  am  able 
to  get  more  specific  information  on  the  Web.” 

Hoffa.  who  has  headed  the  Teamsters  since 
1998.  says  he  still  gets  five  daily  newspapers 
delivered  to  his  Washington  office  daily,  but 
has  reduced  his  time  reading  them  to  spend 
more  time  surfing  the  Net.  "I  will  do  a  Web 
search  myself  in  the  office  for  something  and 
get  Web  clips  from  my  staff."  notes  Hoffa.  "I 
believe  I  have  much  more  information  [at]  my 
fingertips  on  the  Web." 
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Other  influential  Americans,  from  business 
leaders  to  politicians,  share  the  same  view. 
Many  say  the  newspaper  is  not  dead,  but 
admit  that  the  Internet  presents  a  quicker, 
broader  menu  of  information. 

"When  1  get  up  in  the  morning,  the  first 
thing  1  do  is  turn  on  the  Internet  and  read  the 
newspapers  in  my  home  state."  says  U.S.  Sen. 
Patty  Murray.  D-Wash..  who  spends  up  to 
half  an  hour  on  the  Web  pages  of  The  Seattle 
Times  and  Seattle  Past-lntelli^encer  each  day 
in  her  D.C.  apartment.  "It  has  made  my  life 
immensely  easier.  1  can  find  out  what  is  hap¬ 
pening  in  my  home  state  before  people  there 
even  wake  up.  Before.  I  had  to  wait  until  3  or 
4  in  the  afternoon  for  my  West  Coast  staff  to 
send  me  stories." 

The  49-year-old  Murray,  elected  to  the 


they  can  get  each  edition  online.  Wodele  said 
the  Internet  versions  are  better  because  they 
are  free,  reduce  the  bulk  of  papers  coming  in. 
and  allow  them  to  see  editorials  at  least  one 
day  early. 

The  Net  “saves  me  an  inordinate  amount  of 
time,  and  it  allows  me  more  of  a  choice  and 
perspective.”  says  Bob  Chase,  president  of  the 
National  Education  Association,  the  nation’s 
largest  labor  union.  "I  can  download  things 
that  wouldn't  be  available  in  the  newspaper.” 

Newspaper/Net  balancing  act 

Most  news  gatherers,  however,  remain 
committed  to  print,  while  developing  a  com¬ 
plex  relationship  with  the  Web.  Columnist 
Geneva  Overholser  says  she  remains  a  loyal 
daily  reader  of  The  Washington  Post  and  The 


says  Nader,  65.  "Everything  really  plays  off 
newspapers  anyway.” 

Others  who  give  mixed  reviews  to  the  Web 
say  that,  if  anything,  it  offers  too  much  time¬ 
ly  information,  force-feeding  the  news  con¬ 
sumer  too  many  choices. 

"It’s  kind  of  a  double-edged  sword,”  says 
David  Com,  Washington  editor  of  The  Nation 
for  the  past  13  years.  "There  is  more  access  to 
information,  but  there  is  also  more  of  an 
obligation  to  read  more  and  know  what  is 
going  on.  Someone  will  say.  ‘Did  you  see  that 
article  at  Slate?”’ 

Com,  who  says  he  still  goes  through  three 
major  daily  papers  each  morning,  also  uses 
the  Internet  to  call  up  stories  posted  by  papers 
in  other  cities,  such  as  the  Los  Angeles  Times 
or  Chicago  Tribune,  if  he  hears  of  an  interest- 


David  Halberstam,  author,  calls 
himself  an  ink-stained  “geezer.” 


Union  leader  James  P. 
Hoffa  hails  Web,  finds 
print  too  labor-intensive. 


Stanford  President  Gerhard 
Casper  goes  to  the  Web  when 
a  hot  news  story  breaks. 


White  House  Correspondent  Helen  Thomas 
complains  she  can’t  “cut  out”  Web  items. 


Senate  in  1992,  says  she  also  uses  the  Web  to 
check  breaking  news  on  MSNBC  and  other 
sites,  but  mostly  takes  advantage  of  reading 
newspapers  online,  while  still  getting  The 
New  York  Times  and  The  Washington  Post 
delivered  to  her  Capitol  office.  "I  also  use  the 
Internet  for  things  like  finding  out  what  the 
weather  will  be  when  1  travel.”  she  says. 

The  staff  of  Minnesota  Gov.  Jesse  Ventura 
also  combs  newspaper  Web  sites  for  stories  to 
give  the  governor,  according  to  Communica¬ 
tions  Director  John  Wodele.  who  says  Ven¬ 
tura  “is  not  a  [Web]  user  himself.”  Ventura 
reads  the  print  versions  of  the  Minneapolis 
Star  Tribune  and  the  St.  Paul  Pioneer  Press, 
but  relies  heavily  on  a  daily  briefing  book  that 
is  959c  newspaper  items. 

Ventura’s  staff  recently  canceled  subscrip¬ 
tions  to  daily  papers  around  the  state  because 


New  York  Times,  but  also  scours  the  Web  for 
numerous  news  and  information  items.  "I 
have  little  reminder  messages  that  tell  me 
when  something  new  is  being  posted  at 
certain  sites,”  she  says.  “1  go  on  and  off  the 
Web  all  day.” 

Consumer  watchdog  Ralph  Nader’s  use  of 
the  Web  and  newspapers  is  a  bit  paradoxical. 
The  longtime  public  advocate  says  he  never 
seeks  hard  news  online,  choosing  to  spend 
about  15  hours  weekly  with  four  major  news¬ 
papers  —  The  New  York  Times,  The 
Washington  Post,  The  Wall  Street  Journal, 
and  The  Journal  of  Commerce.  But  he  says 
his  staff  hunts  through  the  Net  regularly, 
while  operating  two  Web  sites  for  his  con¬ 
sumer  causes. 

"I’d  rather  spend  my  time  with  newspapers 
—  the  Web  doesn’t  have  enough  history,” 


ing  article,  adding  further  to  his  reading  pile. 
But  he  says  that  can  create  confusion  and 
allow  limited  time  for  in-depth  research. 

In  most  cases,  the  Internet  has  become  a 
supplemental  news  source  for  the  nation’s 
most  influential  and  news-hungry,  who  say 
the  morning  newspaper  remains  their  first 
option,  but  not  their  only  option. 

"I  still  read  two  to  three  papers,  then  I  go  to 
the  Web  to  find  out  more  about  stories  that 
interest  me,”  reports  Maggie  Gallagher,  a  con¬ 
servative  syndicated  columnist.  "More  often, 
somebody  e-mails  me  a  heads-up  about  a 
story  that  goes  on  to  become  column  fodder.” 

Syndicated  cartoonists  Bruce  Tinsley  (of 
"Mallard  Fillmore”  fame),  and  David  Horsey 
of  the  Seattle  Post-Intelligencer  and  North 
American  Syndicate,  say  the  Web  is  creeping 
into  their  lives,  but  at  a  slow  pace.  “It  is  real 


i44  E«P  INTERACTIVE  FEBRUARY  7, 2000 


www.editorandpublisher.com 


good  for  me  if  I  know  what  I  am  looking  for.” 
says  Tinsley,  whose  strip  runs  in  more  than 
400  papers.  “But  I  still  buy  three  or  four 
newspapers  a  day.  I  like  opening  the  paper 
and  reading  the  stories  that  way.” 

Gerhard  Casper,  president  of  Stanford 
University,  agrees.  He  says  newspapers  are 
his  primary  focus  for  news  gathering,  but 
admits  the  Web  offers  additional  options.  "I 
go  to  the  [Web]  news  headlines  when  a  story 
is  breaking,  but  the  capacity  to  browse 
through  a  newspaper  is  faster  in  print  than 
with  the  electronic  version.”  Casper  says.  “I 
can  leaf  through  it  better  in  print.” 

In  San  Francisco,  Mayor  Willie  Brown 
also  leans  toward  newspapers  —  with  five 
daily  publications  delivered  to  his  door  each 
morning  —  but  jumps  to  the  Net  when  the 


Gostfrand.  “He  still  believes  in  the  good,  old- 
fashioned  newspaper.”  Gostfrand  said.  “He's 
not  on  the  Net.” 

The  same  could  be  said  for  billionaire  and 
would-be  presidential  candidate  Donald 
Trump,  who.  aides  say.  “clearly  prefers  news¬ 
papers.”  and  gets  The  Wall  Street  Journal  and 
three  New  York  dailies  (the  Times.  Post,  and 
News)  at  his  palatial  Trump  Tower  offices. 

For  Mayor  Kay  Barnes  of  Kansas  City. 
Mo.  —  that  city’s  first  woman  mayor  —  Web 
use  is  similarly  nonexistent.  “She  doesn't 
even  have  a  computer  in  her  office.”  reports 
aide  Lara  Bradshaw. 

U.S.  Sen.  Dianne  Feinstein.  D-Calif,  also 
prefers  newspapers,  but  receives  many  Web 
items  from  her  staff,  aides  say.  “Reading  the 
actual  newspaper  still  gives  her  an  idea  of 


the  Web  gives  them  only  marginal  insight  on 
most  news  events.  Skenazy  compares  an 
Internet  news  hunt  to  a  disappointing  date  with 
someone  you  have  "lusted  after"  from  afar  but 
eventually  find  boring  up  close  and  personal. 
“I  keep  wondering  why  everyone  is  so  excited 
about  it,”  observes  Skenazy.  40.  “It's  like  read¬ 
ing  an  album  cover.  1  feel  like  I'm  getting  the 
tourist  brcKhure  version  of  news." 

Climb  aboard  the  private  plane  of  boxing 
promoter  Don  King,  and  you  are  more  likely 
to  find  a  copy  of  USA  Today  or  The  Miami 
Herald  (his  office  is  based  in  Florida)  than  a 
computer  logged  on  to  Yahoo!.  “I  don't  even 
know  if  he  has  a  computer  in  his  home."  King 
spokesman  Greg  Fritz  says  of  his  69-year-oId 
boss.  “He  relies  on  his  paper  boy  as  much  as 
anyone  on  his  staff.” 


Donald  Trunip  “clearly  prefers  newspapers.” 
Especially  when  he’s  on  the  front  page? 


Consumer  advocate  Ralph 
Nader  runs  two  Web  sites, 
but  would  still  rather 
spend  time  with  print.. 


mood  hits,  aides  say.  “He  does  research  on 
the  Web  when  he  wants  to  see  what  is  hap¬ 
pening  in  other  cities,”  says  spokeswoman 
Kandace  Bender,  a  former  newspaper  editor. 
“But  he  likes  to  take  the  newspaper  with  him 
in  the  car.” 

Empty  Net  —  Print  scores! 

Then  there  are  those  such  as  author  David 
Halberstam,  a  self-described  “geezer,”  who 
refuses  to  give  into  the  online  news  explo¬ 
sion.  “I  do  it  the  old-fashioned  way.”  says 
Halberstam.  who  counts  three  daily  papers 
among  his  morning  reading  ritual.  “I  like 
reading  newspapers  like  I  always  have.  I  like 
the  texture  of  a  newspaper  —  it’s  how  I'm 
formed.  I  don't  pretend  to  be  modem.” 

New  York  Yankee  Manager  Joe  Torre  is  the 
same  way,  according  to  his  agent.  Maury 
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what  is  important.”  says  Howard  Gantman. 
director  of  communications. 

For  Los  Angeles-based  film  critic  and 
reporter  Leonard  Maltin,  a  regular  on 
“Entertainment  Tonight"  and  radio  stations, 
the  Web  can  be  a  useful  tool  for  finding  spe¬ 
cific  facts  or  occasionally  scanning  out-of- 
town  papers.  But  his  prime  daily  news  source 
remains  the  Los  Angeles  Times.  “I  do  not  get 
any  news  from  the  Net.”  says  Maltin.  “It's 
habit;  I  can  read  newspapers  in  bed." 

Maltin  recently  did  some  research  on  the 
Net  for  a  compact-disc  compilation  he  is 
helping  to  put  together,  but  says  his  13-year- 
old  daughter  had  to  show  him  how  to  use  a 
search  engine.  “1  was  less  than  enthralled  by 
it.”  he  adds. 

Others,  such  as  Leonore  Skenazy.  a  New 
York  Daily  News  columnist  and  reporter,  say 


Longtime  United  Press  International  White 
House  Correspondent  Helen  Thomas,  whose 
career  spans  several  decades,  says  she  is  too 
busy  covering  the  news  to  keep  checking  it 
online.  "I  like  to  have  a  newspaper  in  my 
hand.”  says  Thomas.  “I'm  not  a  big  Web  fan. 
I  prefer  the  newspaper  because  1  like  to  see 
something  in  front  of  me.  cut  it  out.  take  it 
home,  and  go  back  to  it  later." 

Others  in  the  news  world,  such  as  foreign 
correspondent  Georgie  Ann  Geyer.  agree. 
They  testify  that  there's  only  so  much  rept^rt- 
ing  you  can  do  via  the  Web  or  e-mail.  “If  you 
have  personal  contacts,  you  don't  have  to 
search  for  things  on  the  Internet."  she  says.  “1 
hear  people  complain  that  it  took  them  an 
hour  or  a  day  to  find  something  [on  the  Web[. 
1  Just  pick  up  the  phone  and  do  it.  I  guess  I'm 
just  a  correspondent  from  the  old  school."  ■ 
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Keeping 

the 


Encourage  change  and  innovation.  Consider  other 

media  as  potential  allies,  not  enemies.  Look  beyond 
the  mass  media  to  new  opportunities  to  .serve 
specific  audiences.  Remember  that  “local”  is 
morphing  into  “global”  —  creating  a  “glocal”  media. 

These  are  just  four  of  the  suggestions  that  have  come  out  of 
a  rigorous  18-month  examination  of  the  Web  community's 
future  conducted  by  New  Directions  for  News  (NDN),  one  of 
the  nation's  leading  think  tanks  devoted  to  helping  media  meet 
the  demands  of  a  fast-changing  society. 

In  a  series  of  seven  round-table  meetings,  from  Boston  to 
Seattle,  NDN  guided  discussions  for  50  members  of  16  leading 
media  organizations.  The  project  culminated  in  the  release  of  a 
“Top  10”  list  of  personal  goals  and  actions,  anticipating 
changes  that  will  confront  the  news  media  in  the  coming 
decade.  Knowing  the  range  of  possibilities,  companies  should 
be  able  to  prepare  for  change,  and  better  respond  to  it  —  rather 
than  concentrate  on  the  next  quarterly  report  to  shareholders. 
Among  those  represented  at  the  meetings  were  Atex  Media 
Solutions,  Belo,  Lee  Enterprises  Inc.,  McCormick-Tribune 
Foundation  (Chicago),  Media  General  Inc.,  Morris 
Communications  Corp.,  and  Times  Mirror  Co. 

In  the  pages  that  follow,  E&P  Interactive  writers  Lucia 
Moses  and  Ellen  Liburt  profile  three  of  the  key  participants  in 
the  NDN  round-tables  to  learn  more,  as  we  ask  them  to  look 
into  their  own  crystal  balls.  —  Greg  Mitchell 


Here,  in  order  of  significance,  is  what  the 
NDN  calls  a  “Top  10  list  of  personal  goals 
and  actions”  that  came  out  of  the  final 
round-table  meeting  in  Jacksonville,  Fla., 
last  December. 

1.  Immediately  explore  alliances,  partner¬ 
ships,  and  other  relationships  —  within  and 
outside  your  company  —  on  a  broader  and 
deeper  scale  than  ever  before. 

2.  Learn  more  about  both  technology 
(such  as  video,  multimedia,  and  wireless), 
and  nontech  issues  —  content,  marketing, 
database  management,  language,  culture, 
and  globalization. 

3.  Explore  and  embrace  experimentation, 
take  off  blinders,  seek  out  new  ideas,  and 
encourage  others  to  do  the  same. 

4.  Learn  Spanish  (or  Japanese  or 
German),  due  to  the  rapidly  changing 
demographics  in  America  as  well  as  the 
globalization  and  convergence  of  media. 

5.  Search  for  content,  broadly  —  even 
globally  —  with  “community”  no  longer 
defined  geographically  but  as  communities 
of  interest  (cultural,  ethnic,  hobbies). 

6.  And  the  reverse  ...  Find  and  develop 
local  news  niches  that  have  global 
audiences. 

7.  Develop  community  publishing,  by 
providing  the  tools  for  those  in  local  commu¬ 
nities  to  produce  their  own  online  content. 

8.  Digitize,  develop  databases,  and 
improve  search  engines,  as  the  ability  to 
store  and  access  data  in  its  many  forms  will 
be  a  core  technology  for  the  news  media  to 
master  in  years  ahead  (with  ease  of  access 
paramount). 

9.  Offer  clear  financial  rewards  for  risk 
and  innovation,  and  come  up  with  new  ideas, 
products,  and  alliances,  instead  of  merely 
rewarding  bottom-line  profit  performance. 

10.  Increase  attention  to  branding  and 
marketing  (many  participants  have  already 
started  in  this  direction). 
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If  you  build  it,  they  wiii  come 


by  Lucia  Moses 


Glenn  Ritt's  call  to  the  ■ 

Web  came  when  he  ‘ 
realized  that  the  biggest 
threat  to  his  paper.  The 
Record  in  Hackensack.  N.J..  wasn't  ‘ 
coming  from  a  Silicon  Valley  ^ 

Internet  start-up  but  from  his  own  ^ 

backyard. 

It  was  three  years  ago  when  he  ^ 

visited  Bergen  County's  official  i 

Web  site  (http;//www.bergen.org).  J 

and  had  an  epiphany  that  would  change  his 
view  of  newspapers.  "I  realized  they  were  far 
ahead  of  what  the  newspaper  does."  he 
recalls.  “I  then  discovered  it  was  all  being 
done  by  teenagers."  Ritt  decided  it  was 
smarter  to  join  his  competition  than  fight  it. 
For  starters,  he  teamed  up  with  the  high- 
schoolers  to  create  a  Web  site  for  youths. 

Ritt  quit  as  editor  of  The  Record,  daily  cir¬ 
culation  45.941.  to  devote  himself  to  creating 
an  online  unit  for  its  parent  company. 
Macromedia  Inc.  He  went  on  to  pioneer 
NorthJersey.com.  a  portal  dedicated  to  New 
Jersey  and  New  York  with  links  to  hundreds 
of  area  governmental,  educational,  and 
leisure  organizations. 

While  other  newspapers  have  simply 
dumped  their  content  on  a  Web  site  that 
resembles  the  print  version.  Ritt  believes  they 
need  to  take  a  broader  view  of  their  place  in 
the  world.  He  calls  it  community  building. 

"I  feel  very  strongly  that  becoming  com¬ 
munity  builders  on  line  must  be  a  critical  part 
of  the  newspaper's  commitment."  he  ob¬ 
serves.  It's  either  that  or  be  eaten.  "If  you  Just 
stand  back  and  worry  about  the  Yahoo  !s  of 
the  world,  you're  going  to  wake  up  one  day 
and  be  losing  your  classifieds."  he  adds. 

The  America  Online-Time  Warner  merger 
pact  has  renewed  print  publishers'  soul-search¬ 
ing  about  their  place  in  the  news  marketplace 
of  the  future.  Ritt  believes,  as  others  do.  that 
the  ongoing  corporate  consolidation  may  cre¬ 
ate  opportunities  for  newspapers.  People  will 
always  want  to  reach  neighbors  and  organiza¬ 
tions  in  their  towns,  and  there's  nothing  better 
than  a  newspaper  to  help  them  do  that,  he 
insists.  "I  think  more  often  than  not  they  can 
take  advantage  of  true  localness."  he  says. 

Ritt.  like  many  watchers  of  the  Internet,  no 
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^1  Glenn  Ritt 
^  vfl  believes 
^1  in  being 
¥  4  downright 
>'  ^  neighborly, 
creating 
community 
entry  points. 


longer  believes  it  will  erase  printed  newspa¬ 
pers.  but  that  they  will  complement  each 
other.  Bar-coding  technology,  for  example,  is 
being  developed  and  has  newspaper  applica¬ 
tions.  One  day.  Ritt  believes,  each  story  and 
ad  in  the  newspaper  will  contain  a  bar  code 
that  readers  will  click  on  using  a  wand 
attached  to  their  computers,  taking  them  to 
more  information  on  the  subject  online  or  to  a 
shopping  site. 

"You'll  be  using  the  newspaper  to  literally 
launch  a  discussion  or  buy  that  particular  item 
in  that  ad."  Ritt  predicts. 


As  Net  use  grows,  prognosticators  believe 
there  will  be  increasing  pressure  on  Journal¬ 
ists  to  adapt  to  all  forms  of  media,  and  on 
their  employers  to  help  them  cultivate  those 
skills.  A  person  who's  already  doing  that  is 
one  of  Macromedia's  own.  Miguel  Perez.  In 
addition  to  writing  a  column  for  The  Record. 
he  has  developed  a  Latino-interest  Web  site 
and  appears  on  local  cable  and  radio  shows. 

"They  need  to  be  able  to  write  for  paper, 
Web.  radio,  [and]  appear  on  cable,"  Ritt  says. 
"The  value  of  Journalists  w  ho  develop  multi- 
media  tools  won't  be  Just  preferential,  but 
imperative.  It's  a  challenge  for  Journalism 
schools  around  the  country." 

He  also  sees  special-interest  publications, 
with  their  ease  of  printing  and  distribution, 
continuing  to  flower.  "There's  going  to  be 
tremendous  opportunity  for  print,  but  I  think 
it's  going  to  be  increasingly  niche-oriented." 
he  said.  Will  the  newspaper  be  around  in  print 
form  in  the  far  future?  Yes.  he  says,  but  the 
economic  model  may  become  more  sub¬ 
scriber-based  and  less  dependent  on  advertis¬ 
ing  revenues. 

A  Macromedia  local  site,  (http://www.nj 
community.com)  was  the  only  one  of  the 
company's  sites  to  make  money  last  year.  Now. 
if  Ritt  Just  knew  how  to  make  all  the  sites  prof¬ 
itable.  he  might  have  it  cdl  figured  out.  ■ 


Are  You  Losing  ReadersP 

Most  newspaper  websites  don't  provide  breaking  news.  Websites 
like  CNN.com  and  ABCNews.com  happily  provide  it  to  your  re.aders. 
They're  getting  the  traffic,  the  readers  and  the  revenue  ^ 

Don't  wait  for  anyone  else  to  give  your  readers  the  neWs, Nando 
Media  can  deliver  24-hour  news  and  sports  content  m  a  fully  . 
customizable,  continually  updated  service  designed  to  keep  local 
readers  local. 

This  content  is  not  a  co-brand  oi  revenue  share.  It's  look  and  feel 
are  fully  controlled  by  the  customer,  as  are  the  advertising 
opportunities. 

Stop  losing  local  readers  to  national 
websites.  Get  the  traffic,  the  readers 
and  the  revenue.  Pul  our  content  to 
work  on  your  website. 

For  more  information,  call  Nando  Media 
at  919.836.5700  or  send'  email  to 
sales@nandomedia.com 


HI  Nando 
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Newspapers  need 
to  get  on  the  beam 


by  Ellen  Liburt 


M 


aybe  my  7-year-old  son  will 
have  his  newspaper  beamed 
directly  to  a  computer  chip  in  his 
head.”  says  Dennis  Sodomka. 
considering  the  future  of  newspapers,  "but 
someone  will  still  have  to  organize  the  infor¬ 
mation.  That's  where  reporting  and  editing 
come  in." 

Sodomka  should  know.  The  52-year-old 
executive  editor  of  The  Augusta  (Ga.) 
Chronicle,  daily  circulation  90.556.  started 
out  as  a  reporter  at  The  Chicago  Daily  News. 
later  becoming  night  editor.  He  went  on 
to  editor  positions  at  the  Charlotte  News 
[which  closed  in  1985)  and  The  Charlotte 


Ohserxer  in  North  Carolina  before 
assuming  the  mantle  of  Chronicle 
editor  1 2  years  ago. 

“I'm  an  old  hard-news  guy  who 
loves  nothing  better  than  a  good 
crime  story,  some  disaster,  or  a  hard-hitting 
investigative  piece."  Sodomka  confesses.  "I 
still  think  news  sells  newspapers.  But  I’m 
also  frustrated  by  the  blinders  newspaper 
people  put  on  themselves  —  seeing  new 
ways  to  do  things  as  threats. 

“I'm  excited  about  the  possibilities  of  the 
Internet  because  for  the  first  time  we  really 
can  get  the  news  out  to  people  before  anyone 
else."  he  says.  "And  for  the  first  time  we've 
got  ways  to  really  connect  with  our  commu¬ 
nities  like  never  before." 

The  Chronicle  has  a  thriving  newspaper 


Augusta’s 
Dennis 
Sodomka 
shows  how 
to  become 
the  Masters 
of  your 


domains. 


Web  site  that  shows  a  healthy  profit,  says 
Sodomka.  It  started  in  1995  when  newsroom 
personnel  were  so  successful  in  developing  a 
niche  golf  site  devoted  to  the  Masters  Tour¬ 
nament  that  four  new  positions  were  created 
for  employees  to  build  a  newspaper  site 
named  augustachronicle.com. 

At  about  the  same  time,  says  Chronicle 
New  Media  Director  Mike  McLeod,  the 


Grassroots.coni 


check  it  out  at: 

http://www.grassroots.com 


Grassroots.com  is  building  the 
Internet's  premier  political 
action  destination  for  citizens 
and  their  representatives. 

To  become  an  affiliate  partner, 
contact  Perla  Ni,  Editor  in 
Chief  at  650  616-4267 
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WWW.  J  UMBLE.COM 


Jumble®  more  than  70  million  readers  served  daily 


Since  June  1954,  fans  around  the  country  have  turned  to 
their  newspaper  for  their  daily  fix.  More  than  half  of  all 
newspaper  buyers— about  11  percent  of  the  U.S. 
population -see  Jumble  every  day.  Today,  the  Jumble  franchise 
offers  of  the  game  each  with  its  own 

unique  puzzle  play  and  distinct  audience  reaching  everyone 
from  kids  to  seniors.  The  variations  include  theme-oriented 
games,  word  puzzles,  online  games,  educational  puzzles  and  a 
crossword  format. 


Jumble  players  are  loyal  newspaper  buyers. 

Choose  from  Jumble*,  Sunday  Jumble*,  Jumble*  for  Kids; 
Jumble*  Crosswords™;  Jumble*  Crosswords™  for  the 
Classroom;  TV  Jumble*  and  Movie  Jumble*.  Jumble"  puzzles 
are  available  for  your  online  edition  with  the  WebPoint* 
Puzzles  module  (www.webpoint.com/puzzles.htm). 


Add  the  power  of  Jumble  to  your  Web  site  and  watch 
your  online  readers  become  addicted.  In  fact  we  have  our 
own  support  group  called  The  Jumble*  Breakfast  Club. 


Call  your  TMS  representative  at  800-245-6536. 


www.tms.tri bune.com 

435  N.  Michigan  Avenue,  Suite  1 500 

Chicago,  IL  6061 1 


paper's  parent,  Morris  Communications 
Corp..  started  an  online  division  to  service  its 
31  dailies  (it  also  owns  nine  nondailies)  — 
and  scooped  up  a  couple  of  Internet  service 
providers  as  well. 

The  Chronicle's  online  department  — 
which  is  now  budgeted  for  16  full-time 
employees  —  has  spun  off  on  its  own, 
creating  commercial  Web  sites  for  others  and 
helping  a  number  of  nonprofits  get  their 
information  on  the  Web,  among  other  activi¬ 
ties.  It  also  enjoys  a  strong  partnership  with 
local  CBS  station  WRDW,  as  well  as  with 
CNN/Sports  Illustrated  to  cover  the  Masters 
Tournament. 

Next  summer,  the  newspaper  site  will  add 
a  community  portal  offering  a  directory  of 
Augusta  Web  sites  and  a  search  engine  to 
find  those  sites;  community  publishing 
(“Build  your  Web  site  with  us");  searchable 
community  information;  and  classifieds. 

So  it's  no  surprise  that  Sodomka  views 
America  Online’s  deal  to  merge  with  Time 
Warner  as  a  wake-up  call  to  skeptics  who 
think  the  dot-com  companies  have  no  stay¬ 


ing  power.  “They've  got  money.  They’ve  got 
muscle.  And  they’re  going  to  change  the  way 
we  interact  with  our  readers,”  he  declares. 

Newspapers  of  the  future  will  need  to  know 
their  communities  better  to  provide  the  type  of 
infonnation  they  want,  notes  Srxlomka.  as 
well  as  “information  they  don’t  know  they 
want,  but  will  love  when  we  deliver  it." 

Just  telling  who.  what,  when,  and  where 
will  no  longer  be  enough,  he  warns.  Jour¬ 
nalists  will  need  to  spend  much  more  energy 
on  developing  the  how  and  the  why  of  a 
story,  as  well  as  the  what’s  next.  “We  need  to 
view  ourselves  as  part  of  our  community  and 
help  people  figure  out  ways  to  make  those 
communities  stronger.  ...  News  judgment  is 
all  about  making  an  emotional  connection 
with  a  community  and  deciding  which 
events,  which  issues,  are  important  in  that 
community,”  says  Sodomka. 

He  believes  that  print  newspapers  will 
be  around  for  his  lifetime,  at  least,  but  he 
thinks  they  will  probably  change  dramatical¬ 
ly.  perhaps  becoming  more  of  a  guide  to 
the  online  newspaper,  with  tidbits  and  head¬ 


lines  in  print  and  more  detail  and  source 
material  online. 

As  for  how  newspapers  will  operate  in 
cyberspace,  Sodomka  says,  “Instead  of  just 
dumping  stories  online  or  keeping  the  online 
site  at  arm’s  length,  we  ought  to  be  vigor¬ 
ously  working  together  to  come  up  with 
products  that  are  impossible  to  do  in  print.” 

Paid  circulation  might  become  less  impor¬ 
tant  if  advertisers  will  pay  papers  to  deliver 
particular  readers,  he  says.  But  Sodomka 
bucks  the  popular  wisdom  that  newspapers 
will  become  niche  publications.  “I  think  they 
will  continue  to  be  the  last  real  mass  medi¬ 
um.”  he  says.  “No  other  entity  has  the  abili¬ 
ty  to  pull  together  so  many  different  people 
in  each  of  our  communities.” 

If  the  people  w  ho  run  them  are  smart,  says 
Sodomka.  newspapers  will  always  be  a  vital 
part  of  our  society.  “People  need  information 
and  they  need  reliable  sources  who  can  pro¬ 
vide  it,”  he  says.  “Newspapers  have  been  the 
reliable  source  for  a  long  time,  and  unless  we 
blow  it.  we  will  continue  to  be  that  source, 
regardless  of  the  delivery  method.”  ■ 
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inspired  too[  that  zm([ 
turn  a  common  lueS  site 
into  a  u>orl<iof  art. 


^9'  Tomorrow’s 
reporters  will 
need  to  “do 
it  all’’ -all 
news,  all  the 
^9  time,  both 
online  and  in 
print,  says  Lee’s 
David  Stoeffler. 


by  Lucia  Moses 


ever,  as  people  get  more  breaking 
news  and  specialized  information  |||b^R 
on  hand-held  gadgets  and  more 
story  versions  on  the  Web.  Forget 
the  inverted  pyramid  style:  print-version  sto¬ 
ries  will  be  written  magazine-style,  heavy  on 
the  context.  “Newspapers  will  be  more  of  a 
magazine  for  people  while  the  online  site  will 
be  breaking  news,”  Stoeffler  says. 

As  for  reporters,  what's  old  will  become 
new.  Like  the  around-the-clock  newspaper  re¬ 
porters  of  yesterday,  tomorrow's  journalists 
will  have  to  be  able  to  update  stories  through¬ 
out  the  day  for  the  electronic  media.  They'll 
also  have  to  be  able  to  put  it  all  in  context  for 
the  next  day's  paper. 

"The  ideal  reporter  will  be  one  who  can  do 
it  all:  cover  a  daily  news  story  and  make  it 
sing,  but  also  produce  an  analysis  story,” 
Stoeffler  declares. 

For  a  publisher  of  small-  to  medium-size 
newspapers.  Lee  put  its  papers  online  relatively 
early.  All  of  Lee's  21  daily  papers  now  have  an 
online  presence,  and  next  to  come  are  more  fre¬ 
quent  news  updates,  links  to  other  sources  of 


When  Palm  Pilots  become  as 
commonplace  as  wristwatch- 
es.  will  people  still  read  the 
newspaper?  David  Stoeffler 
may  be  an  Internet  aficionado,  but  he  remains 
a  newspaper  editor  who  believes  the  mass- 
market,  printed  newspaper  will  be  around  for 
a  long  time  to  come. 

"There's  something  about  the  front  page  of 
a  newspaper  that  can't  be  duplicated  online.” 
says  Stoeffler.  editor  of  the  Lincoln  (Neb.) 
Journal  Star,  daily  circulation  73.255,  and 
chairman  of  parent  Lee  Enterprises  Inc.'s 
readership  team. 

"People  want  to  get  a  sense  of  the  relative 
importance  of  events.”  Stoeffler  explains. 
“People  are  going  to  continue  to  cling  to  a 
newspaper  as  a  community  context.  In  my 
lifetime,  1  expect  there  to  be  newspapers 
around,”  predicts  Stoeffler.  who  is  40.  "I 
believe  people  will  pay  more  for  newspapers, 
just  like  they  pay  for  magazines.” 

Tomorrow's  newspaper  will  evolve,  how- 


information.  and  audio  and  video  news  clips. 

Stoeffler  has  been  one  of  Lee’s  most  vocal 
proponents  of  the  Internet.  While  editor  at  the 
La  Crosse  (Wis.)  Tribune  before  coming  to 
Lincoln,  he  helped  launch  that  paper's  Web 
site,  which  later  became  the  first  of  Lee’s 
newspaper  sites  to  do  afternoon  content 
updates. 

But  print  newspapers  also  need  to  think  of 
themselves  as  community  portals.  Stoeffler 
believes.  "If  you're  new  to  a  community,  my 
guess  is  the  best  way  to  find  out  what's  going 
on  is  by  picking  up  the  newspaper.” 

Newspapers  already  may  be  losing  classi¬ 
fied  revenues  to  the  Internet,  and  the  way  they 
make  money  might  continue  to  change. 
Advertising  will  remain  their  primary  source 
of  income  for  a  long  time,  but  newspapers 
might  turn  the  current  model  on  its  head  and 
start  giving  away  print  classifieds  and  charg¬ 
ing  for  online  ads  in  certain  categories. 

As  technology  improves,  people  will  be 
able  to  watch  videos  of  speeches  and  news 
conferences  instead  of  reading  a  Journalist’s 
filtered  version  of  them.  With  so  much  infor¬ 
mation  available  to  readers  in  different  forms, 
will  Journalists  be  rendered  obsolete?  Not  like¬ 
ly,  Stoeffler  says.  People  will  be  able  to  get 
more  news  that  interests  them  instead  of  being 
limited  to  a  single  newspaper  or  broadcast. 

"1  think  people  have  time,  and  they  make 
time  for  things  they  really  care  about.”  he 
observes.  After  watching  the  video  online  of  a 
speech  firsthand,  people  might  even  start  to 
trust  the  media  more  if  they  believe  reporters 
analyzed  the  speech  correctly.  "They  could 
say.  ‘Wow,  they’re  actually  doing  their  Job,”’ 
Stoeffler  remarks,  chuckling. 

Now  that  would  be  worth  waiting  for.  ■ 
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Laura  Teodosio  thought  so,  too.  Ten  years 
ago,  while  pursuing  the  master’s  degree  at  the 
Massachusetts  Institute  of  Technology  that  she 
received  in  1992.  Teodosio  set  out  to  capture 
the  essence  of  moving  images  in  a  single  pho¬ 
tograph.  What  she  came  up  with  is  now  the 
basis  for  a  start-up  company  called  Salient 
Stills.  Based  on  her  work  at  MIT  Media  Lab, 
the  Boston-based  company  is  planning  several 
products  that  digitize  video  content  to  get  bet¬ 
ter  still  photographs  for 
print  products. 

VideoFOCUS  is  the  first 
product  to  be  released  by 
Salient  Stills,  claiming  to 
create  200-  to  300-dpi  (dots  per  inch)  images 
from  72-dpi  video  grabs.  To  accomplish  that, 
VideoFOCUS  offers  a  simple  turnkey  solution 
consisting  of  a  hardware/software  package. 

Nicholas  Negroponte.  director  of  the  MIT 
Media  Lab  and  an  investor  in  Salient  Stills, 
says,  “The  initial  impact  (of  VideoFCXI'USl 
will  be  the  repurpos¬ 
ing  of  video  into 
high-quality  stills.” 
Those  interested 


so  far  include  The  New  York  Times,  The 
Boston  Globe,  Reuters,  and  Sports  Illustrated 
-  all  of  whom  are  potential  beta-testing  cus¬ 
tomers  using  VideoFOCUS.  Salient  Stills’ 
asking  price  for  VideoFOCUS  is  $20,(XK). 

The  hardware  is  made  up  of  a  CPU  plus  a 
Media  l(X)  digitizing  card,  a  SCSI  disk  array 
for  captured  video,  Windows  NT  operating 
software,  and  the  optional,  but  recommended, 
monitor  (LaCie’s  Electron  Blue).  Designed 


“Frame-grabbing  should  be  better, 
considering  current  technology.” 


for  quick  access  in  the  newsroom,  the  digitiz¬ 
ing  box  has  a  feed  that  handles  content 
sources  such  as  video,  satellite,  or  cable.  Once 
the  content  is  digitized,  it  can  be  viewed  as 
still  frames  on  a  computer  monitor. 

The  application  software,  run  only  on  a 
Windows  NT  system,  allows  a  photo  editor  to 
select  a  focus  frame,  reduce  video  color  noise, 
and  improve  the  resolution.  Teixiosio  was  able 
to  develop  this  by  taking  the  frames  surround¬ 
ing  the  focus  frame  to  draw  the  missing  infor- 


A  new  Media  Lab  device  for  those 
who  can’t  stand  stills  from  video 


U.S.  Secretary  of  State  Madeline  Albright  speaks  at  a  press  confer¬ 
ence.  Taking  a  video-frame  grab,  VideoFOCUS  makes  a  still  in 
which  the  placard  can  be  read  and  the  flag’s  colors  don’t  bleed. 
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by  Karim  Mostafa 

When  President  Clinton  tes¬ 
tified  before  a  grand  jury 
in  1998  it  was  Page  One, 
above-the-fold  news  that 
required  a  picture.  It’s  hard 
to  forget  the  image  that  did  appear  on  most 
front  pages  the  next  day  —  apparent  earnest¬ 
ness  and  resiliency  amidst  the  blur. 

News  organizations  worked  with  what  they 
were  given  by  the  Independent  Counsel’s 
Office  —  a  single  video  tape.  Photo  editors 
grabbed  a  still  and  tcxiled  it  best  they  could, 
but  the  portrait  of  Clinton  in  newspapers  the 
next  day  was  not  a  high-quality  photograph. 

“People  have  been  doing  video-frame  grabs 
for  30  years,  but  the  quality  hasn’t  been  great,” 
says  Larry  Rubenstein,  assistant  pictures  edi¬ 
tor  at  Reuters.  “Frame-grabbing  should  be  bet¬ 
ter.  considering  current  technology.” 
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Major  Leaguer  Wade  Boggs 
is  caught  moments  before 
the  3000th  hit  of  his  career. 
VideoFOCUS  captures  the 
detail  in  the  background 
and  removes  transient 
noise  causing  streaks 
in  the  “Before”  image. 


mation.  For  example,  a  pixel  that  doesn't  have 
color  due  to  transient  noise  can  be  re-colored 
according  to  the  corresponding  pixels  in  the 
surrounding  frames. 

“You  don't  duplicate  pixels,  but  instead 
draw  values  for  pixels  in-between,”  says 
Teodosio  in  describing  how  point  values  exist 
for  larger  images. 

Salient  Stills  CEO  Steven  D.  Hill  says  the 
company  is  trying  to  pitch  the  product  to  mag¬ 
azines  and  newspapers  as  a  way  to  get  them 
back  into  the  breaking  news  business.  And  the 
product  does,  in  a  very  short  time,  provide  a 
printable  picture  from  video  content. 

As  for  the  Web.  Teodosio  says  that  until 
online  digitized  content  is  standardized,  her 
program  can't  work  through  the  varying  reso¬ 
lutions  that  CODEC  (analog-to-digital  con¬ 
verter  software)  creates.  So  grabs  from 
Webcasting  are  going  to  have  to  wait  for  now. 

Rubenstein,  assistant  pictures  editor  at 
Reuters,  says  that  VideoFOCUS  will  be  helpful 
in  instances  where  a  still  photograph  can  be 
hard  to  get.  For  Reuters,  that  would  be  space 
photography  and  foreign  events  filmed  only  by 
local  TV  stations.  For  smaller  news  organiza¬ 
tions  that  can't  get  a  still  photographer  at  simul¬ 
taneous  events,  plugging  a  feed  into  the 
VideoFOCUS  box  may  be  a  viable  alternative. 

"On  the  one  hand,  we  will  have  better  qual¬ 
ity.”  says  Rubenstein.  “But  on  the  other,  we 
have  increased  rights  infringements."  Sourcing 
photographs  with  a  program  such  as  this  can  be 
difficult.  Some  newspapers  consider  a  broad¬ 
cast  company's  logo  within  the  photo  as  suffi¬ 


cient  attribution.  However.  Ruben¬ 
stein  says,  to  run  a  video-frame 
grab  without  consent  from  the 
company  that  shot  the  fcxitage  is 
not  legal.  “Reuters  insists  on  the 
phone  call.”  he  says.  “Some  places 
request  payment,  but  others,  such 
as  C-SPAN.  don't.” 

Salient  Stills  does  not  handle 
VideoFOCUS  is 


permissions: 
solely  a  technological  product  for 
use  in  photo  departments.  Considering  the 
product's  origins  in  the  MIT  Media  Lab,  the 
issue  of  sourcing  was  not  raised. 

Salient  Stills  has  close  ties  with  the  research 
institute  since  MIT  holds  a  stake  in  the  compa¬ 
ny  as  well  as  the  patents  to  the  technology. 
MIT  licenses  them  to  the  start-up.  Other  MIT 
Media  Lab  companies  that  are  of  note  to  the 


newspaper  industry  include  E  Ink,  Faimet- 
works,  and  Firefly  (bought  by  Microsoft). 

Negroponte  says  of  news  in  the  future, 
“Today's  systems  of  capture,  sound  or  picture, 
cannot  hear  or  see  —  they  can  record.  Tomor¬ 
row's  will  be  able  to  understand  sounds  and 
images,  totally  changing  the  way  we  collect 
and  disseminate  news.”  ■ 
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E&P  Interactive  is  putting  together  a  panel  of  newspaper  Web  editors  and  publishers  to 
critique  the  work  of  their  peers.  Each  issue  of  E&P  Interactive  m\\  take  an  in-depth  look  at 
a  newspaper  Web  site  from  your  point  of  view.  The  idea  is  to  provide  constructive  criticism 
and  to  highlight  innovative  work,  if  you  have  opinions,  you  like  to  share  them,  and  you’d 
like  to  be  considered  for  a  judgeship,  please  e-mail  carls@mediainfo.com.  Or  send  snail- 
mail  to  Carl  Sullivan,  Editor  &  Publisher^  11  W.  19th  St.,  10th  Floor,  New  York,  NY  10011. 


Online.  Entertainment,  Marketplace,  or 
onwashington.com. 

The  site  is  giving  each  of  these  chan¬ 
nels  their  own  strong  identities,  but 
still  keeps  them  within  the  overall 
washingtonpost.com  family  with  familiar 
typography  and  navigation.  On  Politics  pro¬ 
vides  exhaustive  coverage  of  the  District  of 
Columbia’s  hometown  industry  —  govern¬ 
ment.  During  New  Hampshire’s  primary 
election  last  week.  Post  reporters  were  fding 
reports  to  the  Web  site  throughout  the  day, 
keeping  hungry  politicos  satiated  with  news 
from  the  campaign  trail.  Tech-savvy  users 
with  PalmPilots  or  mobile  phones  could 
even  sign  up  on  the  page  to  get  automatic 
returns  sent  to  them  as  the  polls  closed.  A 


per’s  partnership  with  CitySearch  means 
users  can  search  all  venues  and  events.  Links 
to  TicketMaster  allow  users  to  conveniently 
purchase  tickets. 

The  Marketplace  builds  upon  the 
impressive  e-commerce  the  newspaper 
started  developing  when  the  site 
launched  in  1996.  By  the  fall  of  1998,  the  site 


neighborhood  news.  Interestingly,  this  page, 
powered  by  AltaVista,  is  a  template  similar 
to  those  that  many  other  AltaVista  newspa¬ 
per  partners  are  using  as  the  home  pages  for 
their  new  portals.  Here,  the  Post  is  using  the 
page  as  a  personalized  option  within  its  site, 
not  the  main  entryway. 

While  still  evolving,  washingtonpost.com 
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database  of  information  about  presidential, 
senate,  congressional,  and  gubernatorial 
races  is  provided.  And  an  impressive  new 
video/audio  search  engine  lets  users  with 
fast  Internet  access  search  for  streaming 
campaign  news. 

The  Live  Online  section  builds  upon 
the  history  of  live  forums  that  washing- 
tonpost.com  has  been  known  for.  Live 
chats  with  Post  reporters  and  editors  and  vis¬ 
itors  are  scheduled  every  day.  Discussion 
areas  for  every  section  of  the  newspaper, 
from  international  to  food,  are  provided,  and 
archives  to  past  discussions  are  available. 

The  Entertainment  Guide  is  standard 
city  guide  fare,  but  includes  some  nice 
features  such  as  virtual  tours  of  select¬ 
ed  Washington  neighborhoods.  The  newspa- 
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reported  more  than  1 .300  local  online 
advertisers  who  paid  between  $79  and  | 

$99  for  enhanced  online  Yellow  Page 
listings.  The  site  has  built  upon  that  founda¬ 
tion  by  offering  a  number  of  online  shopping 
opportunities.  Washingtonpost.com  has  part¬ 
nered  with  companies  such  as  PetSmart.com. 
Bluetly.com,  and  the  Gap  to  sell  goods 
online.  Users  can  search  local  merchants  or 
national  online  retailers.  The  left-hand  navi¬ 
gation  bar  features  links  to  the  Post's 
Classified  Ventures  partners:  cars.com,  apart- 
ments.com.  NewHomeNetwork.com,  and 
HomeHunter.  Elsewhere  on  the  page  there’s  a 
link  to  auctions.com  and  classifieds  from  the 
print  edition. 

Finally,  onwashington.com  is  the  new 
personalized  section  where  each  user 
can  customize  the  page  to  include 
such  features  as  community  groups  and 
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is  an  impressive  model  for  newspapers 
looking  to  become  regional  portals  for 
their  communities.  The  newspaper  has 
kept  its  strong  brand  identity  in  the  forefront 
with  the  traditional  flag  —  The  Washington 
Post  —  in  shadows  behind  the  main  name¬ 
plate  of  washingtonpost.com.  which  is  set 
in  a  more  modem  type.  The  Washington 
Post  Co.’s  historical  mission  of  presenting 
news  remains  the  main  focus,  but  the  com¬ 
pany  is  wisely  packaging  that  news  between 
all  the  Internet  has  to  offer,  including  e-com¬ 
merce,  online  advertising,  searching,  live 
chat,  discussion  boards,  special  online-only 
information  sections,  personalization  and 
customization,  and  even  free  e-mail 
accounts.  ■ 


www.editorandpublisher.com 


FEBRUARY  7  E&P  INTERACTIVE  i59 


Online  content  is  getting 
commonplace  in  print 


J  by  Steve  Outing 


vmw.fool.cdm 


www.peterzale.com/helen 


www.supercomics.com 
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t  wasn’t  that  long  ago  that  the  typ¬ 
ical  newspaper  was  filled  with 
content  from  a  few  predictable 
sources  —  staff  writers,  assorted 
free-lancers.  The  Associated 
Press,  Reuters,  Los  Angeles  Times 
News  Service,  Copley  News  Service, 
and  columnists  and  comic  strips 

j -  from  syndicates  such  as 

^  United  Feature  Syndi- 
_  cate.  King  Features  Syn- 

■  ®  dicate,  and  Creators 

Syndicate.  One  paper  in 
C  *  one  part  of  the  country 

^  carried  pretty  much  the 
— same  content  as  another 
1,0(X)  miles  away. 

,r... .  *,71-  .  -  jhe  growth 
of  Intemet-orig- 
;  inated  content 
,  ^  I  is  starting  to 

OpYron  i  change  that.  In- 

~  creasingly,  con¬ 

tent  from  online 

e.C0lll/heleil  sources  _  from 

lone  content 
creators  to  huge  Web  con¬ 
tent  sites  —  is  showing  up 
in  print  editions  of  news¬ 
papers.  Where  once  print 
editors  distrusted  content 
originating  from  online 
content  companies,  now 
I  there  is  much  more  accep¬ 

tance  that  online 
SLATE  im.  material  can  be 

every  bit  as  go(Kl, 
'  —  —  ^  if  not  better,  than 

content  acquired 
I'-aSiiM  from  traditional 

Swiss'-  media  sources. 

GO! 

.  And.  best  yet, 
online  creators  are 
producing  new  types  of  content  that 
simply  weren't  available  before. 

A  prime  example  is  New  York- 
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based  APBNews.com,  a  2-year-old 
Web  site  and  online  news  service  that 
produces  deep  coverage  of  all  things 
related  to  crime  and  law  enforce¬ 
ment.  Its  Web  site  is  a  crime  buff's 
ultimate  news,  information,  and  en¬ 
tertainment  source. 

APBNews.com  has  some  50  staff 
editors  and  writers,  plus  several 
dozen  free-lance  crime  writers  sta¬ 
tioned  throughout  the  United  States. 
It  covers  not  only  breaking  news,  but 
offers  up  assorted  crime-related  con¬ 
tent  —  such  as  book  and  movie 
reviews,  crime  databases,  mystery 
games,  and  live  police  scanner 
Webcasts  from  various  cities. 

According  to  Executive  Editor 
Hoag  Levins,  a  former  newspaper 
journalist  (and  former  executive  edi¬ 
tor  of  E&P),  a  major  thrust  of  the 
business  is  to  syndicate  its  content  to 
online  and  print  clients.  The  APB- 
News.com  site  also  generates  adver¬ 
tising  money  and  is  developing  an  e- 
commerce  revenue  strategy. 

APBNews.com  articles  are  mostly 
turning  up  on  other  Web  sites  — 
because.  Levins  says,  that  seems  to 
be  where  the  most  money  is  now  — 
but  stories  with  APBOnline  bylines 
have  begun  running  in  a  number  of 
newspapers,  including  The  Dallas 
Morning  News,  the  St.  Louis  Post- 
Dispatch,  and  several  smaller  papers. 

The  company  has  a  dedicated  syn¬ 
dication  sales  staff  of  five,  and  it  uses 
Universal  New  Media  as  a  syndica¬ 
tion  agent.  Levins  says  that  much  of 
the  content  produced  by  his  editorial 
team  should  be  of  interest  to  newspa¬ 
pers,  since  it  can  complement  local 
crime  coverage,  and  offer  in-depth 
coverage  of  national  crime-related 
stories  that  traditional  general-inter¬ 
est  wire  services  don’t  cover. 


Syndication  companies  are  starting 
to  get  more  online  content  into  print 
newspapers.  Universal  New  Media,  for 
example,  represents  several  online 
content  creators.  While  it  has  placed 
APBNews.com  in  only  five  newspa¬ 
pers  to  date,  the  more  well-known 
Motley  Fool  (http://www.fool.com) 
site  has  a  weekly  print  version  that 
now  runs  in  some  170  newspapers, 
according  to  Nancy  Meis,  Universal 
marketing  director.  Another  success 
story  is  http;//www.4kids.org,  a  guide 
to  the  Internet  for  kids  that  Universal 
has  helped  develop  into  a  print  product 
that’s  now  in  120  newspapers. 

Universal  also  carries  an  online- 
originated  interactive  puzzle  and  a 
word-search  game,  both  of  which 
were  converted  into  printable  ver¬ 
sions.  The  crossword  runs  in  more 
than  30  newspapers,  and  the  word 
game  in  more  than  10. 

Stripping  online 

At  Tribune  Media  Services,  two 
Internet-bred  comic  strips  are  getting 
prepared  for  sale  to  print  newspapers, 
according  to  Fred  Schecker,  execu¬ 
tive  producer.  By  the  end  of 
February,  TMS  will  be  ready  with 
http://www.peterzale.com/helen,  a 
popular  online  strip  by  Peter  Zale 
that’s  known  on  the  Web  as  “Helen. 
Sweetheart  of  the  Internet.”  (Schec¬ 
ker  says  the  strip  name  probably  will 
be  shortened  for  print  syndication, 
simply  because  the  Web  title  is  too 
long  for  print  comic  pages.)  Lead 
character  Helen  is  a  computer  geek, 
and  the  strip  wittily  handles  tech  and 
relationship  themes. 

While  Helen  looks  much  like  a  con¬ 
ventional  newspaper  comic  strip, 
http://www.supercomics.com  is  far 
from  it.  Written  and  drawn  by  Rich 

www.editorandpublisher.com 


www.TtieStreet.com 
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— _ 

www.capitolwire.com 


This  is  True 


WWW  .thisistrue.com 


Davis  and  John  Spren- 
gelmeyer,  respectively, 
"Captain  Ribman”  is  a 
cultural  parody  strip, 
done  in  full  color  using 
nonstandard  sizes,  star¬ 
ring  a  sloth¬ 
ful  superhero 
who’s  not  the 
brightest  bulb 
in  the  room. 

The  cartoon¬ 
ing  duo  often 
invite  celebri¬ 
ties  to  join  in 
the  Ribman  strips.  Not  con¬ 
tent  to  Just  draw  famous  peo¬ 
ple,  Davis  and  Sprenglemeyer 
convince  them  to  help  out 
with  the  writing.  Among  the 
guest  celebrities  have  been 
Mark  Hamill  of  "Star  Wars" 
fame;  ex-Clinton  aide  Dick 
Morris;  and  actress 
Suzanne  Somers, 
who  participated  in  a 
"Thighmasters  of  the 
Universe”  series  of 
strips. 

Schecker  thinks  the 
strip  will  be  a  hit  with 
campus  print  newspa- 

_  pers,  which 

will  be  Rib- 
man’s  primary 
print  market. 
But  TMS  also 
will  market  it 
to  traditional 
papers  —  not 
WWW.Washingtonpost.com  necessarily  for 

the  comics  page,  since  it  wouldn’t 
fit  except  in  the  Sunday  funnies  sec¬ 
tion,  but  also  for  entertainment  or 
style  sections. 


www.es monitor.com 


Buys  and  one-shots 

Some  of  the  most  respected  and 
well-known  Web  sites  and  zines  have 
inked  deals  with  traditional  syndica¬ 
tion  companies  to  sell  into  print  mar¬ 
kets.  The  New  York  Times  Syndicate, 
for  example,  offers  print  features  from 
TheStreet.com  (in  which  its  parent 
New  York  Times  Co.  has  a  financial 
interest)  and  Microsoft’s  Slate. 

NYTS  Special  Projects  Director 


Patrick  Vance  says  TheStreet.com  is 
contributing  each  Friday  a  package 
of  four  articles,  which  is  being 
picked  up  by  a  handful  of  newspa¬ 
pers  currently  (including  the  Denver 
Rocky  Mountain  News  and  San 
Francisco  Examiner).  These  are 
mostly  highly  opinionated  commen¬ 
taries,  including  those  by  TheStreet- 
.com  founder  James  Cramer  and 
columnist  Herb  Greenberg.  NYTS 
last  month  picked  up  TheStreet.com 
as  a  syndication  client  from  United 
Media,  which  had  been  offering  the 
weekly  print  package.  Vance  hopes 
to  develop  it  into  a  five-day-a-week 
offering  in  time. 

Slate  also  has  a  handful  of  news¬ 
paper  clients  for  its  content,  includ¬ 
ing  The  Philadelphia  Daily  New  and 
The  Globe  and  Mail  in  Toronto. 
However,  says  Vance,  it  is  most  suc¬ 
cessful  in  one-shot  article  sales. 
NYTS  sends  out  wire  advisories  to 
newspaper  editors  offering  selected 
Slate  (and  TheStreet.com)  content  — 
political  commentary  and  other  fea¬ 
tures  that  syndicate  editors  deem 
appropriate  for  newspapers  —  and 
editors  can  call  NYTS  to  order  a 
story.  One-shot  buyers  of  Slate  arti¬ 
cles  have  been  diverse  —  from  small 
to  large  papers,  from  domestic  to  for¬ 
eign  publishers. 

Vance  says  the  stories  are  selling 
themselves,  and  the  fact  they  come 
from  an  online  source  really  makes 
no  difference  to  the  buyers  he’s  see¬ 
ing.  If  an  article  from  an  online  zine 
is  compelling  and  well-written,  it’s 
selling.  Also,  some  of  the  content 
from  TheStreet.com  and  Slate  is 
more  in-your-face  opinionated  than 
what  newspaper  editors  are  used  to 
seeing  from  other  sources.  Editors 
may  be  buying  because  it’s  different 
and  fresh  compared  to  what  they  get 
from  traditional  sources. 

Since  online  content  bound  for  the 
printed  page  is  diverse  and  often  dif¬ 
ferent,  it  is  ideal  for  the  newspaper  edi¬ 
tor  wanting  to  differentiate  his  or  her 
pages.  At  The  Patriot-Times  in 
Harrisburg.  Pa.,  for  instance,  editors 
use  some  state  public-affairs  coverage 
from  Capitol  Wire  (http://www.capitol 
wire.com),  a  news  service  that  was 


co-founded  by  a  former  P-T  staffer. 

A  dozen  newspapers  run  a  print 
version  of  This  Is  True  (http://www 
.thisistrue.com),  a  popular  weekly  e- 
mail  newsletter  of  humorous  news 
items  written  by  Randy  Cassingham. 
He’s  had  his  greatest  success  getting 
published  in  newspapers  by  going 
the  alternative  route,  with  such 
clients  as  the  Atlanta  Press  and  The 
Echo  in  Bellingham.  Wash. 

Originating  from  within 

The  online  content  that  may  have 
the  best  chance  of  seeing  the  printed 
page  is  that  produced  by  an  online 
division  of  a  newspaper  company, 
and  there’s  an  increasing  amount  of 
that.  The  Web  site  of  The  Christian 
Science  Monitor  (http://www.es 
monitor.com),  for  example,  has  two 
sections  devoted  to  online-original 
content.  Associate  Editor  Tom  Regan 
says  it’s  happening  more  often  that 
online  articles  are  appearing  in  the 
print  edition  several  days  after  online 
publication,  as  editors  see  a  piece 
online  and  decide  they’d  like  it  for 
the  print  edition. 

Washingtonpost.com  runs  a  thrice- 
weekly  column  by  Joel  Achenbach 
called  "Rough  Draft,”  which  is  occa¬ 
sionally  picked  up  by  the  print  news¬ 
paper’s  "Style”  section.  And  Scripps 
Howard  News  Service  has  added  to 
its  print  news  service  feed  a  column 
by  Maria  Cornelius  that’s  written  for 
the  GoLadyVols  basketball  Web  site 
(http://goladyvols.com). 

Although  online  content  no  doubt 
is  increasingly  finding  its  way  to  the 
pages  of  newspapers,  there  may 
remain  some  lingering  sense  of 
uneasiness  by  editors  at  accepting 
journalism  from  Internet  sources. 
APBNews.com’s  Levins  says  he  con¬ 
tinues  to  sense  some  suspicion  about 
the  quality  of  what  online  journalism 
outlets  are  presenting.  They’re  still 
not  sure  how  to  deal  with  it,  he  says. 

But.  Levins  continues,  newspapers 
still  have  the  age-old  problem  of 
finding  interesting  and  innovative 
new  content  to  put  in  their  print  edi¬ 
tions  —  and  what  better  place  to  look 
for  that  material  than  the  Internet?  ■ 


www.editorandpublisher.com 


FEBRUARY  7,  2000  E&P  INTERACTIVE  161 


■r 

A  job  search  engine 
that  may  work  for  you 

by  Charles  Bowen 

; 

It  used  to  be  in  the  1980s  and  ’90s  ceived  as  an  alternative  to  traditional  But  what  if  you  are  not  in  any  of  ! 
that  some  of  us  thought  of  the  help-wanted  advertisements  for  infor-  the  19  target  areas?  The  site  also  ,| 

“high-technology  business”  as  mation  technology  professionals.  allows  you  to  search  its  database  by  | 

being  synonymous  only  with  These  days,  the  firm  has  multimil-  specific  states.  On  the  introductory  ; 

Silicon  Valley.  We  were  wrong,  lion-dollar  revenues  and  its  award-  screen,  click  the  down  arrow  beside  | 

of  course,  but  not  so  wrong  that  we  winning  Web  site  can  also  help  you  the  drop-down  list  under  the  “Na- 

couldn’t  get  away  with  letting  the  get  a  fix  on  computer  and  electronics  tional”  heading  and  select  a  state 

wire  services  cover  computer  news,  employment,  especially  outside  the  from  the  resulting  list.  You  then  are 

assuming  we  weren’t  in  California.  borders  of  the  traditional  high-tech  taken  directly  to  the  list  of  jobs  for 
But  now  such  tunnel  vision  would  domains.  To  use  the  resource,  visit  the  that  state.  < 

be  fatal  to  a  newspaper’s  business  site  (http://www.computerJobs.com),  Other  considerations  for  using 

where  an  introductory  screen  ComputerJobs.com  in  your  research, 
provides  fast  links  to  any  of  writing,  and  editing: 

19  major  areas  (Atlanta,  The  site  also  takes  a  special 

Boston,  the  Carolinas,  Chi-  interest  in  job  opportunities  in 

cago,  Denver,  Detroit,  the  high-tech  start-up  companies 

District  of  Columbia,  Florida,  around  the  country,  which  can  be 
Los  Angeles,  New  York,  a  great  source  of  tips  for  your  busi- 
Ohio,  Philadelphia,  Phoenix,  ness  desk.  Click  the  “Startup  Jobs” 
Portland.  Seattle,  Silicon  link  on  the  introductory  screen  to  see 
Valley,  St.  Louis,  Texas,  and  the  total  number  currently  in  the 
the  Twin  Cities  of  Minne-  database  and  a  clickable  list  of  cate- 
sota).  Beside  each  is  the  cur-  gories  of  work.  You  also  can  filter  the 
rent  number  of  jobs  listed  in  list  by  date,  by  company,  and/or  by 
the  database  for  that  region.  keyword. 

Click  any  region  for  a  To  help  with  writing  stories 

reporting.  Sure,  high-tech  has  a  more  detailed  report.  The  subsequent  about  job  hunting  in  the  new 

longer  history  in  some  parts  of  the  page  breaks  the  total  down  into  click-  markets  of  high-tech,  be  sure 

country  than  in  others  —  California,  able  categories,  such  as  Windows  to  check  out  the  site’s  “Bench  Time” 
Texas,  Massachusetts,  and  North  developers,  new  media  and  graphics,  section,  clicking  the  “Bench  Time” 
Carolina  all  were  thinking  digitally  networking,  electrical  engineering,  link  on  any  of  subpages.  This  pro- 
before  many  of  the  rest  of  us  were  —  technical  writing,  help  desk  and  tech-  vides  links  to  interactive  discussions 
but  that  becomes  merely  a  footnote  in  nical  support  positions,  and  so  on.  on  topics  such  as  cutbacks,  further 
this  new  century.  Now.  more  than  Click  any  category  to  .see  specific  education,  comparative  salaries,  and 
ever,  technology  jobs  abound  in  jobs  available,  with  descriptions  and  contracts.  Also  here  are  links  to  fea- 
Kentucky  and  Ohio,  in  Oklahoma  names  of  the  towns  where  the  open-  tures  on  subjects  ranging  from  skills 
and  Rhode  Island.  ings  are  available.  testing  to  disabilities  to  gender  bias  in 

In  other  words,  the  computer  is  a  Note  that  a  button  at  the  top  of  the  salaries,  as  well  as  connections  for 

local  employer  almost  everywhere,  display  enables  you  to  toggle  between  organizations,  resource  centers,  and 

And  the  same  digital  technology  can  summary  and  detailed  information  on  training  courses, 
even  help  your  newsroom  get  a  han-  each  job  opening.  Options  on  the  Finally,  you  also  can  browse 

die  on  covering  it.  ComputerJobs.com  screen  also  enable  you  to  screen  the  the  site’s  resources  in  terms  of 

is  an  .Atlanta-based  high-tech  job-  jobs  by  specific  day  posted  and  by  skills.  On  the  introductory 

search  company  that  has  been  work-  specific  companies.  And  a  data-entry  screen,  click  a  link,  choosing  among 
ing  in  this  field  for  years  now.  Started  box  at  the  top  of  the  screen  invites  electronic  commerce,  networking,  i 
in  the  spring  of  1995  by  Mike  and  you  to  further  filter  the  results  by  project  management,  Windows  de- 

Nancy  Gilfillan,  the  site  was  con-  entering  specific  keywords.  velopment.  and  so  on.  ■ 
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IMAGINE  A 
WORLD  WHERE 
YOUR  WEB  SITE 
MAKES  MONEY 


72%  of  online  shopping  results  in  local  retail  purchases. 

Your  advertisers  need  new  ways  to  reach  Internet  users. 
ShoppingList.com  connects  your  retail  advertisers  with  online  shoppers. 
Partner  with  ShoppingList.com  and  bring  profits  to  your  online  business. 


ShoppingList.com  is  the  leading 
online  resource  for  local  shopping 
information.  Currently,  millions  of 
ShoppingList.com  users  search 
up-to-date  sale  information  for 
over  130,000  retail  locations 
and  more  than  25,000  brands. 


ShoppingList.com  will  partner  with 
your  Newspaper  Site  to  provide 
local  shopping  information  to 
your  users,  as  well  as  provide 

ta  solution  for  putting  your 
local  display  advertising 
online. 


.com 


Sending  Shoppers  to  Stores. 


www.shoppinglist.com 


partnerships@shoppingiist. 


WEBPOINT®  CONTENT  PLEASES 


PET  LOVERS# 
PUZZLERS# 
OAMERS#  VIROOS 


AND  ADVERTISERS* 
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Our  entertainment  modules  give  your  site  unique  content  to  help  build  traffic. 
Choose  from  Linda  Black's  horoscopes,  Jumble®  puzzles,  video  game  news  and 
reviews,  plus  our  unique  pet  module  from  America's  favorite  pet  authority  Steve  Dale. 
Use  an  entire  module,  customize  it  or  integrate  the  content  into  your  own  design. 
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California 

Steven  U.  Lee  to  president  of  the  Los 
Angeles  Times'  Orange  County  edition  from 
president  of  the  Times'  Inland  Valley/San 
Gabriel  Valley  region.  Lee  succeeds  Roger 
Oglesby,  now  publisher  and  editor  of  the 
Seattle  Post- Intelligencer  (see  p.  8). 

Lewis  A.  Leader  to  editor  of  the  Times' 
Valley  edition  from  managing  editor  of  The 
Blade  in  Toledo,  Ohio.  Leader  succeeds  Ardith 
Hilliard,  now  the  Times'  associate  editor. 


Telegram  from  doctoral  candidate  and  part- 
time  writer  for  the  paper.  Beaudoin  succeeds 
John  W.  Porter,  who  was  named  editorial 
page  editor  last  November. 


as  co-editors  of  The  Lebanon  Daily  Record. 

Phyllis  Wilson  to  chief  financial  officer  of 
Lebanon  Publishing.  She  remains  business 
manager  of  the  Daily  Record. 

Dan  Wehmer  to  publisher  of  the  Webster 
County  Citizen  in  Seymour.  He  remains  edi¬ 
tor  of  the  weekly. 

Norene  Prosoki  to  publisher  of  the  Ozark 
Comity  Times  in  Gainesville  from  general 
manager. 


Many'iand 

Jim  Asher  to  the  newly  created  position  of 
metro  editor  for  enterprise  and  projects  at  The 
Baltimore  Sun  from  city  editor. 

John  Fairhall  to  city  editor  from  Howard 
County  bureau  editor. 


Dennis  Ellsworth  to 

executive  editor  of  the  St.  ■  ■■ 

Joseph  News-Press  from 
editor  of  the  Standard-Times  ^ 
in  San  Angelo.  Texas. 

Ellsworth  succeeds  Ken 

Fortenberry.  Ellsworth 

St.  Joseph 

New  York 

Lee  Kravitz  to  editor  of  Parade  magazine 
and  senior  vice  president  of  New  York-based 
Parade  Publications  from  vice  president  of 
Parade  Publications.  Kravitz  succeeds  Walter 
Anderson,  now  chairman,  publisher,  and 
CEO  of  Parade  Publications. 


Minnesota 

Mike  Maslow  to  the  newly  created  position 
of  director  of  new  media  at  Sun  Newspajjers  in 
Eden  Prairie  from  advertising  sales  manager. 

Linda  Carroll  to  Internet  sales  coordinator 
from  classified  sales  representative. 

Kevin  True  to  retail  advertising  director 
from  advertising  sales  manager. 


Jeffrey  Kreger  to  Los  Angeles  advertising 
manager  for  Parade  magazine  from  advertis¬ 
ing  sales  representative. 


Georgia 

Suzanne  Downing  to 

editorial  page  editor  of  The 
Augusta  Chronicle  from 
editor  of  the 


managing 
Juneau  (Alaska)  Empire. 

Downing  succeeds  Phil  Downing 
.  The  Augusta 

Kent,  who  will  continue  as  chronicle 

editorial  writer  and  Sunday  political  columnist. 


Missouri 

Gary  Sosniecki  to  co-publisher  and  vice 
president  of  news  for  Lebanon  Publishing  Co. 

Helen  Sosniecki  to  co-publisher  and  vice 
president  of  operations.  Both  retain  positions 


Illinois 

David  Snyder  to  general  manager  of 
Internet  operations  for  Crain's  Chicago 
Business  from  editor  of  the  publication. 
Robert  Reed  to  editor  from  executive  editor. 


I^cpubtican  h 


Union  |! 


Journal  Tribune 


"PlONEEfrREPLWJCAN 


Ron  Morgan  to  director 
of  advertising  for  The 
Indianapolis  Star  from  * 

director  of  advertising  op- 
erations.  Morgan  succeeds 
Tom  Donovan.  Morgan 

The  Indianapolis  Star 

Iowa 

Tom  Quinn  to  publisher  of  The  Daily 
Reporter  in  Spencer  from  publisher  of  the 
Borger  (Texas)  News-Herald.  Quinn  suc¬ 
ceeds  Joni  Weerheim. 


Holidiy  honMcoming  for  Will* 


Marengo  Publishing  Corporation 
and  Poweshiek  Publications 

have  sold 

Pioneer  (lA)  Republican,  Journal  (lA)  Tribune 
North  English  (lA)  Record,  Belle  Plalne  (lA)  Union 
South  Benton  (lA)  Star  Press,  Brooklyn  (lA)  Chronicle 
Montezuma  (lA)  Republican 

(44,800  combined  circulation. 

Including  non-pald  publications  not  listed) 
to 

Gannett  Co.,  Inc. 

We  are  proud  to  have  represented 
Marengo  Publishing  Corporation  and 
Poweshiek  Publications  in  ^is  transaction. 


Kansas  V 

Judy  Burks  to  manag-  ^ 

ing  editor  of  the  Dodge  ^  W  i 
City  Daily  Globe  from  !  J"'  k.  \ 

reporter  at  the  Southwest  j 

Daily  Times  in  Liberal.  She 

succeeds  Brian  Rectz.  ? 

Dodge  City 

Daily  Globe 

Maine 

Jack  Beaudoin  to  editorial  writer  for  the 
Portland  Press  Herald  and  Maine  Sunday 
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Randolph  Picht  to  the  newly  created  posi¬ 
tion  of  director  of  AP  Market  Information 
from  business  editor  for  The  Associated  Press. 

Darrell  Christian  to  business  editor  for  the 
AP  from  director  of  AP  MegaSports. 

Julia  Rubin  to  the  newly  created  position 
of  entertainment  editor  for  the  AP  from 
senior  national  photo  editor. 

Raymond  Baumkirchner  to  vice  president 
of  finance  at  Dow  Jones  &  Co.  from  manag¬ 
ing  director  of  PricewaterhouseCoopers  LLP. 
He  succeeds  Thomas  G.  Hetzel. 

Virginia 

Ray  Robinson,  president  of  Salem 
Publishing  Co.,  elected  president  of  the 
Virginia  Press  Association. 

Lawrence  McConnell,  publisher  of  The 
Daily  Progress  in  Charlottesville,  elected 
president-elect. 

John  Toler,  executive  editor  of  the  weekly 
Fauquier  Times- Democrat  in  Warrenton. 
elected  vice  president. 

Carol  Melamed,  vice  president  of  govern¬ 
ment  affairs  for  The  Washington  Post,  elected 
secretary. 

David  Cole,  publisher  of  the  weekly 
Powhatan  Today,  elected  treasurer. 

Wasliington 

Richard  Walker  to  managing  editor  of  The 
Journal  of  the  San  Juan  Islands  in  Friday 
Harbor  from  managing  editor  of  Placer 
Community  Newspapers  Inc.  in  Roseville, 
Calif.  Walker  succeeds  Matt  Pranger. 

Scott  Rasmussen  to  staff  writer  at  the 
weekly  from  free-lancer  in  Portland,  Ore. 

Associations 

Gay  Nuttall,  president  of  the  Washington 
(D.C.)  Suburban  Press  Network,  elected  presi¬ 
dent  of  the  Suburban  Newspapers  of  America. 
She  succeeds  Tom  Bradlee,  president  and 
CEO  of  Chesapeake  Publishing  in  Elkton,  Md.. 
who  remains  on  SNA's  executive  committee. 

Rick  O’  Connor,  president  of  Metro  Valley 
Newspaper  Group  in  Abbotsford,  British 
Columbia,  elected  first  vice  president. 

Harrison  Cochran,  president  of  Aurora 
Publishing  in  Colorado,  elected  second  vice 
president.  Guy  Townsend,  president  of 
Townsend  Communications  in  Kansas  City, 
Mo.,  elected  treasurer.  Banks  Dishmon.  pub¬ 
lisher  of  Observer  &  Eccentric  Newspapers 
Inc.  in  Livonia,  Mich.,  elected  secretary. 


OBITUARIES. . 

George  Berger,  63,  longtime  Chicago  Sun- 
Times  promoter,  died  Jan.  26  of  cancer.  For  the 
better  part  of  four  decades,  Berger  fought  to 
build  Sun-Times  circulation  with  a  wide  variety 
of  promotions  that  ranged  from  traditional 
games  to  the  tabloid's  long-running  “Beat  the 
Champions”  bowling  contest.  Berger  began  as 
a  copy  writer  in  the  Sun-Times  marketing  and 
promotions  department  in  1964.  He  was  pro¬ 
moted  to  copy  chief  in  1967,  copy  supervisor 
in  1975,  and  assistant  promotions  manager  in 
1979.  Named  promotion  manager  in  1984  — 
when  Rupert  Murdoch  began  his  brief  owner¬ 
ship  of  the  paper  —  Berger  introduced  Wingo 
to  Chicago. 

Charles  L.  Byars.  71,  South  Carolina 
newspaperman,  died  Feb.  1  after  a  lengthy 
bout  with  cancer.  In  1959,  Byars,  with  Jack 
Brewster,  started  his  own  newspaper,  the 
weekly  Ninety  Six  News.  In  1961,  the  paper 
was  merged  into  The  Index-Journal  in 
Greenwood,  where  he  served  as  wire  editor, 
sports  editor,  news  editor,  and  managing  edi¬ 
tor.  He  left  Greenwood  for  The  Columbia 
Record,  a  now-defunct  evening  daily,  where 
he  worked  as  assistant  city  editor,  news  edi¬ 
tor,  assistant  managing  editor,  and  managing 
editor  before  moving  over  to  The  State,  also 
in  Columbia.  He  was  a  member  of  Associated 
Press  Managing  Editors,  a  member  of  the 
South  Carolina  Press  Association,  and  former 
president  of  the  South  Carolina  Associated 
Press  News  Council.  Byars  retired  in  1988 
after  eight  years  as  managing  editor  of  The 
State,  which  featured  “Personally,”  his  col¬ 
umn  of  homespun  musings. 

Mary  Cantwell.  69,  author  and  member  of 
The  New  York  Times  editorial  board,  died 
Feb.  1  of  cancer.  Cantwell  started  as  a  copy 
editor  at  Mademoiselle,  where  she  worked 
for  23  years,  nine  of  them  at  managing  editor 
and  features  editor.  In  1980,  she  was  invited 
to  be  a  guest  writer  for  the  Times'  “Hers”  col¬ 
umn,  and  later  that  year  she  joined  the  news¬ 
paper's  editorial  board,  on  which  served  16 
years.  In  her  writing,  she  often  focused  on 
issues  affecting  women.  Cantwell  wrote 
three  books:  “American  Girl,”  1992; 
“Manhattan.  When  I  Was  Young,”  1995;  and 
“Speaking  with  Strangers.”  1998. 

Craig  Claiborne.  79,  former  food  editor  at 
The  New  York  Times,  died  Jan.  22.  In  1957, 


Claiborne  became  the  first  male  food  editor  at 
the  Times.  He  claimed  to  be  the  first  restaurant 
critic  with  a  formal  education  in  food,  which  he 
received  at  the  Swiss  Hotelkeepers  Association 
school  in  Lausanne.  In  1961,  he  published  his 
first  book,  "The  New  York  Times  Cookbook,” 
which  eventually  sold  3  million  copies.  He 
went  on  to  write  20  books,  including  his  auto¬ 
biography.  He  revised  and  updated  the  cook¬ 
book  in  1990  to  include  such  culinary  advances 
as  pesto,  sun-dried  tomatoes,  and  the  food 
processor.  He  retired  from  the  Times  in  1988. 

John  J.  Gaherin.  85.  negotiator  who  repre¬ 
sented  newspaper  publishers  and  helped  write 
the  first  labor  contracts  for  Major  League 
Baseball,  died  Jan.  24.  From  1964  to  1967,  he 
was  president  and  chief  negotiator  of  the  New 
York  Newspaper  Publishers  Association,  rep¬ 
resenting  seven  newspapers  against  10  unions 
during  a  time  of  strikes,  slowdowns,  and  wage- 
related  troubles.  Gaherin  spent  the  next  decade 
as  chief  negotiator  for  organized  baseball. 

Ernest  Johnston.  61,  veteran  writer,  died 
Jan.  26  of  a  heart  attack.  Johnston  was  the  first 
black  reporter  at  The  Star-Ledger  of  Newark. 
In  1968,  he  got  a  10-minute  interview  with  the 
Rev.  Martin  Luther  King  Jr.  while  the  minis¬ 
ter's  car  was  stopped  at  a  drawbridge  during  a 
stop  in  Newark.  King  was  slain  in  Memphis  a 
few  days  after  his  trip  to  Newark.  Johnston 
also  was  a  reporter  with  the  New  York  Post 
from  1968  to  1972.  He  later  worked  as  a  free¬ 
lance  copy  editor  and  columnist  with  The 
Jersey  Journal  of  Jersey  City  and  was  manag¬ 
ing  editor  of  the  New  York  Amsterdam  News 
from  1977  to  1981. 

Bill  Mansfield.  69,  retired  Florida  journal¬ 
ist.  died  Jan.  25  of  cancer.  He  worked  as  a 
courts  reporter  for  the  Middletown  (Ohio) 
Journal  and  the  Lexington  (Ky.)  Herald  before 
joining  The  Miami  Herald  in  1960.  A  passion¬ 
ate  proponent  of  government  openness,  he 
was  physically  ejected  from  the  Florida 
Senate  chamber  in  1967  when  he  refused  to 
leave  in  protest  of  the  senators'  decision  to 
meet  in  a  closed  session.  As  state  capitol 
bureau  chief  for  the  Herald  in  1973,  he 
detailed  how  Florida  businesses  had  funneled 
contributions  to  candidates  in  an  investigative 
series  entitled  “The  Greening  of  the 
Legislature.”  Mansfield  tracked  every  cam¬ 
paign  contribution  over  $25  made  to  state  leg¬ 
islators  in  the  1972  election  year  —  on  index 
cards.  The  series  won  a  public-service  award 
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from  the  Florida  Society  of  Newspaper  Edit¬ 
ors  in  1973.  He  retired  from  the  Tallahassee 
(Fla.)  Democrat  as  editorial  page  editor  in 
1994  after  16  years  in  the  position. 

Bill  Maples,  75,  retired  reporter  and  editor, 
died  Jan.  29.  Maples  worked  as  city  editor  of 
the  Kingsport  (Tenn.)  Times-News  in  1948, 
and  from  1950  to  1959  he  worked  at  The 
Tennessean  in  Nashville  as  a  reporter,  promo¬ 
tion  director,  and  columnist.  Maples  was 
managing  editor  of  the  Bristol  (Va.)  Herald- 
Courier  from  1 959  to  1 962.  when  he  joined 
The  Knoxx'ille  (Tenn.)  News-Sentinel  as  a 
copy  editor.  He  retired  from  the  paper  in  1987 
but  continued  to  cover  religion  news  on  a 
part-time  basis. 

Harry  C.  Nash  Jr..  92.  longtime  correspon¬ 
dent  for  The  Associated  Press,  died  Jan.  22. 
Nash  began  working  part  time  for  The 
Virginian-Pilot  in  Norfolk  while  he  was 
attending  Georgetown  University.  He  later 
went  to  work  for  AP.  initially  in  Richmond 
and  then  in  Norfolk.  During  World  War  II. 
packs  of  German  submarines  lay  in  wait  out¬ 
side  Virginia’s  port  of  Hampton  Roads  for 
freighters  and  tankers  to  emerge  into  the 
Atlantic.  As  convoys  entered  the  open  sea.  the 
attacking  subs  produced  flashes  of  gunfire  and 
explosions  often  visible  on  land.  Nash  recruit¬ 
ed  residents  to  call  him  at  such  times,  and  then 
he  tracked  down  and  interviewed  survivors. 

Jay  Geddes  Odell  Jr..  88.  former  editor  at 
The  Philadelphia  Inquirer,  died  Jan.  II. 
Odell  began  his  career  in  the  1930s  as  a 
reporter  for  the  St.  Paul  (Minn.)  Pioneer 
Press  and  sports  announcer  for  radio  station 
KSTP,  and  later  moved  to  Philadelphia  to  Join 
the  Inquirer.  After  serving  in  World  War  II,  he 
returned  to  the  paper,  and  in  1946  he  was 
awarded  a  Nieman  Fellowship  at  Harvard 
University.  The  following  year,  Odell  became 
managing  editor  of  The  New  York  Star,  which 
folded  in  1949.  Odell  moved  on  to  become 
editor  and  information  officer  for  the  Com¬ 
mittee  for  Economic  Development. 

Roy  M.  Shoffner,  82.  former  publisher  and 
editor  of  The  Enterprise  (Ala.)  Ledger,  died 
Jan.  25.  Shoffner’s  writing  career  included 
books  on  local  history,  including  a  history  of 
Enterprise’s  famous  boll  weevil  monument 
titled  “Pest  of  Honor.’’  He  began  working  for 
the  Ledger  in  1954  and  became  publisher  in 
1977.  He  retired  in  November  1984. 


Jerry  Thompson 

A  Tennessee  columnist  and  reporter 
whose  subjects  ranged  from  “poke  sallef  ’  to 
his  prolonged  battle  with  cancer,  Thompson 
died  Jan.  28  of  complications 
from  the  disease.  He  was  59. 

From  his  beginnings  as  an 
impish,  if  lackadaisical,  copy 
clerk  for  The  Tennessean  in 
Nashville  to  his  final  12  years 
as  a  cancer  patient  and  sur¬ 
vivor.  Jerry  Thompson  brought 
people  joy. 

Thompson  realized  that 
everyone  must  die  sometime,  but  he  liked  to 
say,  “I  just  don’t  want  to  do  it  tonight.”  And 
tonight  seemed  to  be  every  night  for  the 
fun-loving  Tennessee  boy  from  Robertson 
County.  Thompson  dropped  out  of  Austin 
Peay  University  after  two  years  to  barge 
into  newspapers.  A  lot  of  hard  work  went 
into  his  job  as  copy  clerk  for  The 
Tennessean,  just  not  a  lot  of  it  was  done  by 
Thompson.  Yet  what  he  shirked  in  work,  he 
made  up  for  in  laughs,  often  in  the  form  of 
practical  jokes,  from  which  no  one  was 
spared,  be  they  cub  reporters,  writers,  or 
future  vice  presidents. 

Later,  as  a  reporter  on  the  police  beat,  a 
young  Thompson  was  easily  spotted  at 
crime  scenes  (he  was  quite  untroubled  by 
suggested  speed  limits),  but  was  sometimes 
harder  to  locate  when  he  felt  like  fishing  or 
relaxing  in  his  garden.  “Once  found,”  how¬ 
ever,  wrote  Tennessean  staff  writer  Frank 

AWARDS. . 

Nine  journalists  were  named  Alicia 
Patterson  Foundation  Journalism  Fellows 

for  2(X)0.  Established  in  1965,  the  grants 
honor  Alicia  Patterson,  the  founder,  publish¬ 
er,  and  editor  of  Newsday  on  Long  Island, 
N.Y.  Recipients  spend  their  fellowship  year 
traveling,  researching,  and  writing  articles  on 
their  chosen  projects  for  the  APE  Reporter,  a 
quarterly  magazine  published  by  the  founda¬ 
tion  and  available  via  Web  site.  Each  fellow¬ 
ship  pays  $35,000  a  year.  The  35th  group  of 
fellows  are: 

Zana  Briski,  free-lance  photographer. 
New  York; 

Chris  Bull,  correspondent.  The  Advocate, 
Washington; 

Bruce  Butterfield,  reporter.  The  Boston 
Globe', 


Ritter,  “he  was  the  best  at  what  he  did.” 

Thompson  wasn’t  just  driven  by  a  love  of 
excitement.  He  also  desired  justice.  His 
infiltration  in  1979-80  of  two  rival  Ku  Klux 
Klan  groups  in  Alabama  was 
an  endeavor  that  took  him 
away  from  his  family,  friends, 
and  colleagues  for  16  months. 
Posing  as  a  good  oF  boy. 
Thompson  went  undercover  to 
expose  the  true  nature  of  the 
Klan.  For  that  effort,  he  won  a 
National  Headliner  Award, 
and  was  nominated  for  the 
Pulitzer  Prize.  He  also  wrote  a 
book  about  his  experiences.  “My  Life 
in  the  Klan.” 

Thompson  found  a  new  focus  in  1988, 
after  he  learned  he  had  kidney  cancer.  The 
hearty  Tennessean  wrote  often  in  his  col¬ 
umn.  “Thompson’s  Station,”  about  his  bat¬ 
tles  with  the  disease,  even  his  struggle  with 
its  dull  nature.  He  explained:  “As  many  bar¬ 
room  fights  as  I’ve  been  in.  as  many  car 
wrecks  as  I’ve  been  in.  as  many  jealous  hus¬ 
bands  and  boyfriends  as  I’ve  encountered, 
you’d  think  I’d  go  to  my  grave  in  some  way 
more  dramatic  than  cancer.”  Yet  despite  the 
tough  stance,  his  tender  heart  shone 
through.  “Of  course,  you  understand  th.at  I 
would  prefer  I  not  have  to  undergo  this.  But 
if  I  have  to  do  it.  if  God  gives  me  this  to 
endure,  then  let  it  have  a  meaning  for  good 
for  other  people.” 

Those  people  were  legion. 


Earl  Dotter,  free-lance  photographer. 
Silver  Spring,  Md.; 

Doug  Foster,  free-lance  writer,  Berkeley, 
Calif.; 

Julia  Klein,  reporter  and  editor.  The 
Philadelphia  Inquirer, 

Shawn  Pogatchnik.  reporter.  The  Associ¬ 
ated  Press,  Belfast.  Northern  Ireland; 

James  Shreeve,  free-lance  writer,  Takoma 
Park,  Md.;  and 

Pat  Sloyan,  Washington  bureau  senior  cor¬ 
respondent,  Newsday. 

The  trustees  of  the  foundation  also 
named  one  of  the  fellows  in  honor  of 
Josephine  Patterson  Albright,  who  was  a 
major  benefactor  of  the  foundation.  The 
Josephine  Patterson  Albright  Fellow  is 
Earl  Dotter. 
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Most  presidential  candidates 
abandon  newspaper  advertising 

POLS  WHO  TALK  OUT  OF  BOTH  SIDES  OF  MOUTH  DISyt$,yS§UE  ADS  BY  JOE  NICHOLSON 

^Bith  George  W.  Bush 


Columbia-based  South  Carolina  Citizens  For 
Life,  exemplify  the  unique  ability  of  newspa¬ 
pers  to  lay  out  a  broad  array  of  facts  about  an 
issue.  The  ad  lays  out  nine  issues  that  reflect 
sharp  differences  between  the  pro-choice 
policies  of  President  Clinton  and  the  pro-life 
policies  of  former  President  Bush,  begin¬ 
ning  with  whether  the  U.S.  Supreme 
Court's  landmark  Roe  vs.  Wade  decision 
1  should  be  overturned. 

I  Last  month,  during  the  Iowa  party  cau- 

I  cuses,  advocacy  groups  bought  an  estimat- 
i  ed  S2(X).{HX)  worth  of  newspaper  ads. 
I  according  to  Chris  Ingalls,  an  account 

^  1  executive  with  Customized  Newspaper 

I I  Advertising,  the  ad  sales  arm  of  the  Iowa 
P  1  Newspaper  Association.  The  biggest 

I  advertiser  was  a  group  urging  stricter 
I  immigration  limits,  said  Ingalls,  who 
5  I  added  it  may  have  been  motivated  by 
‘.r,  1  concerns  about  an  influx  of  Mexicans 
_  1  taking  jobs  in  meat-packing  plants. 

"  I  Other  Iowa  advocacy  groups  that 
r  1  took  out  newspaper  ads  included  an 
organization  that  supports  current 
immigration  policies;  a  conservation 
group;  an  elderly  rights  organization; 
and  a  branch  of  the  American  Medical 
Association. 

Ingalls  struck  gold  with  Forbes, 
who  spent  an  estimated  $23(),(XX)  for 
50  or  60  ads  in  about  30  of  the  state’s  38 
dailies  as  well  as  another  two  dozen  or  so  ads 
in  weeklies.  Most  of  Forbes'  ads  promoted 
his  appearances  in  communities  around  the 
state,  with  the  remainder  designed  to  boost 
his  image. 

The  Forbes  ads  came  in  off  and  on  over  a 
number  of  months,  said  Ingalls,  who  recalled  a 
Forbes  campaign  official  would  telephone  him 
pericxlically,  saying,  “We're  going  on  this  tour. 
We’re  going  to  these  tow  ns.  Can  you  help  us?" 

Beginning  last  spring.  Ingalls  and  his  col¬ 
leagues  worked  hard  pitching  Forbes  and  the 
other  candidates  with  "a  pretty  extensive  PR 
blitz"  using  face-to-face  meetings  as  well  as 
post  cards  and  e-mail  messages  featuring 
research  on  the  power  of  Iowa  newspaper  ads. 


Iowa  caucus  I 


W  attempting  to  tag 
upstart  John  McCain 
with  a  knockdown 
punch  in  South  Car-  ^ 
olina.  nearly  all  the  advertising  Jabs 
are  being  thrown  in  TV  spots.  Most  can-  ■ 
didates  and  most  ad  agencies  appear  to  K 
be  giving  little  thought  to  using  news-  I 
paper  ads.  I 

The  TV  obsession  of  political  strate-  & 
gists  is  based  on  their  conviction  that  vie-  ■ 
tory  comes  to  those  who  project  a  winning 
personality  with  tube  ads.  according  to 
several  newspaper  ad  directors. 

When  crunch  time  comes,  as  it  may  for 
Bush  and  McCain  in  South  Carolina,  the 
newspaper  ad  executives  said  the  first  temp¬ 
tation  of  TV-obsessed  political  strategists 
will  be  to  return  to  the  tube  with  last-minute 
attack  ads. 

From  the  vantage  point  of  newspaper  ad 
executives,  candidates  and  their  handlers  act 
like  punch-drunk  fighters  lunging  at  oppo¬ 
nents  with  sweeping  uppercuts  and  forgetting 
most  fights  are  won  with  a  combination  of 
crosses  and  jabs. 

"Ads  [in  presidential  primaries]  have  been 
slowly  dropping  off  over  the  li  st  20  years 
because  the  people  [who]  spend  the  ad  dollars 
feel  that  TV  ads.  especially  the  negative 
attack  ads.  can  be  more  effective.”  said  Larry 
Tarleton.  assistant  publisher  and  chief  operat¬ 
ing  officer  at  The  Post  and  Courier  in 
Charleston,  S.C. 

Tarleton  expressed  a  bit  of  opti¬ 
mism  that  his  paper  will  get  some 
candidate  ads  as  the  Feb.  1 9  primary, 
which  involves  only  Republican 
candidates  this  year,  draws  closer. 
"If  they  want  to  target  their  message 
to  South  Carolinians.  1  think  news¬ 
papers  are  the  best  way,"  said 
Tarleton.  sounding  more  hopeful  than 
convinced. 

"What’s  the  real  important  issue  in 
New  Flampshire  may  not  be  the  most 
important  issue  in  South  Carolina.” 
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South  Carolina’s  largest  daily,  the  Columbia-based 
The  State,  has  run  a  primary-related  anti-abortion 
ad,  but  no  presidential  candidates  have  bought  ads. 


said  Tarleton.  who  quickly  conceded  candi¬ 
dates  often  want  to  hide  their  positions  on 
issues.  "They  make  sure  they  don’t  talk  about 
the  Confederate  flag.  That’s  not  such  a  big 
issue  here,  except  with  a  small  group.  They 
want  to  dodge  that  issue  all  they  can.  and  1 
don’t  blame  them.  They’re  not  going  to  win 
on  that  issue  with  the  group  of  constituents 
they  want  to  reach." 

So  far,  the  only  primary-related  newspaper 
ads  have  been  full-page  anti-abortion  ads  that 
ran  in  The  Post  and  Courier  and  The  State, 
based  in  Columbia,  the  state  capital,  and  four 
or  five  small  ads  in  weekly  or  daily  newspa¬ 
pers  announcing  appearances  by  Republican 
presidential  candidate  Steve  Forbes. 

The  anti-abortion  ads,  sponsored  by  the 
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Their  biggest  selling  point  was  a  three-ads- 
for-the-price-of-one  discount  offered  by  a 
number  of  Iowa  papers,  said  Ingalls. 

But  only  Forbes  spent  significant  money  on 
newspaper  ads.  and  Ingalls  attributed  the  differ¬ 
ence  to  Forbes’  understanding  —  as  a  publish¬ 
er  himself  —  of  the  power  of  the  print. 

Political  strategists  "tend  to  think  of  televi¬ 
sion  and  radio  first  —  only,  I  should  say,”  said 
Ingalls.  As  a  result.  Ingalls  said  newspaper 
sales  reps  sometimes  give  up;  “Some  of  them 
just  think  it’s  a  lost  cause.  They  haven’t  seen 
anything  in  the  past.  So  why  put  effort  into  it?” 

Ingalls.  32.  isn’t  among  the  defeatists.  “It 
actually  kind  of  motivates  you  when  you  see  all 
the  money  going  into  television.”  he  explained. 
“It  kind  of  makes  a  newspaper  person  more 
hungry  for  it.” 

Still.  Ingalls  conceded  that  advocacy-group 
ads  generally  offer  newspapers  “more 
potential”  sales  than  candidate  ads. 

While  many  ad  experts  view  newspa¬ 
pers  as  an  ideal  way  for  a  candidate  to 
make  known  his  or  her  stand  on  issues, 
some  nev'spaper  ad  executives  said  most 
political  strategists  believe  elections  are 
won  by  images  rather  than  a  candidate’s 
stand  on  issues. 

Ingalls  said  presidential  candidates 
often  prefer  to  obscure  their  stand  on 
issues:  “It’s  all  about  image.  How  they 
look  on  TV.  A  lot  of  them  don’t  really  want  to 
express  their  views  because  they  want  to  play 
both  sides  [of  an  issue].  It  sets  them  up  to  alien¬ 
ate  certain  groups  of  people.” 

Forbes’  campaign  director  in  South 
Carolina  agreed.  “Newspapers  favor  those 
who  want  to  talk  about  hard,  solid,  substan¬ 
tive  issues  —  like  Mr.  Forbes.”  said  Terry 
Sullivan,  who  predicted  South  Carolina  will 
be  a  “fierce  battle.” 

It  can  safely  be  assumed  that  most  presi¬ 
dential  candidates,  unlike  Forbes,  shun  issue 
ads  in  newspapers  for  fear  of  restricting  their 
ability  to  talk  out  of  both  sides  of  their  mouths, 
said  Sullivan. 

Bush  has  been  flooding  South  Carolina  air¬ 
waves  for  three  months  with  “very  heavy  buys” 
of  more  than  $200,000  a  week  in  TV  spots,  said 
Sullivan.  Three  months  late,  McCain  recently 
began  matching  Bush  in  TV  buys,  said 
Sullivan,  who  added  both  Bush  and  McCain 
were  also  on  radio.  Neither  of  them  has  run 
newspaper  ads.  said  Sullivan. 

Forbes  soon  will  announce  his  ad  plans  in 
South  Carolina,  said  Sullivan.  So  far.  Forbes’ 


It’s  all  about 
Image.  How  they 
look  on  TV.  A  lot 
of  [presidential 
candidates]  don’t 
really  want  to 
express  their  views 
because  they  want 
to  play  both  sides 
[of  an  issue]. 

—  Chris  Ingalls 


only  ads  have  been  the  four 
or  five  announcing  the  can¬ 
didate’s  appearances  around 
the  state.  The  inexpensive 
ads.  said  Sullivan,  were  “a 
great  way  to  reach  commu¬ 
nity  activists.” 

According  to  an  official 
at  Bush’s  South  Carolina  headquarters,  “All 
the  advertising  that  is  done  here  is  decided 
in  Austin.” 

In  Austin,  Texas,  Bush’s  national  campaign 
headquarters  referred  comment  to  Austin-ba.sed 
Maverick  Media,  an  organization  set  up  solely 
to  handle  Bush’s  campaign  advertising. 

When  Yvette  Lozano,  an  official  at  Bush’s 
ad  organization,  was  asked  whether  newspaper 
advertising  was  being  considered,  she  said, 
“Not  that  I  know  of.”  Bush’s  advertising  opera¬ 
tion  will  handle  ads  in  all  media,  she  said.  But 
she  illustrated  Bush’s  advertising  mentality 
when  she  described  his  campaign  advertising 
operation:  “Basically,  a  television  production 
house  is  how  we  describe  ourselves.” 

Jeanie  Enyart,  vice  president  for  marketing 
and  advertising  at  The  State,  said  presidential 
candidates  seemed  to  be  convinced  “TV  can 
carry  images  and  relationship-building  better 
than  newspapers.” 

Local  politicians  have  been  more  likely  to 
buy  ads,  said  Enyart,  who  declined  to  give  the 
price  paid  for  the  primary-related  anti-abor¬ 
tion  ad  that  ran  on  a  recent  Sunday  in  her 


paper.  But  she  said  a  full-page  advocacy  ad  on 
Sunday  would  normally  run  at  the  retail  open 
rate  of  $9,791.46. 

Enyart  worked  to  boost  local  candidates’ 
advertising  at  her  last  Job  as  vice  president  for 
advertising  at  The  Miami  Herald. 

“We  even  did  a  seminar  for  the  politicians  on 
how  to  deal  with  the  newsroom  and  how  to 
write  a  press  release,  who  to  call,  all  kinds  of 
wonderful  information.”  she  recalled.  “And  we 
benefited  by  getting  a  lot  of  advertising,  too.” 

In  Aiken.  S.C.,  the  Aiken  Standard  has  yet  to 
receive  any  presidential  primary  insenion 
orders,  said  Ad  Director  Angela  R.  Nalley. 
Local  TV  has  been  flooded  with  candidate  ads. 
she  said,  adding.  “There’s  a  lot  of  yard  signs  up 
already  for  Bush  and  McCain.” 

If  Bush  and  McCain  make  last-minute  deci¬ 
sions  to  puff  themselves  up  or  Jab  each  other 
with  newspaper  ads.  the  most  efficient  way  for 
them  to  get  into  the  state’s  1 5  dailies  as  well  as 
its  weeklies  may  be  the  South  Carolina  Press 
Association. 

“Even  with  local  politicians,  it  seems  that 
the  newspapers  are  the  last  of  the  media  to 
receive  advertising.”  said  Alanna  Ritchie, 
advertising  director  of  the  Columbia-based 
South  Carolina  Press  Services,  the  advertising 
arm  of  the  state  press  association. 

Ritchie  offers  a  one-order,  one-bill  service 
that  can  place  ads  in  all  state  dailies  simulta¬ 
neously.  “We  try  to  take  away  all  those  hur¬ 
dles  and  hoops,"  she  said.  Still,  she  conceded 
that  ad  agencies  and  the  candidates  they  rep¬ 
resent  often  seem  to  feel  it  is  easier  for  them 
to  place  ads  on  TV  or  radio. 

“I  think  it’s  a  major  mistake.  It  seems  to  me 
the  electronic  media  is  saturated,”  she  said, 
describing  the  current  “blizzard"  of  Bush  and 
McCain  TV  ads.  “You  don’t  know  when  TV 
sets  are  going  to  be  on.  and  most  people  have 
a  remote  control  [which  they  use  to  either 
mute  commercials  or  surf  channels].” 

Ritchie  said  all  of  the  nation’s  state  press 
associations  cooperate  to  place  ads  in  each  oth¬ 
ers’  newspapers,  and  explained  that  the  Virginia 
Press  Association  often  represents  its  sister 
state  associations  in  dealing  with  presidential 
candidates  who  have  their  headquarters  or  their 
ad  agencies  in  nearby  Washington. 

Bert  Johnston,  an  account  executive  with 
Virginia  Press  Services,  the  state  press  asso¬ 
ciation’s  advertising  operation,  said  he  was 
“certainly  going  after"  presidential  candi¬ 
date  ads.  although  he  has  not  yet  received 
insertion  orders.  ■ 
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Tree  Press’  pays  polling  firm  to  do 
comic  study  —  and  is  glad  it  did 

RARE  OUTSIDE  SURVEY  RESULTS  IN  A  WIN  FOR  THE  LOCKHORNS’  BY  DAVE  ASTOR 


A  polling  company  recently 
phoned  600  Detroit  Free  Press 
readers  with  98  questions.  Was 
it  seeking  presidential  prefer¬ 
ences?  Opinions  about  gun 
control  or  abortion? 

Nope,  the  company  asked  about  the  funnies. 
Most  newspapers  do  comic  polls  by  pub¬ 
lishing  in-paper  ballots  and  tabulating  the 
votes  of  readers  who  have  the  time  and  desire 
to  fill  them  out.  But  the  Free  Press  opted  for 
a  scientific,  demographically  representative 
sampling. 


“The  results  are  much  more  statistically 
valid.”  said  Free  Press  Special  Features  and 
Syndicate  Editor  John  Smyntek.  And  while 
declining  to  reveal  the  pollster’s  fee,  he  said 
the  cost  is  “comparable”  to  printing  an  in¬ 
paper  ballot  and  paying  the  salaries  of  people 
opening  envelopes  and  crunching  numbers. 

Conducting  the  survey  was  Lansing. 
Mich. -based  EPIC/MRA,  which  also  does 
political  and  sociological  polls  for  the  Free 
Press.  Some  of  its  funnies  findings: 

•  “The  Lockhoms”  was  the  most  popular 
of  27  comics  in  the  Detroit  paper,  followed  by 


“For  Better  or  For  Worse,”  “Peanuts,” 
“Blondie,”  “Beetle  Bailey,”  “Ado  &  Janis,” 
“Luann,”  “Garfield,”  “Mother  Goose  & 
Grimm,”  and  “Zits.” 

•  50%  of  those  polled  said  they  read  at 
least  one  comic  a  day. 

•  72%  (including  noncomics  readers)  said 
comics  are  a  very  or  somewhat  important  part 
of  the  Free  Press. 

•  68%  like  daily  color  comics,  which  the 
paper  introduced  two  years  ago. 

The  in-paper  coverage  of  a  cartoon  survey 
that  didn’t  rely  on  an  in-paper  ballot 


‘Pump  ’N  Sudz’  drives  Web  visits 

MINNEAPOLIS  ‘STAR  TRIBUNE’  SITE  TESTS  ANIMATED  COMIC  BY  KAREN  RAUGUST 


The  Minneapolis  Star  Tribune 

recently  conducted  a  three- 
month  test  of  a  weekly  animated 
comic  strip  on  its  Web  site. 

The  paper  part¬ 
nered  with  St.  Paul- 
based  Visionpoint 
Communications  to 
offer  1 2  two-min- 
ute  episodes  of 
“Pump  'N  Sudz.” 
accompanied  by  a 
weekly  teaser  panel 
on  page  A2  driving 
readers  to  the  site 
(http://www.star 
tribune.com). 

“We've  been 
interested  for  a 
long  time  in  exper¬ 
imenting  with  new  things,”  said  Robert 
Schafer,  the  Star  Tribune's  director  of 
online  strategy.  “We  were  looking  for  ways 
to  introduce  interactivity.  [The  ‘Pump  ’N 
Sudz’  pitch  video]  was  very  funny.  We 
knew  it  would  be  limited  to  people  with 
higher  bandwidth,  but  we  were  interested.” 

“Pump  ’N  Sudz.”  created  by  Visionpoint 
President  Fred  McGrath,  is  set  at  a  combina¬ 
tion  gas  station/cable  TV  studio  in  fictional 


Murdo,  Minn.  It  began  with  a  local  slant, 
including  frequent  visits  from  Minnesota 
Gov.  Jesse  Ventura,  but  became  more  nation¬ 
al  in  scope  after  five  or  six  episodes. 


More  than  10,000  users  downloaded  the 
premiere,  while  the  subsequent  1 1  segments 
generated  between  2,000  and  5,000  down¬ 
loads  apiece.  The  first  few  episodes  spurred 
100  feedback  messages,  with  positive  re¬ 
sponses  outnumbering  negative  2-to- 1 . 

“Lots  of  people  said  they  had  never  seen 
anything  quite  like  it  on  the  Web,”  Schafer 
reported.  “It’s  a  type  of  humor  that’s  not 
liked  by  everyone.  But  most  people  appre¬ 


ciated  the  effort  it  took  to  put  something 
new  on  the  site.” 

Posted  comments  ranged  from  “1  agree 
that  an  online  comic  strip  is  a  good  idea. 

but  this  one  is 
lame”  to  “‘Pump 
’N  Sudz’  was  an 
unadvertised 
work  of  comic 
genius!  Twelve 
episodes  haven’t 
been  enough.” 

Although  no 
new  segments 
are  being  post¬ 
ed,  the  original 
dozen  will  be 
available  indefi¬ 
nitely  and  con¬ 
tinue  to  gener¬ 
ate  traffic  on  the  Star  Tribune's  site. 

The  biggest  complaint  was  how  long  it 
took  to  access  the  animation.  “The  seven- 
minute  download  scared  people  away,” 
said  McGrath.  “Two  minutes  of  full- 
motion  animation  is  a  lot  to  download.  My 
guess  is  that  the  audience  will  increase  dra¬ 
matically  with  a  shorter  wait.”  Future  seg¬ 
ments  will  use  video  streaming  technology, 
allowing  for  almost  immediate  viewing. 


“Pump”  parodies  Pat  and  Perot  in  this  installment  of  Fred  McGrath’s  animated  cyber-cartoon. 
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•  Ot  the  50%  who  don’t 
bother  with  the  comics, 
40%  used  to  read  them, 
22%  never  did,  and 
20%  felt  they  take  too 
much  time. 

While  saddened  by  the 
number  of  people  w'ho 
don’t  follow  the  funnies, 
Smyntek  was  heartened 
by  the  percentage  of  peo¬ 
ple  who  do. 


^  should  be  added  to  the  paper. 

Smyntek  noted  that  the  paper  is 
also  thinking  about  dividing  its 
comic  section  into  a  page  of  more 
traditional  offerings  and  a  page  of 
edgier  ones.  He  said  that  format 
could  reduce  complaints  from  par- 
ents  who  don’t  want  their  kids  see- 
ing  content  they  perceive  as 
sexually  suggestive  or  other- 
wise  controversial. 

*  ■  XPe  EPIC/MRA  effort  was 
the  first  major  Free  Press 
comic  poll  since  1993,  when  about 
17,000  people  responded  to  an  in-paper 
ballot.  Smyntek  said  this  seems  like  a 
huge  number,  but  added  that  it’s  still  a 
small  segment  of  the  800,000-circula¬ 
tion  combined  Sunday  Detroit  News 
and  Free  Press. 

Bunny  Hoest,  who  does  "The 
Lockhoms”  with  artist  John  Reiner  for 
about  500  newspapers,  said  she’s 
thrilled  to  win  the  Free  Press  poll  — 
which  found  that  readers  of  various 
ages,  races,  and  sexes  enjoy  the  32- 
year-old  comic. 

"It’s  an  amazing  feeling  to  score 
with  all  demographics  in  an  indepen¬ 
dent  survey.”  said  the  King  Features 
Syndicate  creator,  whose  humor  panel 
stars  a  bickering  married  couple.  ■ 
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g  The  poll  reaffimK  that 
r.-=  comics  are  still  a  powerful  magnet  for 
„  readers,”  he  stated. 

^  Smyntek  said  some  comics  will  be 
tgg  dropped  and  added  (probably  before  the 
winter  is  over),  with  the  survey  data  par- 
tially  impacting  the  decision. 

He  noted  that  the  Free  Press  won’t 
r£^  just  lop  off  the  lowest  poll  finishers, 
because  it  wants  to  maintain  a  diverse 
eg*  comic  lineup  that  appeals  to  various 
Ha-  readers.  But  the  paper  will  try  to  start 
running  a  few  more  comics  that  attract 
younger  readers. 

^ -  These  might  include  strips  such  as 

"Sherman’s  Lagoon,”  “Over  the  Hedge,” 
"Robotman,”  and  "Get  Fuzzy”  —  the  four 
favorites  among  more  than  4,600  readers 
responding  since  November  to  a  weekly 
Free  Press  phone  poll  asking  which  comics 
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The  high  cost  of  production  —  about 
$10,000  per  episode  —  is  the  main  chal¬ 
lenge  in  going  forward.  “We  were  willing 
to  support  it  to  get  it  off  the  ground.  But 
this  type  of  content  is  pricey,”  said  Schafer. 
“We’re  trying  to  find  a  way  to  help  Fred 
continue  it.” 

Star  Tribune  executives  arranged  for 
national  syndication  companies  to  meet 
with  McGrath,  and  negotiations  are  ongo¬ 
ing.  McGrath  hopes  to  strike  a  deal  allow¬ 
ing  newspapers  to  choose  either  the  Web 
animation  or  a  print  comic  strip,  or  opt  for 
a  package  that  includes  both  and  offers 
opportunities  for  cross-promotion. 

“I  want  to  use  entertainment  as  a  way  to 
cross-market  newspapers  with  another 
medium,  the  Web,”  McGrath  explained. 

He’s  also  working  on  a  way  to  pitch 
“Pump  ’N  Sudz”  as  an  environment  for 
customized  full-motion  animated  commer¬ 
cials  or  product  placement  that  could  be 
tailored  to  each  market  —  and  generate 
revenue.  ■ 


Ricky  Nelson 
Rick  James... 
Ricky  Martin. 

Who's  ^ 


next,  the  new  weekly  column  by  JANE  RINZLER  BUCKINGHAM,  above, 
tracks  youth  trends  in  fashion,  food,  entertainment,  games,  gear  and  more. 

£l)t  ^Vu»  JJork  Simrs  Samples:  www.nytimes.com/syndicate 

nnaoms  Sales:  888-269-8796 


Raugust  is  a  Minneapolis-based 
free-lancer. 
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Mike  Luckovich  recently  unwrapped  his  new  “SuperZeroes”  feature  from  Tribune  Media  Services. 


notes,  photos,  and  more. 

Leading  the  coverage  will 
be  Mike  Mulhern  of  the 
Winston-Salem  (N.C.)  Jour¬ 
nal  and  Rea  McLeroy  of  the 
Richmond  (Va.)  Times- 
Dispatch.  Both  papers  cover 
all  Winston  Cup  races. 

On  Feb.  15.  Media  Gen¬ 
eral  will  also  begin  offering  a 
weekly  “LapbyLap"  paginat¬ 


Kids  give  thumbs  up 
to  new  comic  strip 

Mike  Luckovich  is  finding 
that  at  least  some  youngsters 
react  more  strongly  to  a  comic 
than  an  editorial  cartoon. 

“Now  when  I  go  to  my 
kids'  schools,  they  ignore  my 
children  and  hang  around  me 
asking  about  the  strip.”  he 
reported  with  a  laugh.  "1  was 
ignored  before." 

Luckovich  —  whose  kids 
are  ages  13.  11.  and  7  —  be¬ 
gan  the  “SuperZeroes"  comic 
for  Tribune  Media 
Services  Jan.  3.  He 
also  continues  to  do 
his  Pulitzer  Prize¬ 
winning  editorial  car- 
ttxms  for  The  Atlanta 
Journal-Constitution 
and  150  other  news¬ 
papers  via  Creators 
Syndicate  (E&P. 

Sept.  1 8.  p.  43 ). 

The  comic,  sold  to  more  than  30 
papers  so  far.  stars  a  couple  of  misfit 
superheroes  who  live  in  their  mother's 
basement. 

Media  General  on  track 
with  NASCAR  offerings 

A  wire  service  devoted  to 
NASCAR  racing  is  being  launched 
Feb.  1 3  by  Media  General  Syndication 
Services. 

The  “LapbyLap"  service  includes 
previews,  stories,  features,  columns. 

et  cetera 

Universal  Press  Syndicate  will  reach  its 
30th  anniversary  Feb.  10.  ...  The  “Over  the 
Hedge”  comic  offered  a  print-Web  cross¬ 
over  with  an  episode  in  which  a  villainous 
animal  catcher  drank  tobacco  juice  by  mis¬ 
take.  Readers  were  then  steered  to  the 
Internet  (http://www.hedgeweb.com/-ralph) 
to  see  animation  of  the  chaiacter  spitting 
out  the  nasty  concoction.  “Over  the 
Hedge.”  starring  R.J.  the  raccoon  and  Verne 
the  turtle,  is  by  Michael  Fry  and  T  Lewis  of 
United  Feature  Syndicate.  ...  United, 
which  has  distributed  articles  from  Parent- 


ed  page  devoted  to  NASCAR  racing  and  the 
Winston  Cup. 

Tributes  continue  for 
‘Peanuts’  cartoonist 

Walter  Cronkite  is  hosting  a  CBS-TV  tribute 
to  Charles  Schulz  Feb.  1 1 . 

That's  two  days  before  the  last  original 
Sunday  “Peanuts”  strip  will  appear  in 
newspapers. 

Also,  a  number  of  syndicated  cartoonists 
plan  to  use  their  Feb.  1 3  comics  to  pay  tribute 
to  Schulz. 

The  United  Media  creator  announced  in 


ing  magazine  since  1993,  is  now  also  offer¬ 
ing  articles  from  Family  Life  magazine.  ... 
Scripps  Howard  News  Service  recently 
moved  its  annual  fitness  section.  ...  Doug 
Lansky,  who  writes  a  humorous  travel  col¬ 
umn  for  Tribune  Media  Services  (TMS), 
is  doing  a  TV  show  called  “Trailblazers.” 
It’s  scheduled  to  premiere  Feb.  13  on  the 
Travel  Channel.  ...  TheSimpsons.com  Web 
site  has  been  launched  to  mark  the  10th 
anniversary  of  the  animated  TV  show, 
whose  Sunday  comic  strip  spinoff  is  dis¬ 
tributed  by  Universal.  ...  The  pro-choice 


December  that  he  would  be  retiring  to  focus  on 
his  health.  His  last  original  daily  “Peanuts" 
appeared  Jan.  3,  followed  by  reruns  from  1974. 

Prisoner  drew  cartoons 
before  being  executed 

An  accused  cop  killer  who  became  a  suc¬ 
cessful  cartoonist  on  Death  Row  was  executed 
in  Texas  late  last  month,  according  to  an 
Associated  Press  story. 

Billy  George  Hughes  Jr..  47.  was  convicted 
of  the  1976  murder  of  trooper  Mark  Frederick 
—  a  crime  he  said  he  did  not  commit.  While 
in  prison.  Hughes  earned  two  college  degrees 
and  drew  hundreds  of  cartoons  for  various 
organizations. 

His  cartoons  for  the  Society  for  the 
Prevention  of  Cruelty  to  Animals  led  the 
Louisiana  branch  of  the  organization  to  name 
him  a  “Great  Humanitarian"  in  1982. 

Dyson  enters  syndication 

Tech  guru  Esther  Dyson  is  writing  a  column 
for  the  New  York  Times  Syndicate.  See  p.  il6 
in  this  week's  E&P  Interactive. 


Center  for  Reproductive  Law  and  Policy  is 
holding  an  exhibit  that  includes  cartoons 
by  more  than  15  syndicated  creators.  The 
show  runs  through  Feb.  26  at  the  Ceres 
Gallery  in  New  York.  ...  An  exhibit  mark¬ 
ing  the  20th  anniversary  of  the  “Ask 
Shagg”  comic  by  Peter  Guren  of  Creators 
Syndicate  is  being  held  through  Feb.  25  at 
the  Fine  Arts  Association  Gallery  in 
Willoughby,  Ohio.  ...  TMS  is  selling  a 
poster  calendar  (see  http://www.comic- 
spage.com)  designed  by  “Compu-Toons” 
cartoonist  Charles  Boyce. 
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System  vendors’  industry  outlook 

EXECUTIVES  DISCUSS  THEIR  FIRMS’  STATUS  AND  DIRECTION  BY  JIM  ROSENBERG 


A  lot  can  happen  to  a  company 
in  1 0  years.  For  a  software  com¬ 
pany,  a  decade  can  produce  sev¬ 
eral  generations  of  products, 
management,  even  ownership. 
So  when  five  publishing-systems  executives 
convened  two  weeks  ago,  their  panel  repre¬ 
sented  a  cross-section  of  industry  experience 
to  draw  upon  in  assessing  the  year  just  passed 
and  forecasting  the  year  or  so  ahead. 

Probably  for  the  first  time  in  recent  years, 
all  could  report  prosperity,  or  at  least  financial 
stability.  And  perhaps  all 
benefited  in  some  mea¬ 
sure  from  trends  that 
were  intersecting  by  the 
end  of  the  1990s:  univer¬ 
sal  Y2K-glitch  anxiety 
meant  patches,  up¬ 
grades.  or  new  systems; 
whatever  remained  of 
the  original  proprietary, 
minicomputer-based 
systems  probably  would 
have  to  be  replaced  any¬ 
way,  as  would  many 
later  proprietary  sys¬ 
tems  and  the  earliest 
Macintosh  and  PC- 
based  systems;  new  sys¬ 
tems  have  to  satisfy  the 
Web’s  appetite  for  mul¬ 
timedia  content. 

“Ninety-nine  was  a 
phenomenal  year,"  de¬ 
clared  CText  Inc.  co¬ 
founder  and  CEO  Larry  Moore,  who,  at  the 
annual  Newspaper  Association  of  America 
Operations  SuperConference  in  Miami 
Beach,  pointed  out  that  his  firm’s  "earnings 
increased  by  36%." 

CText  first  served  small  to  midsize  papers, 
was  among  the  first  few  to  move  onto  PCs.  hit 
the  high  end  with  years-long  development  of  a 
short-lived  major  metro  newsroom  system, 
implemented  an  equally  large  and  more- 
successful  classified  ad  system  elsewhere,  and 
is  staying  in  the  game  with  another,  newer  sys¬ 
tem  for  a  third  major  metro  daily. 

"Our  backlog  this  year  is  almost  equal  to 
our  revenue  last  year.”  said  Moore,  anticipat¬ 


ing  "a  very  rosy  2000"  and  attributing  much 
or  most  of  that  business  to  online  products  — 
with  projects  under  way  for  Dallas-based  Belo 
and  the  Pittsburgh  Post-Gazette.  "The  key  to 
that  model."  he  continued,  "is  to  have  a  very 
strong,  industrial-strength  database.” 

An  older,  bigger  mainstay  among  mostly 
larger  dailies.  System  Integrators  Inc.,  rode  its 
own  roller  coaster  through  the  '90s  —  owner¬ 
ship  and  top-management  changes,  big  deals 
and  bankruptcy,  alliances  and  separations. 
Combining  experience  in  radio  and  cable  TV 
with  an  appreciation 
of  printed  news. 
SII's  four-year  CEO 
Frank  Washington 
set  it  in  a  multime¬ 
dia  direction  while 
freeing  it  from  some 
of  its  financial  con¬ 
straints. 

Acknowledging 
that  SlI  “dropped  otf 
the  radar  screens" 
System  Integrators  CEO  of  many  newspa- 
Frank  Washington  pers  in  recent  years. 

Washington  predict¬ 
ed  "dramatic" 
change  ahead  for  his  company.  It  finally  turned 
a  profit  in  1999.  he  said,  upon  replacing  bank 
debt  with  his  and  other  investors'  “healthy 
seven-figure"  investment. 

He  said  new  media  systems  require  focus¬ 
ing  at  the  content  level  —  on  digital  asset  man¬ 
agement.  Insisting  that  "the  ability  to  move 
content  seamlessly  among  various  media"  will 
be  "absolutely  critical."  Washington  said 
newspapers  are  best  positioned  to  make  that 
happen  because  they  possess  the  content  and 
capabilities  that  other  media  do  not. 

Atex  Media  Solutions  comes  out  of  the 
I9(K)s  with  “some  very  good  things  and  some 
very  strong  challenges."  said  six-month  CEO 
Karen  Weltchek,  who  added  that  spending  and 
work  on  Y2K  isn't  the  kind  she  wants  to  see 
again.  By  mid- 1 999,  when  the  workload  in 
developing  a  Scandinavian  circulation  system 
for  other  markets  caught  up  with  the  company, 
she  explained.  "Our  capacity  was  full  to  burst¬ 
ing."  Weltchek  assured  attendees,  however, 
that  the  development  effort  continues. 


“The  ability  to  move 
content  seamlessly 
among  various  media” 
will  be  “absolutely 
critical.” 


Selection  of  a 
publishing  system 
is  reaching  a  “whole 
new  level  of  decision 

—  CText  CEO 
Larry  Moore 


But  the  new  Atex 
chief,  late  of  manage¬ 
ment  consultants  Mc- 
Kinsey  &  Co.,  coun¬ 
seled  caution  rather 
than  complacency  in 
the  current  commercial 
climate.  The  real  test  of 
her  industry's  financial  health  and  commit¬ 
ment.  she  said,  will  come  with  the  next  eco¬ 
nomic  downturn. 

Mostly  behind  the  scenes  and  an  ocean 
away,  other  development  proceeded  for  10 
years.  Tlien  late  last  year.  Italy’s  Tera  S.p.A. 
established  a  U.S.  affiliate  to  help  sell  and  sup¬ 
port  an  editorial  system  (and  related  prcxlucts) 
it  developed  for  the  defunct  Hyphen  company 
and  which  have  been  available  only 
through  Software  Consulting  Services 
—  part  of  a  strategy  to  exploit  markets 
(e.g.,  the  United  Kingdom.  Latin 
America)  with  the  best  potential  for 
gaining  share,  according  to  co-founder 
and  CEO  Roberto  Antoniotti. 

Tera's  other  products  include  OPI. 
page-pairer.  archiving,  and  Web-relat¬ 
ed  software.  "No  one  of  our  products 
is  fundamental  to  be  alive.”  said 
Antoniotti. 

At  Atex.  which  survived  through 
the  late  '90s  largely  on  the  success  of 
its  ad  system.  Weltchek  agreed  that  a 
vendor  cannot  rely  on  one  main  prod¬ 
uct.  In  this  connection,  besides  the  cir- 
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culation  system,  she  said  Prestige 
will  be  brought  from  the  United 
Kingdom  to  the  United  States, 
where  it  will  eventually  displace 
DewarView  systems.  Omnex  devel¬ 
opment  continues,  and  initiatives  to 
support  Web-based  publishing 
(eventually  through  Omnex)  and 
advertising  are  under  way.  Web 
solutions,  she  added,  remain  the 
work  of  Atex  partners  and  initially 
will  not  be  integrated  with  Atex 
products. 

Farthest  from  offering  a  single  newspaper 
software  product.  Canadian  computer  compa¬ 
ny  Geac,  through  development  and  acquisi¬ 
tion.  now  supplies  editorial,  advertising,  circu¬ 
lation.  and  business-side  systems.  A  publicly 
held  company  with  revenues  of  $1.3  billion 
(Canadian),  Geac's  10  divisions  include  the 
Tampa-based  Publishing  Systems,  comprising 
the  Collier-Jackson  (U.S.).  Cybergraphic 
(Australia),  and  Matrix 
(U.K.)  businesses. 

The  computer  calen¬ 
dar  bug  did  not  sig¬ 
nificantly  boost  Geac 
earnings  as  almost  all 
its  products  already 
were  Y2K-compliant. 
according  to  Bernard 
Grinberg,  division 
prcxluct  marketing  vice 
president.  Still  seeing  a 
fair  number  of  systems 
running  old  code 
-Band-Aided"  for  Y2K. 
the  former  Cyber¬ 
graphic  chairman  said 
he  expects  an  increasing 
rate  of  system  replace¬ 
ment.  in  which  will  be 
seen  accelerated  tech¬ 
nological  change,  great¬ 
er  systems  integration, 
and  adoption  of  more  newspaper  call  centers. 

He  said  the  division's  strategy  is  "to  build 
a  global  business  ...  totally  focused"  on 
newspapers.  Though  new  to  Europe,  Cyber¬ 
graphic  already  is  in  all  major  markets  and 
gave  Geac  "almost  809f"  of  Australia  and 
strength  elsew'here  in  the  region. 

Global  or  domestic,  business  with  newspa¬ 
pers  has  changed,  according  to  Weltchek.  Re¬ 
turn  on  investment  "was  easy  to  understand.” 
she  said,  when  the  numerator  in  the  calcula¬ 


tion  was  savings.  But  because  that 
same  number  now  represents  rev¬ 
enues,  she  continued,  more  sys¬ 
tems  shoppers  are  examining  the 
possibilities  of  the  new-media 
environment.  Weltchek  worried, 
however,  that  some  organizations' 
separation  of  print  and  online 
operations  may  retard  the  adoption 
of  new  systems  most  suited  to  a 
multimedia  future. 

Related  to  that  changed  view  of 
ROI  is  the  "whole  new  level  of  decision  mak¬ 
ing,”  said  Moore.  Systems  vendors  once 
sought  the  attention  of  composing  room,  pro¬ 
duction.  and.  later,  information  technology 
managers.  Hereafter,  he  said,  suppliers  will 
deal  with  ad  directors,  publishers,  new-media 
groups,  and  others  willing  to  spend  for  sys¬ 
tems  that  enable  creation  of  new  sorts  of  prod¬ 
ucts  with  their  own  potential  revenue  streams. 
If  publishers  and  systems  developers  don't  go 
after  these  "intangible 
dollars.”  he  warned, 
others  outside  the  tradi¬ 
tional  publishing  and 
prepress  industries  will. 

An  audience  member 
later  returned  to  the 
matters  Weltchek  and 
Moore  raised,  asking 
how  vendors  will  sur¬ 
vive  if  prepress  person¬ 
nel  are  not  represented 
when  papers  shop  for 
new  systems  and  when 
new-media  personnel  won't  even  look  at  tra¬ 
ditional  suppliers  for  solutions. 

Washington  seemed  confident  that  cus¬ 
tomers  will  integrate  their  print  and  online 
operations  —  eventually.  He  said  his  own 
experience  suggests  that  “sometimes  you 
have  to  go  outside  to  come  back  inside.” 

Weltchek  said  the  burden  is  on  the  vendor 
to  "sell  differently,”  articulating  the  benefits 
for  different  customers. 

That  won't  always  happen  by  speaking  the 
language  of  prepress,  warned  Antoniotti,  who 
recommended  a  media-neutral  approach  to 
Web-wise  prospects  who  are  "horrified”  by 
talk  of  things  such  as  leading  and  point  size. 

Customers  are  now  sufficiently  different, 
said  Moore,  that  vendors  need  to  ask  them¬ 
selves  if  they  are  any  longer  prepress  systems 
suppliers  in  an  age  when  buyers  may  not  even 
own  a  press.  "The  answer  is,  ‘No,'”  he  said. 


Bernard  Grinberg 


“There’S  a  huge 
potential  in  the 
Internet  to  reduce 
costs.” 

—  Tera  CEO  Roberto  Antoniotti 


Between  work  on  Y2K 
issues  and  a  circula¬ 
tion  system  from 
Scandinavia,  “our 
capacity  was  full  to 
bursting”  in  mid- 


—  Atex  CEO 
Karen  Weltchek 


adding  that  such  com¬ 
panies  are  now  properly 
understood  to  be  in  the 
con  tent- management 
business. 

Though  he  agreed 
with  others  that  revenue 
potential  is  now  a  factor  in  ROI,  Antoniotti 
still  sees  a  chance  for  another  round  of  sav¬ 
ings.  "There’s  a  huge  potential  in  the  Internet 
to  reduce  costs.”  he  said,  citing,  for  example, 
systems  connections  for  remote  staffers. 

Also  in  a  cost-saving  vein.  Grinberg,  who 
rhetorically  asked  if  a  reporter  could  file  for 
three  media  (printed  and  spoken  word  and  still 
or  video  image),  expects  newspapers  to  take  a 
sterner  look  at  editorial  operations'  efficiency. 

When  panel  moderator  Bernie  Szachara, 
Gannett  Co.'s  imaging  integration  director, 
asked  if  more  vendor  consolidation  is  on 
the  way.  Grinberg  first  recalled  seeing  more 
representatives  from  vendors  than  from 
newspapers  at  last  spring's  America  East 
conference  in  Hershey,  Pa.  Then  he 
answered:  “In  my  mind  there  are  too  many” 
vendors  delivering  products  and  services, 
and  there  will  be  more  consolidation. 
Because  the  average  newspaper,  he  said,  “has 
trouble  keeping  up”  with  the  latest  and  most 
important  technology,  he  said,  the  industry 
needs  service-minded  vendors. 

In  this  regard,  Washington  emphasized 
SlI's  service  approach  and  choice  of  other 
developers  for  partnerships,  while  Moore  also 
stressed  the  quality  of  CText’s  partners,  say¬ 
ing  that  a  publishing  system  vendor  alone 
cannot  develop  every  needed  capability.  ■ 


1999. 
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Show  Your  True  Colors 

Introducing  the  First  Newspaper  Color  Ink  Book  with  Tear-Out  Chips 


If  your  job  depends  on  knowing  exactly  how  a  color 
appears  in  newsprint,  you  need  NAA's  New  ROP 
Newspaper  Color  Ink  Book  for  Offset,  Letterpress, 
Flexography.  : 

Enclosed  in  a  protective  storage  case,  the  compact, 
user-friendly  Volume  9  features  samples  of  50  ROP 
cofors  printed  on  newsprint,  using  news  ink  and  a 
newspaper  press.  That's  9  more  colors  than  Volume  8. 


And  the  ink  book  includes  five  spot  colors  and  45  colors 
built  using  a  four-color,  process  color  overprint  system. 

NAA's  Color  Ink  Book  even  comes  with  pages  of  tear- 
out  chips  so  you  can  send  a  chip  along  with  your 
artwofk  for  true  color  reproduction. 

Perfect  for  graphic  artists,  production  managers  and 
advertisers! 


Order  Today!  Call  1 -800-651 -4NAA.  To  order  online?  www.naa.org/products/form.html 
Only  $25  for  NAA  members  and  $35  for  nonmembers. 

(Refer  to  item  #10080  when  ordering.) 


To  learn  more  about  the  Color  Book  and  other  NAA  products:  www.naa.org/products/technology.html 


D2V9 


.on  .the.  .supply,  .side 

Prepress 

Digital  Technology  International.  Spring- 
ville.  Utah,  installed  its  version  4..^  editorial 
and  ROP  advertising  system  at  Canada’s  New 
Brunswick  Telegraph-Joiinutl  and  Saint  John 
Times  Globe.  The  papers  also  were  the  first  site 
to  install  DT’s  new  5.0.1  advertising  system  on 
Windows  PCs  rather  than  Macintoshes,  with 
PlanBuilder  for  pagination  and  DT's  graphics- 
management  software.  Also,  in  Milford.  Ind.. 
The  Papers  Inc.  upgraded  to  version  5.0.1  clas¬ 
sified  sales.  ROP  order  entry,  page  planning,  ad 
pnxluction  and  editorial  software. 

.Artesia  Technologies  Inc..  Los  Angeles, 
announced  that  its  TEAMS  3.0  digital  asset- 
management  system  can  be  fully  implemented 
on  the  OracleSi  database  with  Oracle  inter- 
Media  for  an  “infinitely  scalable"  framework  to 
deliver  multimedia  and  streaming-video  direct¬ 
ly  from  the  Oracle  Internet  Platform.  Besides 
storage  of  complex  data  types.  interMedia 
object-relational  services  improve  full-text 
query  performance  and  management  of  stream¬ 
ing  video  directly  from  OracleSi.  Other  new 
TEAMS  3.0  features  include  load-balancing 
and  fault  tolerance,  personalization  of  content 
viewing,  and  enhanced  multimedia  creation 
and  export  capabilities. 

Output 

Mitsubishi  Imaging  Inc..  Rye.  N.Y..  pro¬ 
moted  Catherine  Cartolano  from  equipment 
sales  director  to  vice  president  and  graphic  arts 
materials  division  general  manager,  in  charge 
of  all  digital  platesetting  equipment  sales. 
Before  Joining  Mitsubishi  in  1997.  Cartolano 
was  national  sales  manager  at  Linotype-Hell, 
where  she  began  as  a  prcxluct  manager  in  the 
Ultre  division.  Cartolano  earlier  worked  with 
Mitsubishi  International  Corp..  selling  its  Silver 
DigiPlate.  She  began  her  career  as  an  Eastman 
Kodak  technical  sales  representative. 

Pressroom 

Goss  Graphic  Systems  Inc..  Westmont.  111., 
sold  a  22-unit  Universal,  with  two  2:2: 1  folders 
and  10  zero  speed  splicers,  to  Phoenix  News¬ 
papers  Inc.  for  printing  The  New  York  Times' 
national  edition.  The  publisher  of  The  Arizona 
Republic  now  prints  the  Tunes  on  one  of  its  four 
Goss  Colorliner  presses.  Chosen  for  its  speed, 
folder,  and  makeready  features,  the  45.{XX)-cph. 
single-wide,  one-plate-around  Universal  will 
handle  the  web  width  required  for  the  Tunes, 
while  the  Colorliners  are  converted  to  handle  a 


narrower  50-inch  width.  To  be  installed  in  sum¬ 
mer  at  PNl's  Deer  Valley  plant,  the  Universal 
will  print  sections  of  as  many  as  36  pages,  up  to 
16  of  them  in  process  color. 

Goss  also  announced  a  $42-million  sale  of 
three  shaftless  Colorliner  80s  (each  with  four 
full  towers  and  one  two-high  with  digital  ink¬ 
ers.  seven  reelstands.  and  one  Jaw  folder)  to 
Malaysia’s  Star  Publications  for  prcxluction  of 
an  English-language  daily.  To  be  built  at  Goss’ 
Preston.  England,  facility,  the  presses  are  to  be 
installed  in  fall  of  2(X)1  in  two  plants. 

The  Helsingpr  (Denmark)  Dagblad  will  add 
a  Newsliner  (three  four-highs  with  RlP-inter- 
faced  inkers,  three  CT5()  RTPs.  2:3:3  Jaw  fold¬ 
er)  to  its  Goss  HT7()  to  print  a  small-circulation 
daily,  one-third  of  Morgenavisen  Jyllaiuls 
Posten's,  I78.(XX)  copies,  a  61().(XX)-circulation 
weekly,  5(X),(X)0  free  papers  and  an  equal  num¬ 
ber  of  other  publications,  including  monthly 
magazines.  The  printer’s  contract  work  is 
expanding,  and  it  plans  to  soon  remove  an  older 
Harris  single-wide  press.  The  HT’s  single  four- 
high  will  be  able  to  run  with  either  press.  The 
two  presses  operating  as  one  in  straight  mode 
will  be  able  to  print  64-page  tabloids  (128 
pages  collect),  with  full  color  on  all  pages. 

George  R.  Hall  Con¬ 
tracting.  Avon  Lake,  Ohio, 
named  H.  William  Moore 
as  president.  Moore  as¬ 
sumes  his  new  post  at  the 
production  and  packaging 
equipment  installer  and 
rebuilder  in  spring,  after  a 
successor  is  named  to  his 
position  as  operations  di¬ 
rector  at  The  Plain  Dealer.  Cleveland. 

After  working  several  years  for  press  makers 
MAN  Roland  and  TKS.  Moore  was  asked  to 
Join  The  Plain  Dealer  to  manage  pnxluction 
and  a  S2()0-million  new-plant  project  that 
helped  make  the  PD  the  first  U.S.  newspaper 
accepted  into  lERA’s  International  Colour 
Quality  Club.  Moore  began  his  career  in  New 
Jersey,  first  as  a  press  operator  at  the  Morris 
County  Daily  Record  and  later  as  pressroom 
foreman  at  the  large,  regional  Star-Ledger. 
headquartered  in  Newark. 

KBA  North  America  Inc..  York.  Pa.,  sold  a 
six-footprint  shaftless  Colora  press  to  the 
Austin  (Texas)  American-Statesnian.  where  it 
will  Join  three  Goss  Metro  presses  in  a  plant 
that  also  prints  entertainment  and  TV  guides 


H.  William  Moore 


and  Parade  magazine.  Installation  is  to  com¬ 
mence  next  summer.  The  press  will  have  two 
four-over-four  towers  and  will  be  expandable  to 
six  full  towers  and  one  four-couple  unit. 

To  be  erected  on  a  steel  substructure,  the 
press  will  consist  of  37  printing  couples  in  H- 
type  units  (54  inches  wide,  reducible  to  50 


inches)  with  undershot  inkers  and  four-roller 
spray  dampeners  and  automatic  reelstands  with 
Patras  roll  handling.  To  support  diverse  prod¬ 
ucts.  it  will  have  1 1  turner  decks  and  three  bal¬ 
loon  fomier  groups  and  a  double  folder  com¬ 
prising  a  KP5  (2:5:5  cylinder  ratio) Jaw  folder 
and  an  RF3  (3:2)  gear  folder  for  copies  with  up 
to  1 60  broadsheet  pages.  Semicommercial  pro¬ 
duction  will  be  aided  by  a  skip  slitter  and  sec¬ 
tion  stitcher.  Controls  include  Job  scheduling 
and  press  presetting  from  three  consoles  and 
automatic  register  control.  The  shaftless 
Drivetronic  system  will  control  an  AC  motor 
on  each  couple,  reelstand.  and  superstructure 
draw  roller,  as  well  as  the  folder. 

Post-press 

GMA,  Allentown.  Pa.,  sold  the  Lincoln 
(\Seb.)  Journal  Star  two  SLS2(X)0  inserting 
systems  ( 1 2-  and.  1 6-into-2).  with  eight  AF2()0 
automatic  hopper  loaders,  controlled  by  GMA 
software,  including  AddressLinc  for  online 
ink-jet  labeling.  StackLink  stacker  control,  and 
KeyLinc.  WinLincs,  and  DualLinc  modules. 

In  Indiana.  The  Tunes.  Munster,  bought  a  24- 
into-2  SLS2(XX)  with  SAM  Plans.  StackLinc. 
BundLinc.  and  AddressLinc,  four  AF2{)0s,  and 
four  small-product  feeder  upgrades,  while  The 
Star  Press,  Muncie.  replaced  a  12-into-l  SLS- 
1000  with  a  l4-into-2  remanufactured 
SLS2000  with  press-to-pocket  capability.  Re¬ 
manufactured  12-into-l  SLS-10(X)s  were  sold 
to  the  Daily  Hampshire  Gazette.  Northampton. 
Mass.,  and  Homestead  Publishing  Co.,  Bel  Air, 
Md.  The  Gallup  (N.M.)  Independent  ordered  a 
6-into-l  Alphaliner  with  six  double  detectors 
and  a  CN-25  counter  stacker.  SLS2(XX)s  also 
were  installed  last  year  in  England,  Germany, 
and  Greece. 
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ANNOUNCEMENTS 


NEWSPAPER  BROKERS 


ASTROLOGY 


Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://www.time-data.com 
Time  Data  Syndicate  (800)  322-5101 


AUTOMOTIVE 


WE  LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad  sales 
with  articles  from  AUTOMOTIVE  NEWS 
and  AUTOWEEK,  the  leaders  In  weekly 
automotive  industry  reporting. 

Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (212)  254-7646 


COLUMNS  AVAILABLE 

ANTIQUE  TALK 

The  Calvin  &  Hobbes  of  antique  columns 
www.antiquetalk.com 
(203)  263-2899 

ENTERTAINMENT 


"Hollywood  Behind  the  Scenes” 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing/with  photos 
E-mailed  or  US  mail  (800)  959-9977 


ENVIRONMENT 


“ENVIRONMENTAL  TRENDS" 
Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 
Stuart  Lieberman  (609)  514-1400 


FEATURES  AVAILABLE 


DR.  DAVE'S  MEDICAL  COLUMN 
Humorous,  informative  medical  column 
written  by  a  physician!  Other  features  by 
top-notch  columnists  available. 

Contact  Bucci  Media  at 
media@unisen/e.com  (604)  899-0352 


HUMOR 


•OFF  THE  TOP  OF  MY  HEAD” 

Columnist  Joe  Crawford.  Follow  Joe's 
imaginative  and  humorous  look  at  life. 
All  tales  guaranteed  true.  Just  slightly 
exaggerated. :  - )  Free,  powerful 
reader  participation  puzzle  also 
available.  Samples/rates/references 
(61 8)  462-401 7  cravvfordjo@aol.eom 

PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 


NEWSPAPER  APPRAISERS 


2000  CUSTOM  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail;  kevinkamenandco@aol.com 
NY  (516)  379-2797,  Tampa,  FL 
(727)  786-5930,  Fax  (516)  379-3812 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  368-4352 
1 23  NW 1 3th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
wvvw.mediamergers.com 

NEWSPAPER  BROKERS 


Leader  in  Sale 

of  Community 

% 

Newspapers 

/'A 

(.'hi’ck  our  Rcfcroiccs 

265-9300  jgfj  Rickenbacher 

Rickenbacher  Media 

(r.^l  Dc.sco  Dr..  DalUi 

S.  TX  7SJ25 

1  www.rickt'nhachcrmcdia.com  | 

BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  nego¬ 
tiations  for  sale  and  purchase  of  highest 
quality  daily  and  weekly  newspapers  in 
the  country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Cleanvater  Beach,  FL  34630 

No  obligation  of  course. 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 

780  Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals.  Mergers.  Acquisitions 
David  E.  Gauger 

PO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
51 96  Benito  St,  #  1 1 ,  Montclair,  CA  91 763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 


JMPC,  Est.  1983.  sells  community,  sub¬ 
urban.  niche,  daily,  and  weekly  news¬ 
papers.  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr.  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


PHILLIPS  PROPERTIES.  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  21 9 
Baker.  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
Newspaper  Sales  &  Appraisals. 

A  34-Year  Tradition  of  Sen/ice 
www.bolitho.com  (580)421-9600 

NEWSPAPERS  FOR  SALE 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To  ... 
vvww.mediamergers.com 


NEWSPAPER  BROKERS 


NEWSPAPERS  FOR  SALE 


FAST-GROWING  FLORIDA  WEEKLY 
Startup  grossing  $300,000. 
Entrepreneur’s  opportunity 
Box  01 1 70,  Editor  &  Publisher 
1515  Broadway.  1 2th  FI,  NY  NY  10036 


NORTHERN  CALIFORNIA: 

•  NEW  LISTING!  TWO  WEEKLIES- 
Legally  adjudicated,  in  strong  growth 
area,  '99  gross  $61  OK.  Absentee 
ov/ner  CF  $64K.  Price:  $750,000. 

•  BUSINESS  MAGAZINE-Monthly,  high 
demographic  market.  '99  absentee 
owner  CF  $162K.  Opportunity  to 
grow.  Price:  $1 .2  million. 

•  TWO  WEEKLIES-One  staff,  '99  gross 
$490K.  Near  ocean.  Price;  $575,000. 

•  6-NAMEPLATE  GROUP  SUBURBAN 
PUBS-4  newspapers:  (3  semi¬ 
monthly,  1  monthly),  plus  2  monthly 
reg.  spcity.  pubs.  99  gross  $696K-(- 
Positive  CF.  Price:  $500,000 

•  SMALL  WEEKLY-No.  mountain  area. 
99  gross  $79K.  Price:  $1 00,000 

CENTRAL  CALIFORNIA: 

•  MULTI-DAY  NEWSPAPER-With 
press.  Fiscal  year  '99  gross  over 
$1M.  Includes  real  property.  Near 
ocean.  Price:  $2.5  million. 

•  COMING:  Central  CA.  Valley  weekly 
with  press  &  RE.  Super  property! 

Mel  Hodell.  Broker 

Contact  Gregg  K.  Knowles. 

Exclusive  Agent 

(909)  626-6440.  Fax  (909)  624-8852 

WWW. media-broker.com 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)  476-3950 


ANNOUNCEMENTS 


EXECUTIVE  SEARCH  |  EXECUTIVE  SEARCH 

Executive  Search  Consultants 

“Our  Associates  are  former  newspaper  execs  with  over  70  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs. " 

Ron  Haas  &  Associates 

713-977-8955  Fax  71 3-977-9656 
e-mail:  rhaas@rhaas.com  Ron  Haas 


NEWSPAPER  BROKERS 


Confidential  Appraisal 
I  for  Estate,  ESOP, 
Partners,  Bank.  Tax, 
Stock,  Assets 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage 
&  Appraisals 


We  have  sold 
thousands  of 
publishing  companies 
since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemaiv  MT  59715 
jcribb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  82834 
jfhicks@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Wav  E., 
Naples.  FL  34105 

com 


N^les,  FL  341C 
tokis@mindspring 

For  a  listing  of  pubiications  for  sale,  go  to  www.cribb.com 
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NEWSPAPERS  FOR  SALE 


•  Monthly  magazine,  grow¬ 
ing  Atlantic  island  area, 
owners  retiring 

•  Monthly  Keys  lifestyle  guide, 
owners  relocating. 

Mayo  Communications 
(813)  971-2061 

FOR  CURRENT  LISTINGS 
GOTO 

www.cribb.com 

FOUR  MIDWEST  NEWSPAPERS 
Estimated  $500K  gross  in  2000. 

High  profit.  Send  replies  to 
Box  01173,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to 
purchase  Black  weekly  newspapers. 
Confidentiality  maintained.  Contact: 
Eric  Kearney,  president 
Sesh  Communications 
PO.  Box  1 691 ,  Cincinnati,  OH  45201 

PUBLICATIONS  FOR  SALE 

ESTABLISHED  MONTHLY 
HORSE  MAGAZINE 
Very  profitable.  Could  be  run  from 
your  home.  Reasonable.  Write  to 
Box  01181,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

TEN  YEAR-OLD  MONTHLY 
Plus  seasonal  guides  in  Top 
Growth  Market,  Saratoga,  NY. 

Mr.  Czarnecki,  (518)  587-3659 


EQUIPMENT  &  SUPPLIES - 


CAMERA  &  DARKROOM 

NO  NONSENSE  50  '  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

CLASSIFIED  SYSTEM 

Only  3  years  old.  System  comes  com¬ 
plete  with  all  software  and  hardware, 
which  includes  set  up  for  8  work  sta¬ 
tions.  Ron  Waite  (330)  821  -1 200  or 
nwaite@dixcom.com 

TWO  CHESIRE  LABELING  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 

MAILROOM 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates.  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


MAILROOM 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886,  Fax  (816)  887-2762 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS.  INC. 
(770)  428-581 7,  Fax  (770)  590-7267 

NEWSRACKS 


Coin  Operated,  Free  Distribution, 
Wire,  Plastic,  Wood,  Counter, 
Floor  &  Wall ...  We  Have  It  All! 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL  A/EIVSVEWD 

7324  Greenbush  Ave.,  N.H.,  CA  91605 


COMMERCIAL  PRESSES/AUXILIARIES 
Brush  Dampener  Conversions 
(815)  648-461 1 .  Fax  (815)  648-2856 

DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845,  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 

Tel:  (913)648-2000 
Fax:  (913)  648-7750 

FOR  SALE  BY  OWNER 
WEB  PRINTING  EQUIPMENT 

•  9  Harris  V-22  Units  (22  3/4“  Cut  Off. 
60s  Models) 

•  3  JF-1  Harris  Folders  (with  Quarter 
Folder) 

•  2  EC  Martain  Splicers 

•  Miscellaneous  Roll  Stands,  Motors, 
Gluer,  3  Partial  Units. 

Please  Call  Keith  Gower 
(71 3)  941  -4845  (281 )  992-9242 

MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
WWW  webpresses.com 


Current  Inland  Press  Equipment  List 
SINGLE  WIDTH 

GOSS 

•  Add-on  GOSS  URBANITE  units, 
folders,  upper  formers,  motors  and 
drives. 

•  GOSS  URBANITE  tri-color  units  with 
1 0-side  color  deck  (U-807  &  U-797) . 

•  Two  9-unit  GOSS  COMMUNITY  pre¬ 
sses  each  consisting  of  an  SSC 
folder,  C,  SC,  and  SSC  units  (many 
units  with  upgrades)  ranging  in  age 
from  late  60's  to  early  80's. 

•  11 -unit  GOSS  COMMUNITY  consist¬ 
ing  of  SSC  folder  &  u.f.,  SC  folder,  2 
drives  -  equipment  available  now. 

•  GOSS  SSC,  SC  &  COMMUNITY 
units  (floor  position  or  stacked  posi¬ 
tion),  folders,  upper  formers,  press 
drives  and  roll  stands. 

•  Stacked  set  of  GOSS  SUBURBAN 
1500  series  units. 

HARRIS 

•  5-unit  HARRIS  VI 5C  with  JF7  &  30 
HP  drive,  1981  vintage,  available 
January  2000. 

•  4  HARRIS  VI 5C  units  (converted  to 
VI 5D) ,  mid  70's  vintage. 

•  5-unit  HARRIS  VI 5A  press  with  JF7 
&  30  HP  drive  (doctor  style  units). 
Available  February  2000. 

KING 

•  Two  6-unit  NEWS  KING  presses  with 
stacked  sets  of  units,  available  this 
year. 

•  5-unit  NEWS  KING  with  KJ6,  4  floor 
units,  1  stacked.  Available  now. 

•  4-unit  NEWS  KING  with  KJ6  and  30 
H.R  motor  and  drive.  Can  be  seen 
in  operation  and  will  be  available 
May  2000. 

DOUBLE  WIDTH 

•  22'  GOSS  COLORLINER,  27  printing 
couples,  double  3:2,  160-page 
folder,  nine  45”  RTP's  - 1990  vintage, 

•  22“  GOSS  HEADLINER  OFFSET  con¬ 
sisting  of  5  black  units,  2  units  with 
13-side  half  decks,  a  standalone  TKS 
half  deck,  3:2  folder,  7-42”  RTP's, 
Smith  spray  bars,  T-NPC  press  con¬ 
trols. 

•  5-unit  HARRIS  1660  with  double  2:1 
folder,  air  angle  bars,  two  200HP 
motors,  five  MEG’S.  Clean  and  in 
good  mechanical  condition  -  1978 
vintage, 

•  23  9/16“  cut-off  GOSS  METRO  with 
double  3:2  folder,  7  units,  3  half 
decks,  seven  42”  RTP's  -  clean  and 
in  good  mechanical  condition. 

•  Five  MAN  Roland  Lithomatic  II  units 
and  2  half  decks,  42“  RTP's,  and  60 
HP  motors  &  controllers. 

•  Sovereign  single  3:2  160-page  folder 
with  double  upper  formers,  22  3/4” 
cut-off  and  motor  -  good  condition, 
1984, 

inland  Newspaper 
Machinery  Corp. 

RO.  Box  15999,  Lenexa,  KA  66285 
91 3-492-9050,  Fax  91 3-492-621 7 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL TABER 
(770)  552-1528,  Fax  (770)  552-2669 

PRESS  FOR  SALE 
1 3-unit  Goss  Community  SC/SSC 
comprised  of  1 -three  high,  3-two 
highs,  4  mono  units.  Equipped  with 
pneumatics,  brush  dampening  and 
motorized  comps.  Clean  &  in  excellent 
condition.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)  561-6401  inter@sprintmail.com 

PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4”, 

22",  21  1/2”,  21“ 

New  or  Rebuild  Goss  R.TR  42”  +  45“ 
Goss  Y  columns  all  sizes 
Goss  Metro  Units 
Harris  1650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 

WANTED  TO  BUY 

BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

WANTED:  Presses  -  Inserters 
Call :  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7,  Fax  (770)  590-7267 


INDUSTRY  SERVICES 


ADVERTISING  SERVICES 


Rost-if^ l^ote  AdFertising  by 

NoteAdsjcom 

NoteAds.com.  Inc.  is  your  source  for  the 
printing  and  placement  of  PosMt*  Note  ads. 

•  Proven  to  enhance  readership  and  response 
of  your  print  medta  advertising. 

•  AuU^orized  distnbutor  of  3M. 


CIRCULATION  SERVICES 


Metro  New.s  Service.  Inc. 
Nationwide  THLENLARKKUNG 
Horace  Southward 
(877)550-1515 
Eric  Southward 
WWW.  metro-news .  com 
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CIRCULATION  SERVICES  CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 


The  Prepaid  Subscription  Telemarketing  Leader 
Now  Offering  Free  Test  Campaigns 
Let  Us  Show  You  The  Difference! 

Call  Andy  Orr  at  1  -888-343-0470  X  1 06 

www.circulationservices.com 


1 _ 

_ 1 

CIRCULATION  SERVICES 

CIRCULATION  SERVICES 

HELP  WANTED - 


HEADLINE  PROMOTIONS.  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdline1@aol.com 
for  a  list  of  references. 

Dennis  McOuillan 
(800)  260-9823 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


RESOURCES  NOW.  INC. 
Circulation  Training  Programs 
31 7-881  -2642;  ResourcesNow@aol.com 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


TELE  DIRECT  MARKETING,  INC. 
(912)  226-6100,  Fax  (912)  226-5414 
“newspaper  telemarketing  experts" 


TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for 
any  size  publication.  State  of  the  art  pre- 
aictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone  (732)  738-51 00, 
Fax  (732)  738-5115 
E-mail  JanMont@Earthlink.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 

Phone  (303)  791-3301 
http://www.fakebrains.com 


NEWSPAPER  CONSULTANTS 


HARD  FACTS  ..  .  TOUGH  DECISIONS! 
Scripps  Consultants  Ltd. 
www.scrippsconsults.com 
E-mail  BHS17News@aol.com 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide; 

New  or  used  drive  motors  and 
consoles  for  single  or  double  width 
presses.  Also:  Parallel  drives, 
horsepower  upgrades  or 
new  AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)  842-1357 
PO.  Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 

!  PUBLISHER  CONSULTANTS 


CRADICK  &  MINIE.  Confidential  Con¬ 
sultants  to  Publishers.  70  years  com¬ 
bined  industry  experience.  (888)  414- 
5038  or  mminie5382@aol.com 


ACADEMIC 


WASHINGTON  AND  LEE  UNIVERSITY 
The  Department  of  Journalism  and 
Mass  Communications  seeks  a  senior 
journalist  of  national  reputation  to  hold 
the  Donald  W.  Reynolds  Chair  in  Busi¬ 
ness  Journalism  and  create  a  program 
in  business  journalism,  utilizing  the 
resources  of  the  department  and  the 
university's  Williams  School  of  Com¬ 
merce,  Economics  and  Politics.  By 
their  education  and  experience,  candi¬ 
dates  should  be  prepared  to  create 
undergraduate  courses  in  business 
and  economic  reporting  and  in  mass 
media  management,  beginning  in  the 
fall.  Candidates  should  have  extensive 
reporting  experience  and  a  graduate 
degree,  preferably  an  earned  doc 
torate.  Knowledge  of  and  experience 
in  media  management  are  preferred. 
Teaching  experience  and  a  back¬ 
ground  in  new  technologies  are  very 
desirable.  The  university  is  a  highly  com¬ 
petitive  liberal  arts  college  in  the  Valley 
of  Virginia.  The  accredited  department 
has  seven  full-time  faculty  and  80 
majors.  Applications  should  include 
the  candidate  s  discussion  of  the  pro¬ 
gram  he  or  she  envisions,  a  vita,  exam¬ 
ples  of  reporting  and  other  accomplish¬ 
ments,  and  names  of  at  least  three 
references.  Send  by  April  1  to: 

Hampden  H.  Smith  III. 

Reid  Hall 

Washington  and  Lee  University 

Lexington,  VA  24450 
(540)  463-8434  SmithH@WLU.edu 


ADMINISTRATIVE 


THE  MAYNARD  INSTITUTE  SEEKS 
a  Director  of  Programs.  Duties  include 
develop  curriculum  for  management 
and  editing  training  with  diversity 
emphasis,  recruit  faculty,  enroll  partici¬ 
pants,  evaluations,  budgeting  and 
overall  management.  Need  back¬ 
ground  in  journalism,  staff  supervision 
and  journalism  training,  strong  com¬ 
munication  skills,  experience  working 
with  different  levels  in  news  organiza¬ 
tions,  and  cross-media  experience. 
Extensive  travel.  Salary  and  benefits 
competitive.  Send  letter  of  application, 
resume  and  3  references  to  Executive 
Search.  Maynard  Institute  for  Journal¬ 
ism  Education,  1211  Preservation  Park 
Way,  Oakland,  CA  94612. 

www.maynardije.org 

WORK  WHERE  OTHERS  COME  TO  PLAY! 
New  England  Newspapers,  Inc.,  a 
regional  division  of  MediaNews  Group, 
Inc.,  has  several  challenging  openings 
in  general,  advertising  sales,  internet 
sales,  financial  and  circulation  man¬ 
agement.  We  operate  daily  and  weekly 
newspapers  in  Western  Massachusetts 
and  Southern  Vermont.  Candidates 
must  possess  a  resume  loaded  with 
success  in  their  career  field,  managing 
people,  preparing  new  strategies  and 
implementing  aggressive  plans.  We  are 
looking  for  exceptional  performers. 
Salary,  benefits  and  bonuses  will  fit  the 
position  and  the  candidate.  Reply  to 
CEO,  New  England  Newspapers,  Inc. 
PO.  Box  1 171 ,  Pittsfield,  MA01202  or 
E-mail  to  Amick@berkshireeagle.com 


ADMINISTRATIVE 


PUBLISHER 

Lee  Enterprises,  Inc.  www.lee.net 
NYSE:LEE  a  publicly  traded  publish¬ 
ing,  broadcast  and  online  media  com¬ 
pany,  seeks  an  innovative,  dynamic 
revenue  generating  leader  to  join  one  of 
our  21  daily  newspapers.  The  Southern 
Illinoisan  www.southernillinoisan.com  as 
the  Publisher.  The  Southern  Illinoisan 
(daily  circ.  26.310.  Sunday  circ.  34,320) 
is  based  in  Carbondale,  III.,  home  of 
Southern  Illinois  University,  and  serves  a 
wide  geographic  region,  encompassing 
nine  main  counties  and  several  other 
peripheral  counties.  Copies  of  the 
newspaper  can  be  found  in  93  southern 
Illinois  communities.  As  Publisher,  you 
will  have  overall  responsibility  for  the 
advertising,  circulation,  editorial,  produc¬ 
tion  and  business  de-  partments,  along 
with  the  responsibility  of  motivating,  lead¬ 
ing  and  developing  a  talented  employee 
group.  Requirements  include  2-1-  years 
as  a  successful  Publisher  of  a  similar 
sized  daily  newspaper  or,  4-!-  years  as  a 
successful  Publisher.  General  Manager, 
or  comparable  position,  within  a  smaller 
newspaper  or  pub-  lication.  A  BS  BA 
degree  in  business,  journalism,  or 
related  field  is  required.  The  Publisher 
position  offers  a  competitive  salary, 
performance  bonus  and  excellent  bene¬ 
fits  package.  If  you  are  interested  in 
pursuing  this  outstanding  career 
opportunity,  please  send,  fax  or  email  a 
cover  letter  and  resume  to: 

Lee  Enterprises,  Inc. 

215  N.  Main  Street 
Davenport.  lA  52801 
Attn:  Publisher 
The  Southern  Illinoisan 
Fax:  (319)  323-9609 
Email:  andrew_wall@lee.net 
EOE 


PUBLISHER; 

Incredible  adventure  for  entrepreneurs. 
Bigfoot  Media,  publisher  of  the 
Berkeley  Daily  Planet,  is  looking  for 
additional  leaders  to  build  teams  at 
start-up  California  daily  newspapers. 
Hands-on  experience  required:  sales, 
news,  distribution,  and  leadership.  Com¬ 
petitive  compensation  plus  stock 
options  for  aggressive  leaders.  No  for 
the  faint-hearted:  strong,  entrepreneur¬ 
ial  work  ethic  required!  E-mail  resume; 
arnold@berkleydailyplanet.com 
Fax:  (510)  841-5695 


ADVERTISING 


ADVERTISING  DIRECTOR 
wanted  for  28K  daily.  30-i-K  Sunday, 
seven  day  paid  in  Alton.  Illinois  in  the 
St.  Louis.  MO  area.  I  need  a  sales  pro¬ 
fessional  that  can  lead  a  staff  of  20  in  a 
competitive  metro  market.  Creativity 
and  people  skills  a  must.  If  you  un¬ 
derstand  rates,  organization  and  moti¬ 
vation.  we  need  to  talk.  Send  resume 
and  salary  history  to: 

James  Shrader,  Publisher 
THE  TELEGRAPH 
PO.  Box  278 
Alton,  IL  62002 


www.mediainfo.com 
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_ ADVERTISING _ 

ADVERTISING  DIRECTOR 
Antelope  Valley  is  the  place  to  be  in 
2000!  We  are  looking  for  an  experi¬ 
enced,  community  minded,  advertising 
professional  with  exception  people 
skills  to  lead  our  talented  advertising 
staff.  If  you  are  looking  for  an 
opportunity  to  make  a  difference  in 
this  fast  growing  southern  California 
market;  if  you  are  interested  in  working 
for  an  organization  where  your  contri¬ 
butions  will  be  recognized  and 
rewarded;  if  you  are  able  to  inspire 
teamwork  and  cooperation  among  the 
advertising  sales  staff  and  with  the 
other  departments  of  the  newspaper, 
than  send  us  a  resume  and  cover  letter 
that  demonstrates  your  sales  and 
marketing  skills  and  your  passion  for 
excellence.  Generous  salary  package 
in  the  mid  90's  includes  excellent 
benefits.  We  are  the  Antelope  Valley 
Press,  a  family  owned,  mid  size,  award 
winning,  community  daily  serving  the 
rapidly  growing  communities  of  the 
Antelope  Valley  including  Palmdale 
and  Lancaster,  California.  Send  your 
application  materials  to: 

Cherie  Bryant 
Vice  President, 

Marketing  and  Advertising 
The  Antelope  Valley  Press 
RO.  Box  4050 
Palmdale,  CA  93590-4050 

ADVERTISING  MANAGEMENT 
Our  recent  expansion  in  several  of  the 
country's  top  growth  areas  has  cre¬ 
ated  the  need  for  several  key  positions 
among  our  daily  newspaper  opera¬ 
tions,  shoppers  and  niche  publica¬ 
tions.  Positions  include  ad  director, 
classified  manager  and  major  ac¬ 
counts  sales.  Terrific  opportunity  forex- 
ceptional  producers  and  managers  to 
grow  with  our  dynamic,  growth-orient¬ 
ed  company.  Send  resume  and  tell  us 
why  you  should  be  considered  for  one 
of  our  leadership  positions 

Box  01177,  Editor  &  Publisher 
1 51 5  Broadway.  1 2th  FI,  NY,  NY  1 0036 


ADVERTISING 


ADVERTISING 


CLASSIFIED  ADVERTISING  DIRECTOR 
Progressive  Pennsylvania  newspaper  is 
currently  recruiting  for  a  Classified 
Advertising  Director.  This  is  an  excep¬ 
tional  opportunity  to  join  a  growing  and 
dynamic  organization  in  a  revitalized 
region  that  ranks  as  one  of  the  country's 
top  20  metro  markets.  We  are  seeking 
an  ambitious,  self-motivated  candidate 
that  displays  strong  leadership  and 
communication  skills  as  well  as  an 
extensive  knowledge  of  classified 
marketing.  Vision  to  develop  and  imple¬ 
ment  marketing  plans  to  grow  revenue 
and  market  share  is  essential.  The  ideal 
candidate  will  also  lead  and  develop 
already  talented  sales  management  and 
sales  staff. 

If  you  are  looking  to  advance  your 
career  with  an  expanding  organization 
that  will  also  allow  for  future  career 
opportunities,  our  growing  network  of 
newspapers  is  looking  for  talented 
executives  like  you  that  will  help  us 
reshape  newspaper  and  online  potential 
for  the  future.  We  are  setting  new 
records  and  need  bright,  innovative 
thinkers. 

We  offer  a  competitive  salary, 
aggressive  open-ended  MBO  program 
and  complete  benefits  package,  which 
includes  matching  401  (k)  program. 
Please  send  resume  and  salary  require¬ 
ments  to: 

Box  01174,  Editor  &  Publisher 
1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


ASSISTANT  RETAIL  MANAGER 
The  Sarasota  Herald-Tribune,  a  New 
York  Times  Newspaper,  is  seeking  a 
hands  on  manager  with  strong  leader¬ 
ship  and  entrepreneurial  skills  to  lead, 
motivate  and  train  the  advertising  staff. 
Previous  management,  budgeting  and 
training  experience  required.  Majors 
Accounts  experience  a  plus.  Resume  to: 

Retail  Advertising  Manager 
801  S.  Tamiami  Trail 
Sarasota.  FL  34236 


ADVERTISING 


NATIONAL  ADVERTISING  MANAGER 

The  San  Jose  Mercury  News  ,  the  leading  print  and  on-line  media  information 
source  for  Silicon  Valley,  is  seeking  a  National  Advertising  Manager,  The  suc¬ 
cessful  candidate  will  have  direct  management  responsibility  for  the  devel¬ 
opment  and  implementation  of  revenue-generating  growth  strategies,  devel¬ 
oping  pricing  programs,  leading  sales  presentations  and  staff  training  and 
development.  The  ideal  candidate  must  have  a  4  year  college  degree.  Masters/ 
Marketing  preferred.  Demonstrated  success  in  identifying  and  developing 
growth  strategies.  Management  experience  with  national  rep.  firm  desired.  Must 
possess  strong  negotiation  /  problem  solving  skills  and  budget  experience. 
Excellent  verbal/written  skills  essential.  Bilingual  Spanish/Vietnamese  a  plus. 
Position  reports  General/Online  Advertising  Manager 

•  We  offer  a  competitive  compensation/benefit  package. 

•  We  prefer  to  receive  resumes  by  E-mail  (  no  attachments  ).  Paste/type  your 
resume  in  the  body  of  the  message.  Specify  the  position  you  are  applying  for 
in  the  subject  box.  You  may  also  mall  your  resume,  specifying  the  position 
you  are  applying  for  in  your  cover  letter. 

•  We  are  an  Equal  Opportunity  Employer 

Human  Resources  Department 
jobs@sjmercury.com 
SJMN 

750  Ridder  Park  Drive 
_ San  Jose,  CA  95 1 90 _ 
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ADVERTISING 


MAJOR  ACCOUNTS  SALES  MANAGER 
Lead  a  team  of  talented  sales  pro¬ 
fessionals  and  thrive  in  a  dynamic 
environment  at  California’s  fastest  grow¬ 
ing  major  newspaper.  The  Sacramento 
Bee,  a  division  of  McClatchy  newspa¬ 
pers.  If  you  possess  great  leadership 
ability,  have  strong  customer  rela¬ 
tionships,  keen  analytical  skills,  deliver 
compelling  presentations  and  have  the 
ability  to  grow  with  our  company,  this 
could  be  a  lifetime  opportunity  for  you. 
The  Sacramento  Bee  is  located  in 
Northern  California  in  a  beautiful  area 
that  offers  city  or  country  living,  close  pro¬ 
ximity  to  San  Francisco  and  Lake 
Tahoe,  short  commutes,  and  affordable 
housing.  We  also  offer  a  competitive 
salary  and  an  excellent  benefits 
package,  including  fitness  center,  child 
care  center,  and  401  (k)  plan.  Rush  your 
resume  (916)  321-1984,  or  mail  to: 

The  Sacramento  Bee 
Human  Resources 

RO.  Box  15779.  Sacramento.  CA  95852 


ADVERTISING  SALES 
REPRESENTATIVES 


Community  Newspaper  Company, 
Eastern  Massachusetts'  major 
source  of  local  news  and  com¬ 
merce,  is  seeking  talented  sales  pro¬ 
fessionals.  We  publish  more  than 
100  daily  and  weekly  newspapers 
and  an  award  winning  website 
www.townonline.com  Opportunities 
exist  in  our  North,  South  and 
Metrowest  locations. 

Territories  are  open  across  Eastern 
MA  for  aggressive  sales  pro¬ 
fessionals  who  have  a  1-2  year  pro¬ 
ven  track  record  of  meeting  and 
exceeding  goals.  The  ability  to 
initiate  and  close  sales  while  pros¬ 
pecting  and  developing  strong  busi¬ 
ness  relationships  is  essential. 

We  offer  a  competitive  compensa¬ 
tion  and  benefits  package.  CNC  is 
an  Equal  Opportunity  Employer. 
Interested  candidates  should  fax 
resumes  to: 


David  Smolski  at  508-626-3885 
Or  E-mail  dsmolsk@cnc.com 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers.  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

DIRECTOR  OF  ADVERTISING 
Freedom  Newspapers  of  New  Mexico 
seeks  an  energetic  self-starter  to  help 
us  grow  and  lead  the  retail  and 
classified  sales  efforts  for  two  daily  com¬ 
munity  newspapers  with  total  circulation 
of  13,200.  The  qualified  candidate  will 
have  management  experience,  the 
ability  to  establish  and  exceed  sales 
goals,  and  continue  staff  development. 
We  offer  competitive  salary  and  bene¬ 
fits.  Send  resume  and  references  with 
cover  letter  and  salary  requirements  to: 

Clovis  News  Journal 
Julie  Moreno,  Senior  Publisher 
RO.  Box  1689 
Clovis,  NM  88101 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


DISPLAY  SALES  MANAGERS 
Large  metro  NY  direct  mail  shopper 
needs  dynamic  sales  manager  to  lead 
team  in  established  region  and  grow 
into  new  territories.  You  must  have 
strong  sales  skills,  training,  co-op  and 
supervision  skills.  Base  salary  $65K 
plus,  bonus,  medical,  401  (k),  car 
allowance.  Join  a  winning  team! 

RO.  Box  624,  Ardsley,  NY  10502 
resumes@nysaver.com 


ART/GRAPHICS 


SENIOR  ONLINE  DESIGNER 
Helps  to  set  and  maintain  the  look  and 
feel  of  USA  Toaay.com.  Creates  daily 
informational  news  graphics,  advertise¬ 
ments  and  promotional  designs  for  the 
web.  Requires  5  years  experience  as  a 
graphic  artist  or  animator;  ability  to 
work  well  under  deadline;  exceptional 
design  and  drawing  skills;  excellent 
PC  skills  with  knowledge  of  Macintosh 
graphics  software.  Must  be  able  to 
work  in  creative  team-like  atmosphere. 
We  offer  a  competitive  compensation 
and  benefits  package  that  includes  an 
onsite  fitness  center  and  401  (k).  If 
interested,  please  submit  resume  with 
salary  history  to  USA  Today,  Human 
Resources  Department  (LC),  1000 
Wilson  Blvd.  Arlington,  VA  22209, 
Resumes  can  also  be  faxed  to; 

(703)  558-3840 

Or  E-mailed  to:  jobs@usatoday.com 
Online  portfolio  a  plus 
To  learn  about  the  USA  Today  brand, 
visit  our  web  site  at: 
www.usatoday.com 
We  recognize  and  appreciate  the 
benefits  of  diversity  in  the  workplace 


CIRCULATION 


$40,000-F  as  Circulation  Manager  of 
Zone  4  daily.  Opening  created  due  to  CM 
being  promoted  to  publisher  in  growing 
organization.  In  confidence,  respond  to: 
Paper  People,  Jerry  Turner 
(91 8)  542-8861  or  send  resume  to 
jturner@mmind.net 


ASSISTANT  CIRCULATION  DIRECTOR 
The  Record,  a  northern  California 
70,000  Daily  Sunday  newspaper  is 
looking  for  an  experienced  results 
oriented  circulator  to  join  our  team. 
Candidates  should  have  strong  sales 
and  marketing  background  with  the 
ability  to  energize  and  lead  a  team  of 
professionals.  We  offer  competitive 
salary,  bonus,  benefits  and  the  opport¬ 
unity  for  future  growth  potential.  Send 
your  resume  with  a  cover  letter  and 
salary  requirements  to: 

Sandi  Larranaga 
The  Record 
530  East  Market  Street 
PO.  Box  900 
Stockton,  CA  95201 

www.mediainfo.com 


1515  Broadway.  New  York,  NY  10036 


CIRCULATION 


CIRCULATION  MANAGER 
ANALYSIS  &  PLANNING 


The  Arizona  Republic,  Phoenix  Ari¬ 
zona's  leading  information  com¬ 
pany,  is  looking  for  an  Analysis  & 
Planning  Manager.  This  position  is 
part  of  the  Circulation  core  man¬ 
agement  team  reporting  to  the 
circulation  director.  The  successful 
candidate  will  have  statistical, 
budgetary,  ABC  reporting,  and 
information/support  systems  expe¬ 
rience.  A  positive  attitude,  a  de¬ 
monstrated  ability  to  achieve  re¬ 
sults,  and  a  desire  to  be  a  part  of  a 
cutting  edge  information  company 
are  a  must.  Candidates  should  have 
strong  relationship  building,  motiva¬ 
tional  and  management  experience. 
Additionally,  candidates  must  have 
the  ability  to  coordinate  multi¬ 
faceted  efforts  and  analyze/compile 
data,  as  well  as  proven  oral  and  writ¬ 
ten  communication  skills. 

The  Arizona  Republic  is  offering  a 
VERY  competitive  salary  and  incen¬ 
tive  plan,  including  a  401  (k)  plan 
and  potential  stock  options.  In  addi¬ 
tion,  an  excellent  health  and  benefit 
plan  is  included.  Please  send  a  let¬ 
ter,  resume  and  salary  history  and 
requirements  to: 

Chris  Christian 
Circulation  Director 
The  Arizona  Republic 
200  E.  Van  Buren  Street 
Phoenix.  AZ  85004 
Fax  (602)  444-8241 
E-mail  chris.christian@pni.com 


The  Arizona  Republic  is  an  equal 
opportunity  employer  and  a  drug- 
free  workplace 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

REGIONAL  MANAGER 
Investor's  Business  Daily.  America's 
fastest  growing  business  newspaper, 
has  a  position  available  for  a  Regional 
Manager  based  in  our  Hartford,  Con¬ 
necticut  office.  Responsibilities  include 
overseeing  the  production,  circulation, 
distribution,  and  sale  of  Investor's  Busi¬ 
ness  Daily  in  this  7  state  region.  Ideal 
candidate  will  have  proven  sales  and 
marketing  experience  along  with  the 
ability  to  manage  and  motivate  staff. 
Candidate  will  be  responsible  tor  expan¬ 
ding  home  delivery  markets  as  well  as 
developing  vendor  relations  at  the 
wholesale  and  retail  level.  Bachelor's 
degree  required.  Competitive  salary 
based  on  experience.  We  offer  benefits, 
which  include  401  (k),  medical,  dental, 
life  insurance  and  bonus  package. 
Send  resume  and  cover  letter  to: 

Investor's  Business  Daily 
285  Broad  St.,  Hartford,  CT  061 1 5 
Attn:  Jeff  Beeler 
Or  fax  to  248-693-71 65 
Or  e-mail  dlozaibd@msn,com 


_ classified  advertising _ 
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CIRCULATION 


SINGLE  COPY  MANAGER 
Contra  Costa  Newspapers  (CCN)  Is 
seeking  a  self-motivated  individual  to 
join  our  Circulation  management  team. 
The  successful  candidate  will  have 
prior  Circulation  management  experi¬ 
ence.  Excellent  communication  and 
leadership  skills  are  required,  with  a 
demonstrated  history  of  motivating 
people.  Excellent  PC  skills  preferred 
and  an  ability  to  analyze  trends  and 
data  for  improved  performance. 

The  Single  copy  manager  is  responsi¬ 
ble  for  sales  and  operational  ob¬ 
jectives,  growing  circulation  and 
achieving  circulation  revenue  targets. 
You  will  work  closely  with  other  key 
managers  to  develop  critical  measure¬ 
ments  of  success  and  work  with  the  con¬ 
sumer  marketing  manager  to  develop 
and  implement  sales  and  growth 
strategies. 

You  will  be  a  key  member  of  CCN's 
management  team  working  for  one  of 
the  top  newspaper  companies  in  the 
nation.  We  offer  a  competitive  salary, 
MBO,  vacation  and  personal  days  off, 
comprehensive  benefit  package  includ¬ 
ing  medical,  dental,  vision,  401  (k)  plan 
and  stock  purchase  plan.  Send 
resume  and  cover  letter  with  salary  his¬ 
tory  and  requirements  to: 

Contra  Costa  Newspapers 
Attn:  Human  Resources  -  Job#S014 
PO.  Box  5088 
Walnut  Creek,  CA  94596 
Or  Fax  (925)  977-8444 


SALES  &  MARKETING 
REPRESENTATIVE 

Publishers  Circulation  Fulfillment,  Inc, 
a  national  company  providing  a  wide 
array  of  circulation  services,  has  open¬ 
ings  for  circulation  sales  and  market¬ 
ing  representatives  to  oversee  The 
New  York  Times  Single  Copy  Sales  in 
the  GA/TN/AL  territory  and  the  West 
side  of  Florida.  The  selected  candi¬ 
dates  will  need  to  reside  in  the  Atlanta 
and  Tampa  areas.  Candidates  must  be 
sales  driven  and  possess  excellent  writ¬ 
ten,  verbal  communication  and  pres¬ 
entation  skills.  Knowledge  of  the 
newspaper  industry  is  a  plus. 

To  excel  in  our  fast  paced  environ¬ 
ment.  the  candidates  should  be  self¬ 
starters  and  have  the  ability  to  analyze 
markets  and  to  create  and  execute 
sales  plans  to  drive  new  business. 
They  must  also  possess  the  ability  to 
handle  multiple  projects,  meet  dead¬ 
lines,  have  excellent  computer,  organi¬ 
zational  and  customer  service  skills. 
This  position  requires  interaction  with 
local  newspapers  and  independent 
newspaper  wholesalers.  In  addition, 
sales  initiatives  would  include  devel¬ 
opment  of  college  and  educational 
sales  programs,  chain  store  promo¬ 
tions,  and  retail  merchandising.  Two  to 
four  years  of  direct  selling  experience 
required. 

College  degree  is  preferred.  Excellent 
salary  plus  company  car  and  bonus 
plan.  Send  cover  letter  and  resume  to: 

PC.F.  Inc.  PO.  Box  920160 
Norcross,  GA  30010 


CIRCULATION 


CIRCULATION  ZONE  MANAGER 
The  Des  Moines  Register,  a  Gannett 
company,  is  seeking  an  experienced 
Zone  Manager.  Responsiblities  in¬ 
clude  the  ability  to  achieve  volume 
goals  for  home  delivery  and  single 
copy.  Management  and  development 
of  district  managers  and  independent 
carriers  towards  sales  strategies  and 
tactics. 

Candidate  must  possess  sales  skills, 
fundamental  accounting  skills,  man¬ 
agement  concepts  with  excellent  writ¬ 
ten  and  oral  communication  skills  and 
computer  skills.  Strong  customer  ser¬ 
vice  commitment. 

Competitive  salary  and  excellent  bene¬ 
fits  offered.  Please  send  resume  includ¬ 
ing  salary  history  to: 

Human  Resources 
The  Des  Moines  Register 
71 5  Locust  Street 
Des  Moines.  lA  50309 


USA TODAY 

CIRCULATION  MANAGER 
USA  TODAY  has  an  excellent  career 
opportunity  for  a  Circulation  Manager 
in  Chicago.  Based  near  downtown 
Chicago,  this  position  is  responsible 
for  leading  a  department  of  7  in  perfect¬ 
ing  operations  and  tapping  opportunities 
for  growth  in  the  dynamic  Metro  Chi¬ 
cago  Market.  Single  copy  experience  a 
must,  home  delivery  experience  a  plus. 
Skilled  circulators  with  an  aptitude  for 
management  excellence  and  a  strong 
thirst  for  challenges  will  find  this  to  be 
an  opportunity  worth  pursuing. 

To  investigate  further,  please  send 
resume  and  salary  history  to: 

David  Fiedelman 
USA TODAY 

1000  Parkview  Boulevard 
Lombard.  IL60148 
E-mail;  dfiedelman@usatoday.com 
Fax:  (630)  629-1270 


CIRCULATION  MANAGER 
The  Herald-Coaster  (7,800-circulation 
afternoon  community  newspaper)  lo¬ 
cated  30  miles  SW  of  Houston  is  seek¬ 
ing  a  hands-on.  energetic  Circulation 
Manager.  Candidates  should  have  pre¬ 
vious  newspaper  circulation  experience, 
a  proven  track  record,  be  sales  oriented, 
and  desire  to  take  the  next  step. 

If  you  are  looking  for  a  career  and  like  a 
challenge  you  may  be  just  the  right 
person.  We  offer  a  competitive  salary, 
bonus  plan.  401  (k),  profit  sharing, 
health  and  dental  insurance  package. 
Salary  commensurate  with  experience. 
Please  submit  a  cover  letter  and 
resume  with  salary  requirements  by 
Mail,  Fax,  or  E-mail  to: 

Steve  Fristoe 
Vice  President-Circulation 
Hartman  Newspapers,  Inc. 

PO.  Box  1390 

Rosenberg.  TX  77471  -1 390 
Fax  (281)  342-6968 
E-mail:  sfristoe@herald-coaster.com 


CIRCULATION 


SALES  AND  MARKETING 
MANAGER 


We  have  an  exciting  opportunity  in 
the  Circulation  Department  of  Com¬ 
munity  Newspaper  Company.  This 
position  is  responsible  for  managing 
all  aspects  of  consumer  marketing 
and  positioning  our  newspapers 
within  each  community  to  ensure 
circulation  growth.  We  are  looking 
for  an  individual  who  can  play  a  vital 
role  in  driving  our  circulation  efforts. 
This  position  will  supervise  our  out¬ 
bound  telemarketing  sales  opera¬ 
tions.  retention  team  and  customer 
service  operations.  Development 
and  execution  of  sales  contests; 
manage  the  coordination  of  promo¬ 
tion  efforts  for  circulation  drives, 
including  direct  mail  campaigns, 
start-ups,  TMC  programs;  manage 
promotional  efforts  in  the  com¬ 
munities  including  presentations, 
sales  events;  and  serve  as  a  liaison 
in  telemarketing  campaign  with  our 
field  operations.  Requirements  - 
Three  to  five  years  of  circulation  or 
consumer  marketing  experience. 
Sales  and/or  direct  marketing  expe¬ 
rience  helpful,  but  not  necessary. 
Excellent  communication,  planning 
and  project  skills. 

We  offer  a  competitive  salary  and 
benefits  package.  Send  resume  and 
cover  letter  to: 


Human  Resources  Manager 
Community  Newspaper  Company 
33  New  York  Avenue 
Framingham,  MA  01701 
or  fox  508-626-3885 
Community  Newspaper  Company 
is  an  Equal  Opportunity  Employer 


COMMUNICATIONS 


COMMUNICATIONS:  Associate  Director 
for  the  Baltimore-Washington  area  of 
United  Methodist  Church  with  focus  on 
stewardship  and  benevolence  interpreta¬ 
tion.  Must  know  and  love  the  United  Meth 
odist  Church.  Strong  journalism  and  edit¬ 
ing  skills:  team  work.  Clergy  or  laity. 
Resumes,  five  writing  samples  to: 

Dean  Snyder 

Baltimore-Washington  Conference 
9720  Patuxent  Woods  Drive,  Suite  100 
Columbia,  MD  21 046  by  March  1 5 

EDITORIAL 


■JOURNALISTS  THEME  PARK  " 

We  re  looking  for  a  courts  reporter 
who  isn't  intimidated  by  the  legal 
system,  a  business  reporter  who  can 
drill  through  complicated  filings,  and 
an  assistant  city  editor  who  can 
recognize  fat  in  a  reporter's  copy  and 
a  government's  budget. 

We  re  a  Knight  Ridder  daily  just  across 
the  Mississippi  from  St.  Louis.  We  won 
two  IRE  awards  in  the  90s  and  seek 
journalists  who  crave  hard-hitting, 
investigative  reporting. 

Send  resume,  clips  to  Gary  Dotson, 
city  editor,  Belleville  News-Democrat: 

PO.  Box  427,  Belleville,  IL  62222 
E-mall  gdotson@BND.com 

C5 
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HELP  WANTED 


25,000  CIRCULATION  paper  in  central 
Indiana  needs  business  writer,  reporters. 
Resume  to  ME  Dan  McCaleb: 

300  N.  Union,  Kokomo,  IN  46904 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers.  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

ASPEN  DAILY  NEWS  is  seeking  general 
assignment  reporter.  $21K-$26K  based 
on  experience.  Possible  housing  avail¬ 
able.  Looking  for  hungry  reporter  to 
work  with  small,  scrappy  staff  working 
under  motto,  “If  you  don’t  want  it 
printed,  don’t  let  it  happen.’’  Send 
resume:  Rick  Carroll.  Aspen  Daily  News: 

51 7  E.  Hopkins,  Aspen,  CO  81 61 1 
Fax  (970)  920-2118. 

E-mail  rcarroll@aspeninfo.com 


CLICK!  online  magazine  wants  sharp 
reporters  on  a  wide  range  of  lifestyle  and 
health  topics.  Work  with  newspaper- 
experienced  staff  on  enterprise  and 
trend  stories.  Required:  3-5  years  news 
experience;  Web  savvy;  engaging,  lucid 
style;  must  relocate  to  Delaware.  Health 
writing  experience  preferred. 

dale@epotec.com 


STYLE  REPORTER 

The  Birmingham  News  is  looking  for  a 
reporter  to  cover  a  newly  created  style 
beat.  The  ideal  candidate  will  be  able  to 
write  lively  and  informative  stories  about 
all  aspects  of  style,  from  interior  design 
and  fashion  to  pop  culture,  trends  and 
fads,  with  a  special  eye  toward  youth 
and  young  adults.  The  job  will  require 
boundless  ideas  for  stories  and  how  to 
present  them  creatively,  the  ability  to  do 
quick  turn-arounds  as  well  as  more  in- 
depth  pieces  and  a  knack  for  juggling 
several  assignments  at  once.  Please 
send  your  resume  and  samples  of  your 
work  to  Alec  Harvey,  LifeStyle  and  Enter¬ 
tainment  Editor,  The  Birmingham  News; 

2200  Fourth  Avenue  North 
Birmingham,  Alabama  35203 


ASSOCIATE  EDITOR: 

Retail  Systems  Alert,  monthly  tech  pub¬ 
lication.  Have  1-3  years  writing  experi¬ 
ence,  preferred  journalism.  Strong  edit¬ 
ing  skills,  fast  learner.  Some  travel.  Will 
use  Net.  Competitive  salary/benefits.  Re¬ 
sume/cover/samples:  Dan  Berthiaume, 
Retail  Systems  Alert,  P.O.  Box  332, 
Newton  Upper  Falls,  MA  02464. 

Fax  (61 7)  527-8102 
dberlhiaume@retailsystems.com 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
The  Stuart  News  and  Port  St.  Lucie 
News,  the  dominant  paper  on  Florida's 
rapidly  growing  Treasure  Coast,  seeks 
an  assistant  city  editor  challenged  by 
competition  and  a  fast-changing  com¬ 
munity.  Staff  includes  four  experienced 
editors  and  15  reporters  covering  two 
counties.  Send  a  brief  cover  letter  and 
resume  to: 

Paul  Shea,  Managing  Editor 
The  Stuart/Port  St.  Lucie  News 
RO.  Box  9009,  Stuart,  FL  34995 
Website:  www.tcpaim.com 
EOE  DFWP 


SPORTS  EDITOR 

Strong  local  sports  department  at  a 
small  daily  newspaper  in  northeastern 
North  Carolina  is  looking  for  a  sports 
editor  given  carte  blanche  to  manage 
sports  department  that  emphasizes 
local  prep  sports.  QuarkXPress  experi¬ 
ence  required.  Will  also  cover  some 
ACC  football  and  basketball  as  well  as 
PGA  and  NASCAR  events  in  our  area. 
Salary  based  on  experience.  Send 
clips  and  resume  to  Ted  Newman, 
managing  editor.  Daily  Herald,  P.O. 
Box  520,  Roanoke  Rapids,  NC  27870 
Or  Fax  (252)  537-2384 


NewTimes 


IDWEST 


New  Times  has  added  three  Midwestern 
cities  to  its  group  of  award-winning, 
magazine-style  newsweeklies.  Our 
papers  publish  hard-hitting  news  stories, 
engaging  features  and  provocative 
music  and  arts  coverage  in  eleven 
cities  coast  to  coast. 


Now  we'd  like  to  increase  the  staffs  at 
our  newest  papers  in  St.  Louis,  Cleveland  and 
-  Kansas  City.  We  are  looking  for  writers  and 
editors  who  can  craft  compelling  narratives,  analyze  - 
complex  subjects  and  put  a  city's  news  in  perspective. 


New  Times  offers  competitive  salaries  and  benefits. 


Andy  Van  De  Voorde 
Executive  Associate  Editor 

Interested  candidates  should  send  cover  letter,  resume  and  clips  to:  New  Times,  Inc. 

*  RO.  Box  5970,  Denver,  CO  80217 
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ASSISTANT  MANAGING  EDITOR 
The  Lexington  (KY)  Herald-Leader,  a 
Knight  Ridder  newspaper  (120,000  dai¬ 
ly/155,000  Sunday)  seeks  an  AME  to 
oversee  newsroom  operations  Monday 
through  Friday  nights.  Strong  editing 
skills,  news  judgment  and  leadership 
ability  are  required.  The  ideal  candi¬ 
date  is  an  experienced  editor  who  will 
be  a  creative  force  in  the  newsroom, 
making  each  day's  paper  the  best  it 
can  be.  Visual  journalism  skills  a  plus. 
AME  would  supervise  news  and  copy 
desks  and  possibly  other  departments 
depending  on  skills  and  experience. 
Good  salary  and  benefits.  The  Herald- 
Leader  staff  has  a  passion  for  great 
journalism,  having  won  most  major 
awards,  including  two  Pulitzers. 
Named  one  of  SND’s  “world’s  best 
designed  newspapers”  last  year. 

Contact  Tom  Eblen,  managing  editor, 
Lexington  Herald-Leader, 

1 00  Midland  Avenue,  Lexington,  KY  40508 
E-mail  teblen@herald-leader.com 
EOE  M/F 


ASSISTANT  METRO  EDITOR: 

The  Gainesville  Sun,  a  60,000  circula¬ 
tion  New  York  Times  regional  daily, 
needs  and  accomplished  journalist  to 
steer  daily  news  coverage  in  a  vibrant 
college  town.  We  re  looking  for  a  high- 
r.p.m.  news  nut  who  can  toughen  up 
our  cops,  courts  and  government  sto¬ 
ries.  you’ll  work  Tuesday-Saturday, 
1 1 :30-8,  firm.  The  ideal  candidate  has 
experience  in  breaking  news,  features 
and  investigations.  We  re  an  ambitious 
paper  that  strives  for  fine  writing  and 
eye-popping  visuals,  so  humor  and 
creativity  are  a  must.  Mail  letter, 
resume  and  work  samples  to: 

Matt  Reed,  metro  editor,  2700  SW  13th 
Street,  Gainesville,  FL  32608. 
E-maii  reedm@gvillesun.com 


ASSOCIATE  EDITOR.  HR  News.  The 
Society  for  Human  Resource  Manage¬ 
ment,  a  fast-paced  professional  associa¬ 
tion,  seeks  an  associate  editor  for  its 
award-winning  monthly  newspaper,  HR 
News.  Responsibilities  include  reporting 
government,  business  and  association 
news;  designing  newspaper  pages  and 
editing  copy.  Knowledge  of  workplace 
Issues  highly  desirable.  Some  travel  and 
overtime  required.  Send  resume,  work 
samples  and  salary  history  to: 

SHRM,  Attn  HR/TW/HRN 
1 800  Duke  St.,  Alexandria,  VA  2231 4 
Or  E-mail:  jobs@shrm.org  EOE 


ATTENTION  ALL-STAR  COPY  EDITORS! 
The  Boston  Herald  is  accepting  for  copy 
editors/Sunday.  Candidates  must  have 
five  years  daily  newspaper  or  equivalent 
experience  and  a  deft  touch  for  editing, 
headlines  and  layout  for  news,  features 
and  oped  pages.  Atex,  pagination  and 
Mac  skills  a  plus.  Please  send  resume 
and  work  samples  to  Eric  Norment. 
Sunday  editor,  Boston  Herald,  One 
Herald  Square,  Boston,  MA  021 06-2096. 

E-mail  to  enorment@bostonherald.com 
No  phone  calls  please 

www.mediainfo.com 
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HELP  WANTED 


AWARD  WINNING  NEWSPAPER 
THE  LAURENS  COUNTY  ADVERTISER 
Now  has  an  opening  for 
EDITOR 

Mac  experience  (OuarkXPress, 
Photoshop,  etc.)  big  plus.  Nice  work¬ 
ing  conditions  and  above  average  pay 
commensurate  with  experience.  Send 
resume  to: 

Marc  Brown 
Advertiser  Printing  Co. 

RO.  Box  490,  Laurens,  SC  29360 
(864)  984-2586 
Advertiser@backroads .  net 


SUNDAY  EDITOR 

We  need  a  top-notch  idea  person  and 
word  editor  to  help  us  bring  three  daily 
newspapers  together  for  a  Sunday 
newspaper  to  serve  our  diverse  read¬ 
ership.  If  you’re  a  good  negotiator  and 
you  insist  on  top-quality  writing  and 
design,  we  want  to  hear  from  you. 
Send  your  resume  and  examples  of 
your  work  to  Dan  Bowerman,  editor: 
Greater  Niagara  Newspapers 
MPO  549.  Niagara  Falls,  NY  14302-0549 


BUSINESS  REPORTER: 

To  cover  New  Orleans  lively  tourism  and 
gambling  industries  for  our  Money  page 
and  for  A1 .  The  successful  candidate  will 
ask  tough  questions,  decipher  compli¬ 
cated  business  and  political  issues  and 
write  about  them  clearly.  Send  a  cover 
letter,  resume  and  your  best  clips  to: 

Kim  Quillen,  Assistant  Business  Editor 
The  Times-Picayune,  3800  Howard  Ave 
New  Orleans,  LA  701 40 


BUSINESS  REPORTER 
The  employee-owned  Omaha  World- 
Herald  (230,000  circulation  on  week¬ 
days,  285,000  Sundays)  seeks  a 
skilled,  aggressive  reporter  to  produce 
high-profile  business  stories.  Omaha, 
one  of  America's  most  livable  cities,  is 
home  to  the  likes  of  ConAgra  Inc., 
Union  Pacific  Corp.,  Ameritrade  and 
Warren  Buffett's  Berkshire  Hathaway 
Inc.  We  re  taking  our  business  cov¬ 
erage  up  several  notches  as  we  pre¬ 
pare  to  open  a  $100  million  production 
facility  in  2001 .  If  you  can  write  with 
flair  and  have  a  track  record  of  break¬ 
ing  big  stories  before  the  press  release 
comes  out,  please  apply.  Send 
resume,  clips  and  a  cover  letter  to: 

Jeff  Gauger,  Assistant  Managing  Editor 
Omaha  World-Herald 
World-Herald  Square 
Omaha,  NE  681 02 


Candidates  should  be  self-starters  who 
enjoy  working  on  news  and  feture 
stories.  Qualifications:  Bachelor’s  de¬ 
gree  in  related  field  preferred  but  not 
required.  Excellent  pay  and  benefits. 
Send  clips  and  resume  to: 

Todd  Hudak,  city  editor 
The  Item 

20  N.  Magnolia  Street 
Sumter,  SC  29150 


BUSINESS  REPORTER 
The  Island  Packet,  a  daily  on  beautiful 
Hilton  Head  Island  owned  by  The 
McClatchy  Company,  is  seeking  an 
experienced  business  reporter  for  our 
rapidly  growing  market.  We  need  an 
energetic  self-starter  who  will  bring 
depth  and  sophistication  to  coverage 
of  business  and  economic  trends  in 
our  resort  region,  whose  mainstays 
include  tourism  and  land  development. 
Clips  should  demonstrate  an  ability  to 
write  clearly  and  penetratingly.  Send 
cover  letter  and  resume  to: 

Fitz  McAden,  Executive  Editor 
The  Island  Packet 
RO.  Box  5727 

Hilton  Head  Island,  SC  29938 
E-mail:  fmcaden@islandpacket.com 
Fax:  (843)  706-3070 

BUSINESS  WRITER  WANTED 
The  Charlotte  Sun  Herald,  a  40,000 
daily  in  Southwest  Florida  is  looking 
for  an  energetic,  inquisitive  writer.  The 
newspaper’s  business  staff  thrives  on 
covering  the  fastest  job-growth  area  of 
the  country.  The  paper’s  award  winning 
Web  site  is  at  www.sun-herald.com 
Applicants  should  send  a  resume  and 
writing  sample  to: 

Charlotte  Sun  Herald 
Jim  Gouvelis 
23170  Harbon/iew  Road 
Port  Charlotte,  FL  33980 


COPY  EDITOR  (TWO  POSITIONS) 
The  San  Francisco  Chronicle  is  look¬ 
ing  for  two  great  sports  copy  editors.  A 
successful  candidate  will  have  ex¬ 
cellent  editing  skills;  a  flair  for  writing 
lively  headlines;  excellent  knowledge 
of  sports  and  the  ability  to  work  effi¬ 
ciently  under  heavy  deadline  pressure. 
Three  years  of  copy  editing  experience 
at  a  major  metropolitan  daily  newspa¬ 
per  is  preferred;  less  experience  might 
be  considered  if  an  applicant's  port¬ 
folio  is  strong.  The  full-time  jobs 
involve  swing  shifts  and  Sunday  shifts. 
The  positions  are  available  immedi¬ 
ately.  Interested  applicants  who  meet 
requirements  should  send  a  cover  let¬ 
ter,  resume  and  work  samples*  to: 

Leslie  Guevarra 

director  of  editorial  hiring  and  development 
San  Francisco  Chronicle,  901  Mission  St. 

San  Francisco,  CA  941 03 
•Before  and  after  editing  samples  are 
helpful.  Applications  should  be 
postmarked  by  February  1 1 . 2000. 

For  more  information  go  to: 
www.sfgate.com/chronicle/jobs 


SPORTS  EDITOR 

The  Gaston  (NC)  Gazette  needs  a 
highly  motivated  leader  for  its  sports 
staff  The  40,000  circulation  AM  paper 
covers  pro  beats  (NFL,  NBA,  NASCAR) 
as  well  as  traditional  hometown  paper 
sports  coverage.  Send  resumes  and 
copies  of  sports  sections  to: 

Jon  Jimison,  managing  editor 
RO.  Box  1 538,  Gastonia,  NC  28053 
Fax  (704)  867-5751 
E-mail  Jon_Jimison@link.freedom, com 


COPYEDITOR: 

The  Register-Guard  is  seeking  a  sea¬ 
soned  copy  editor  for  its  night  news 
desk.  We  re  Oregon's  second-largest 
daily,  and  our  reporting  photography 
and  design  have  won  national  and 
regional  honors.  We  re  located  in  a  col¬ 
lege  town,  an  hour  from  the  mountains 
and  an  hour  from  the  coast.  Our  copy 
editors  polish  stories,  write  headlines, 
and  lay  out  and  pag-  inate  pages  in  DTI. 
They  work  hard,  and  they  earn  salaries 
of  $579-$899  per  week,  commensurate 
with  experience.  We  re  looking  for  a 
wordsmith  with  news  and  design  sense, 
the  ability  to  work  well  with  others  and 
at  least  2  years  experience.  A  college 
degree  is  required.  Submit  a  letter, 
resume  and  samples  by  Feb  1 6  to: 

Copy  Editor,  HR  Department 
PO.  Box  10188,  Eugene,  OR  97440-21 88 
Equal  Opportunity  Employer 


COPY  EDITOR 

Immediate  opening  for  copy  editor 
needed  for  busy  four-person  copy 
desk  on  this  20,000  circulation  seven- 
day  newspaper  in  eastern  West  Vir¬ 
ginia.  The  successful  candidate  will 
write  accurate  and  snappy  headlines, 
edit  local  and  wire  copy  and  will  be 
able  to  paginate  quickly  using  QuarkX¬ 
Press.  Located  in  the  heart  of  the 
Shenandoah  Valley,  about  65  miles 
from  Washington  and  Baltimore,  this 
newspaper's  circulation  is  growing. 
Send  letter,  resume  and  design  clips  to: 

Maria  Lorensen.  editor.  The  Journal 
207  W.  King  St.,  Martinsburg,  WV  25401 


DYNAMIC  EDITORIAL  DIRECTOR 
wanted.  Rapidly  growing  Internet 
company.  See  our  ad  at: 

www.immunesupport.com/jobs 


EDITORIAL  POSITIONS 

Supervising  Senior  Editor.  Mommg  Edition 
Responsible  tor  editorial  planning  and  coordination  of  coverage  on  the 
show,  makes  assignments  and  provides  editorial  guidance  to  program 
host,  reporters,  producers,  and  production  staff;  supervises  prepara¬ 
tion  of  air  material  ensuring  editorial  integrity  and  qualih/  of  the  mate¬ 
rial:  monitors  programming  and  provides  critiques  and  evaluates  the 
performance  of  staff  members  Bachelor  s  degree  or  equivalent  expe¬ 
rience  required  Six  years  national  lournalism  experience,  demon¬ 
strated  excellent  writing  skills,  ability  to  effectively  work  as  a  member 
of  a  team  of  diverse  individuals  under  tight  deadline  pressure  and 
demonstrated  understanding  of  sound  management  and  supervisory 
principles  required  Daily  news  experience,  supervisory  experience, 
thorough  knowledge  of  broadcast  writing  and  audio  production  tech¬ 
niques:  and/or  experience  with  digital  production  techniques  preferred 
Job  #E&P230 

Editor,  Morning  Edition 

Assists  Senior  Editor  to  prepare  and  produce  material  for  air.  edits 
program  materials  submitted  by  commentators,  reporters,  and  other 
contributors,  initiates,  plans,  and  produces  program  material  for  broad¬ 
cast,  and  monitors  programming  and  provides  critiques  Bachelor  s 
degree  or  equivalent,  relevant  work  experience  required  Ten  years 
journalism  experience,  with  at  least  five  years  at  the  national  level, 
demonstrated  excellent  writing  and  editing  skills:  thorough  knowledge 
of  news  and  feature  reporting  techniques  ability  to  effectively  work  as 
a  member  of  a  team  of  diverse  individuals  under  tight  deadline  pres¬ 
sure:  and  demonstrated  ability  to  effectively  organize  and  disseminate 
information  and  coordinate  daily  news  coverage  required  Daily  news 
experience:  editing  experience:  and/or  thorough  knowledge  of  broad¬ 
cast  writing  and  audio  production  techniques  preferred  Job  #E&P891 

Send/fax  cover  letter  &  resume  identifying  position  by  number  and  title 

National  Public  Radio 

Human  Resources  Department 
635  Massachusetts  Avenue.  N  W 
Washington,  DC  20001 
Fax  (202)  414-3047 
EOE/AA/M/F/D/V 

For  rrore  career  information . 
visit  our  web  site  at 


www.npr.org 
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HELP  WANTED 


COPY  EDITOR 

New  Hampshire's  largest  newspaper 
seeks  versatile  professional  for  busy 
nightside  copy  desk.  Minimum  qua¬ 
lifications:  2  year'  daily  reporting  and 
daily  copy  desk  experience;  superior 
editing  skills;  the  ability  to  meet 
deadlines:  layout  and  makeup  ability. 
Pagination  and/or  Mac  graphics  skills 
are  especially  welcome.  The  job 
includes  late  work  under  deadline  pre¬ 
ssure.  Send  resume  to: 

Union  Leader  Corporation 
Attn:  Human  Resources  Department 
RO.  Box  9555 

Manchester,  NH  03108-9555 
EOE 

Fax:  (603)  668-8920 

E-mail  ulcorp@grolen.com 

DEPUTY  METRO  EDITOR 
The  Monitor,  a  fast-growing  daily  on 
the  Texas-Mexico  border,  has  an  open¬ 
ing  for  a  deputy  metro  editor.  This  key 
editor's  position  requires  a  journalism 
background,  planning  skills  and  ex¬ 
pertise  in  the  reporting  process  and 
line  editing.  This  editor  will  work 
closely  with  reporters,  direct  beat  cov¬ 
erage  and  edit  news  and  feature 
stories,  as  well  as  become  part  of  a 
team  developing  important  special  pro¬ 
jects  and  series  planned  for  this  year. 
Candidates  must  possess  the  highest 
journalistic  standards  for  work  pro¬ 
duced  on  their  watch.  Reply  with 
resume  and  samples  of  work  to: 

Managing  Editor  Paul  Binz 
The  Monitor 

RO.  Box  760,  McAllen,  TX  78505 


COPY  EDITOR 

The  Journal  Star,  a  Copley  newspaper 
in  the  scenic  and  affordable  Illinois 
River  Valley,  needs  a  talented,  amitious 
copy  editor  who  who  knows  how  to 
balance  the  demands  of  pagination  with 
the  craft  of  making  stories  better.  The 
right  person  will  edit  news  copy,  design 
and  paginate  deadline  pages,  and  may 
work  on  some  feature  presentation 
pages.  Pagination  and  Mac  skills  are 
required.  Daily  desk  experience  and  pro¬ 
ven  design  skills  are  preferred,  but  will 
consider  an  exceptional  recent  grad. 
The  Journal  Star  offers  excellent  pay 
and  a  full  benefits  package,  including 
401  (k)  company-match  stock  plan,  as 
well  as  multiple  health,  dental  and  vis¬ 
ion  insurance  cho-  ices.  Send  resume 
and  clips  to: 

Kelly  VanLaningham,  news  editor/night 
systems  manager.  Journal  Star 
1  News  Plaza.  Peoria.  IL61643 

REPORTER 

The  Press  Democrat,  a  New  York 
Times  Regional  newspaper  in  Northern 
CA,  is  seeking  a  general  assignment 
reporter  to  join  its  Breaking  News 
team.  Candidates  need  at  least  3  to  5 
years  daily  experience,  with  some 
knowledge  of  police,  crime  and  emer¬ 
gency  response  coverage.  Must  have 
the  ability  to  respond  quickly  to  assign¬ 
ments  with  clear,  accurate  writing  and 
show  depth  in  reporting.  Send  resume 
and  clips  by  Feb.  7  to: 

Doug  Wilks,  breaking  news  team  leader 
The  Press  Democrat,  PO.  Box  910 
Santa  Rosa.  CA  95401 


SS--  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news 
and  entertainment  weekly  in  Ft.  Lauderdale. 

This  position  requires  a  solid  background 
in  news  and  superior  management  ability. 

The  managing  editor  works  directly  with 
writers  to  help  shape  local  news  coverage 
and  to  edit  magazine-length  feature  stories. 

The  managing  editor  also  supervises  the 

day-to-day  operations  of  the  editorial 

department.  Fine  writing  and  editing 

skills  are  a  must;  the  interview  process 

includes  a  test.  " 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 


Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


EDITOR  &  PUBLISHER  /  FEBRUARY  7.  2000 


CNSNews.com,  the  Internet  News 
Wire,  has  immediate  openings  for  a 
Morning  Staff  Writer  and  a  Copy  Editor 
to  work  in  its  Washington  Metro 
Bureau  in  Alexandria,  Virginia. 

MORNING  STAFF  WRITER:  Works 
with  Managing  Editor  and  Morning 
Editor;  write  and  report  on  general 
news;  edit  broadcast  and  print  copy; 
publish  copy  on  the  Internet:  edit  and 
publish  copy  from  stringers  and  other 
external  sources;  Works  Monday- 
Friday,  5:30  a.m.  -  2:00  p.m.  Minimum 
3  years  experience  in  wire  service, 
broadcast  or  daily  newsroom  required. 

COPY  EDITOR:  Works  with  Managing 
Editor  and  Evening  Editor;  proofread 
copy  for  spelling,  grammar,  usage  and 
style;  assist  in  coordinating  editing  and 
news  flow;  publish  copy  on  the 
Internet;  assist  with  broadcast  news 
writing.  Works  Monday-Friday,  12:00 
noon  -  8:30  p.m.  Minimum  3  years 
experience  in  proofreading,  editing 
and/or  news  writing  required. 

Both  positions  are  newly  created  posi¬ 
tions  resulting  from  the  growth  of  the 
organization  and  relocation  to  the 
company's  expanded  headquarters. 

CNSNews.com  is  credentialed  by  the 
Congressional  Press  Gallery  at  the  US 
Capitol  and  has  a  staff  of  15  writers, 
editors  and  political  cartoonists  work¬ 
ing  from  bureaus  in  London,  Jerusa¬ 
lem,  and  Alexandria,  Virginia,  plus  a 
growing  network  of  stringers  in  the  US 
and  abroad.  CNSNews.com  offers  a 
competitive  salary  with  an  annual 
bonus  incentive  plan,  generous  health, 
medical  and  dental  benefits,  life  insur¬ 
ance,  a  tax-deferred  retirement  plan 
and  the  chance  to  work  with  a 
dedicated  group  of  news  professionals 
building  one  of  the  fastest  growing 
news  organizations  on  the  Internet. 
Resume  and  clips  to: 

Scott  Hogenson,  Executive  Editor 
CNSNews.com 
325  South  Patrick  Street 
Alexandria,  VA  22314 

E-mail:  shogenson@cnsnews.com 
Equal  Opportunity  Employer 


THE  BIRMINGHAM  NEWS,  Alabama's 
largest  newspaper,  is  looking  for 
reporters  to  build  a  very  good  news¬ 
paper  into  a  great  one.  We  re  hiring  for 
top  assignments  on  a  growing  news 
staff;  general  assignment,  investi¬ 
gative,  health  and  environment  beats 
are  open.  This  Newhouse  paper  has 
big  aspirations.  To  fulfill  them,  we  need 
reporters  who  dig  deep  and  write 
beautifully  about  what  matters  in  this 
diverse  community.  A  sense  of  humor 
and  spirit  of  adventure  are  important 
too.  Birmingham  is  a  leafy,  livable  city 
in  a  metro  area  of  almost  1  million.  The 
News  sets  the  journalistic  pace  in  a 
state  never  at  a  loss  for  news. 
Reporters  love  it  here.  Apply  to: 

Carol  Nunnelley 
Managing  Editor 
The  Birmingham  News 
PO.  Box  2553 

Birmingham,  AL  35202-2553 


EDITOR  -  The  Clear  Creek  Courant 
seeks  an  experienced  community 
editor.  Clear  Creek  County  is  only  45 
minutes  from  Denver  and  5  of  the  10 
ten  ski  areas  in  the  world. 

Qualified  candidate  will  have  a  degree 
in  journalism  or  similar  field  and  have 
the  ability  to  maximize  news  coverage 
with  a  small  staff  in  a  growing  and 
energetic  county.  Position  requires  top 
editing  and  layout  skills  as  well  as  a 
desire  and  ability  to  handle  a  myriad  of 
reporting  assignments.  Casual  office 
and  friendly  environment. 

Salary  is  commensurate  with  experi¬ 
ence.  Please  apply  by  E-mail,  fax,  or 
mail  with  salary  history  and  resume  to: 

Craig  McMullin,  Publisher 
Box  2020,  Idaho  Springs,  CO  80452 
Fax:  (303)  567-0520 
E-mail:  cmcmullin@pobox.com 


Fast-growing  financial  services  pub¬ 
lishing  company  is  looking  for  an 
Editor  for  newsletter  covering  the 
annuity  and  variable  life  industries. 
Editor  will  also  write  and  oversee 
operation  of  mutual  fund  website. 
Reporter  also  sought  for  same  pub¬ 
lication.  Send  resume,  clips  and  salary 
requirements  to  attn. 

Annuity  Market  News  Editor/Reporter 
Search  Securities  Data  Publishing 
40  W.  57th  St.,  1 1th  FI.  New  York.  NY  10019 


EDITORIAL  COPY  EDITOR 
The  Fayetteville  Observer,  a  70,000- 
circulation,  family-owned  North  Caro¬ 
lina  daily,  has  an  immediate  opening 
for  a  copy  editor/paginator  on  its 
editorial  page  staff.  We  re  a  7-day  a.m. 
paper  with  an  open  editorial  page  and 
3-to-4  column  op-ed  Monday  through 
Friday,  open  editorial  and  op-ed  on 
Saturday,  and  a  Perspective  section 
(which  includes  a  Books  page)  on 
Sunday.  Applicants  must  have  good 
pagination  skills  (we  use  a  proprietary 
system  similar  to,  but  simpler  than. 
Quark),  excellent  word  skills  and  enjoy 
public  contact  (primarily  with  op-ed 
and  letter  writers).  The  newspaper  has 
a  strong  commitment  to  editorial  page 
excellence.  This  position  is  part  of  a  5- 
person  editorial  page  staff.  Send  cover 
letter,  resume,  work  samples  and 
references  to: 

Tim  White,  Editorial  Page  Editor 
The  Fayetteville  Observer 
PO.  Box  849 
Fayetteville,  NC  2830 


SENIOR  WRITER 

Venture  Capital  Journal,  a  monthly 
magazine,  seeks  a  Senior  Writer  in 
San  Francisco  to  cover  the  growing 
venture  capital  industry,  one  of  today's 
hottest  coverage  spots  for  journalists. 
Salary  based  on  experience.  Send 
cover  letter,  resume  and  clips  to: 

Adam  Reinebach.  1 290  6th  Avenue,  36th 
FI,  New  York,  NY  10104.  eoe  m/f/d/v. 

www.mediainfo.com 
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EDITORIAL 


Editorial 

NEWS  EDITOR 


The  Aircraft  Owners  and  Pilots 
Association  (AOPA),  the 
nation’s  most  influential  pilot 
organization,  is  seeking  a  News 
Editor  to  become  part  of  our 
Editorial  department. 

Applying  your  proven  writing/ 
editing  skills  and  strong  project 
management  abilities  to  this 
new  position,  you’ll  work  with 
staff  editors  to  research  and 
write  articles  for  our  Web  site 
and  AOPA  Pilot  and  AOPA 
Flight  Training  magazines; 
serve  as  lead  writer  for  our 
weekly  e-mail  newsletter;  and 
prepare  occasional  feature 
articles  and  product  reviews. 
Requires  a  BS/BA  in  journalism, 
communications  or  a  related 
field;  2  years’  related  experience; 
and  private  pilot  certification 
or  equivalent  aeronautical/ 
aviation  knowledge.  Must  be 
detail-oriented  and  able  to 
write  in  various  styles. 

We  offer  a  comprehensive 
benefits  package  that  includes 
health,  life,  401  (k),  retirement, 
education  assistance,  holidays 
and  paid  time  off.  Please 
forward  your  resume  and 
non-returnable  writing  samples 
to:  AOPA,  ATTN:  Human 
Resources,  421  Aviation  Way, 
Frederick,  MD  21701;  FAX: 
(301)  695-2375;  e-mail: 
hr@aopa.org.  Visit  our  Web 
site  at:  www.aopa.org 

AOPA  is  committed  to  diversity 
in  the  workplace. 


AIRCRAFT  OWNERS  AND  PILOTS  ASSOCIADON 


FAST-GROWING  monthly  magazine 
specializing  in  horse  health  seeks 
managing  editor.  Established  com¬ 
pany,  excellent  benefits.  Contact: 

Editor,  The  Horse 

RO.  Box  4680,  Lexington,  KY  40544-4680 
Fax  (606)  276-6708 
Or  visit  www.thehorse.com 


EDITOR/REPORTER 
Fast-growing  financial  services  pub¬ 
lishing  company  is  looking  for  an 
Editor  for  newsletter  covering  the 
annuity  and  variable  life  industries. 
Editor  will  also  write  and  oversee 
operation  of  mutual  fund  website. 
Reporter  also  sought  for  same  pub¬ 
lication.  Send  resume,  clips  and  salary 
requirements  to  Attn:  Annuity  Market 
News  Editor/Reporter  Search, 

Securities  Data  Publishing,  40  W.  57th 
Street,  11th  FI.,  New  York,  NY  10019. 

eoe  m/f/d/v 
www.mediainfo.com 
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EDUCATION  &  MEDICINE  REPORTERS 
The  Orange  County  (CA)  Register  is 
looking  for  a  K-12  reporter  to  join  its 
four-person  Education  Team  and  a 
medical  writer  to  join  its  Pulitzer  Prize 
winning  medical  team. 

Our  Education  Team  member  has 
responsibility  for  nine  of  Orange  Coun¬ 
ty's  27  school  districts.  California 
schools  are  confronting  some  of  the 
most  important  issues  in  education  - 
immigration,  overcrowding,  teacher  train¬ 
ing  -  and  Orange  County  is  a  snapshot 
of  both  the  problem  and  solutions. 

The  Medical  writer  has  responsibility  for 
covering  the  county's  delivery  of 
medical  care  to  a  diverse  population. 
Orange  County  is  home  to  some  of  the 
country’s  largest  HMOs  as  well  as  the 
University  of  California,  Irvine. 

The  successful  candidates  will  have  a 
minimum  of  5  years  reporting  experi¬ 
ence  on  a  daily  metro  and  the  desire  to 
work  as  part  of  a  team.  Bilingual  candi¬ 
dates  preferred. 

The  Register  is  a  400,000  circulation 
newspaper  in  the  highly  competitive 
Southern  California  market.  Please  sub¬ 
mit  current  work  to: 

John  Doussard 
The  Orange  County  Register 
625  N.  Grand  Avenue 
Santa  Ana,  CA  92701 
Fax:  (714)  796-3681 


EDITOR 

Local  business  journal  experience. 
Manage  five-person  department  pro¬ 
ducing  bi-weekly  publication  for  grow¬ 
ing  Western  region  with  one-million 
population.  Also  supervise  online  and 
Book  of  List  products.  Established  local¬ 
ly-owned  publisher  with  profitable  his¬ 
tory.  E-mail  or  mail  resume  to: 

publisherl  2@hotmail.com  or 
Box  01169.  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY.  NY  1 0036 


EUROPEAN  AND  PACIFIC 
STARS  AND  STRIPES 
COPY  EDITORS 

Are  you  good  enough  to  copy  edit  a 
newspaper  delivered  around  the 
world?  If  so,  we  re  looking  for  you! 
European  and  Pacific  Stars  and 
Stripes,  the  daily  independent  news¬ 
paper  for  the  military  servicemembers 
overseas,  is  searching  for  news, 
features  and  sports  copy  editors  to 
join  a  dynamic,  creative  team  of 
journalists  in  the  central  office  located 
in  the  National  Press  Building  in 
Washington,  DC.  We  are  looking  for 
copy  editors  who  can  meticulously 
edit  wire  and  staff  copy:  spot  holes  in 
stories;  write  headlines  with  flair; 
paginate;  and  bring  energetic,  original 
thinking  to  the  table.  Passion  for  jour¬ 
nalism  a  must!  Salary  range  is  $35,000 
to  $50,000.  Please  send  a  resume  and 
cover  letter  to  NAF  Personnel  Office, 
Building  11,  Room  2-106  WRAMC, 
Washington,  DC  20307-5001 . 

Fax:  (202)  782-0547  or 
E-mail  to  jobs@stripes.osd.mil 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
The  San  Francisco  Chronicle  is  look¬ 
ing  for  an  assistant  city  editor  to  work 
with  a  team  of  talented  reporters.  Can¬ 
didates  must  have  demonstrated  suc¬ 
cess  and  experience  as  a  supervisor 
and  an  assignment  editor,  including 
assignment  and  direction  of  direct 
daily  news  coverage  and  projects. 
Excellent  leadership  skills  are  essen¬ 
tial.  Reporting  experience  is  a  plus.  At 
least  five  years  of  experience  at  a  daily 
metropolitan  newspaper  is  preferred. 
The  full-time  job  is  available  immedi¬ 
ately.  Interested  applicants  who  meet 
requirements  should  send  a  cover  let¬ 
ter.  resume  and  work  samples*  to: 

Leslie  Guevarra 

director  of  editorial  hiring  and  development 
San  Francisco  Chronicle 

901  Mission  St.  San  Francisco,  CA  941 03 
•Before  and  after  editing  clips  are 
helpful.  Applications  should  be 
postmarked  by  February  7, 2000. 

(Applications  in  hard  copy  are  preferred.) 

For  more  information  go  to: 
www.sfgate.com/chronicle/jobs/ 


NIGHT  EDITOR 

Adaptable,  experienced  editor  for  city 
desk  of  a  mid-20.000  daily  in  Virginia's 
Shenandoah  Valley.  We  are  PM  five 
days  a  week,  AM  on  Saturday,  going  all 
AM  in  April.  Looking  for  hands-on  editor 
with  an  eye  for  detail.  Resume  to: 

Ron  Morris,  managing  editor 
The  Winchester  Star 
2  N.  Kent  Street  Winchester,  VA  22601 
E-mail:  news@winchesterstar.com 


EDITORIAL 


EDITORIAL 


FEATURES  EDITOR 

The  Sun  Herald,  a  Knight  Ridder  news¬ 
paper  (50.000  daily/57,000  Sunday),  is 
looking  for  a  features  editor  to  lead  a 
team  of  six  reporters  in  covering  the 
Mississippi  Gulf  Coast  (Biloxi/Gulfport), 
one  of  the  fastest  growing  casino/ 
tourism/entertainment  markets  in  the 
country.  Strong  news  judgment,  ex¬ 
cellent  coaching,  coordination,  organiza¬ 
tion  and  editing  skills,  flexibility  and 
strategic  thinking  are  essential.  Experi¬ 
ence  in  covering  a  growing  entertain¬ 
ment  market  and  audiences  targeting  is 
a  plus.  For  more  information,  contact: 

Managing  Editor  Dorothy  Wilson 
(228)  896-2345  dwilson@sunherald.com 


FEATURES  EDITOR 

for  two  new  weekly  tabloid  magazines  of 
17,000,  six  day  newspaper  on  Washing¬ 
ton's  beautiful  Olympic  Peninsula.  One 
tab  is  for  women’s  interest:  the  other 
senior  citizens.  Excellent  opportunity 
with  an  editorially  oriented  daily  for  an 
experienced  section  editor.  E-mail  Rex 
Wilson,  executive  editor  at: 


THE  ASSOCIATED  PRESS  seeks  and 
experienced  writer  to  cover  from  its 
Chicago  bureau  a  national  beat  on 
medical  research/healthcare  issues. 
Apply  in  writing  to  Chief  of  Bureau.  AP: 

1 0  S.  Wacker  Drive,  Suite  2500 
Chicago,  IL  60606  EOE 


EDITORIAL 


Phoenix 


New  Times  is 
looking  for  a 
dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation)  in  Phoenix.  The  managing 
editor  works  directly  with  writers  to  help 
shape  local  arts  coverage  and  to  edit 
magazine-length  feature  stories.  The 
managing  editor  also  supervises  the  day-to- 
day  operations  of  the  editorial  department. 

Fine  writing  and  editing  skills  are  a  must; 
the  interview  process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

CQ 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


EDITOR  &  PUBLISHER  FEBRUARY  7.  2000 
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rex-wilson@peninsuladailynews.com 
for  more  info.  Peninsula  Daily  News: 

PO.  Box  1330,  Port  Angeles.  WA  98362 
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HELP  WANTED 


EDITORIAL 


IN  A  RUT?  Looking  to  jumpstart  your 
idling  career?  Does  the  prospect  of 
having  your  work  seen  by  more  than  a 
million  readers  each  week  in  the  Wash¬ 
ington  D.C.  metro  region  get  your 
motor  started?  If  it  does,  we  want  to 
hear  from  you.  NOW.  The  Gazette 
Newspapers  is  a  fast-growing  com¬ 
pany  with  a  reputation  rising  faster 
than  its  skyrocketing  circulation  num¬ 
bers.  With  more  than  30  publications 
ringing  the  Beltway  and  beyond,  we 
struggle  to  keep  pace  with  our  growth, 
and  we  re  constantly  on  the  hunt  for 
thinking,  driven  editors  and  reporters 
to  join  this  wonderful  ride.  Were 
owned  by  the  Washington  Post,  but 
we  don't  pretend  to  be  an  on-ramp  to 
that  newsroom.  Besides,  we  relish  com¬ 
peting  against  the  monolith.  We  re 
small  enough  to  feature  your  very  best 
work  but  big  enough  to  make  readers 
stand  up  and  take  notice.  If  you  think 
you  can  keep  pace,  send  clips  and  a 
resume  to  Paul  McFarlane,  The 
Gazette.  1200  Quince  Orchard  Blvd. 
Gaithersburg,  Md.  20878, 

Or  at  pmcfarlane@gazette.net 
No  calls  please 

PRAGUE  BUSINESS  JOURNAL 
a  business-to-business  and  invest¬ 
igative  weekly,  seeks  a  managing 
editor  Candidates  should  have:  news¬ 
room  experience  in  business/finance, 
preferably  on  emerging  markets;  two 
years  of  editing  experience:  sound  org¬ 
anizational  and  strong  copy-edit  skills. 

Contact  Andrew  Heil  at  aheil@pbj.cz 


EDITORIAL 


POLITICAL  REPORTER 
The  Waterloo  Courier,  a  50,000  PM.  in 
Northeast  Iowa,  is  seeking  a  political 
reporter  to  cover  the  four  month  state 
legislative  session  in  Des  Moines, 
report  on  politics  from  Waterloo  the 
rest  of  the  year  and  do  a  Sunday  col¬ 
umn.  (Most  Des  Moines  expenses 
paid.)  We  want  someone  with  political 
savvy  to  get  beyond  sound  bits.  Send 
resume  and  clips  to: 

Saul  Shapiro 
Waterloo  Courier 
PO.  Box  540.  Waterloo,  lA  50704 


EDITOR 

The  Atlanta  Jewish  Times,  a  dist¬ 
inguished  75-year  old  paid  subscription 
weekly  with  25,000  readers,  covers  the 
fastest-growing  Jewish  community  in  the 
country. 

We  seek  an  editor  who  is  a  forward- 
thinking.  experienced  journalist  capable 
of  crafting  a  quality,  community-minded, 
aggressive  publication.  He  or  she  will 
supervise  a  six-person  editorial  staff  and 
assume  an  active,  visible  role  in  the 
Jewish  and  secular  communities. 

We  offer  an  entrepreneurial  environ¬ 
ment,  excellent  compensation  and  benefits 
including  profit-sharing.  Reply  to  Publisher: 
Fax  (404)  252-1172 
Or  Call  (404)  252-1600  ext  .  203 
To  learn  more  about  the 
Atlanta  Jewish  Times 
visit  www.atljewishtimes.com 


EDITORIAL 


JOURNALISTS  NEEDED: 

The  Monitor,  a  prize-winning,  fast¬ 
growing  daily  in  South  Texas,  is  now 
hiring  qualified  reporters,  copy  editors, 
a  graphic  artist  and  a  photographer.  All 
positions  require  a  journalism  back¬ 
ground.  The  reporting  positions  re¬ 
quire  the  ability  to  write  well  about 
almost  anything.  Reporters  will  write 
news,  trend  and  feature  stories  arising 
from  beats  in  a  booming  country  of  half 
a  million  people.  The  copy  editing  posi¬ 
tions  in-  volve  news  wire  work,  headline 
writing,  layout,  and  pagination  using  a 
Quark-based  system.  The  photgrapher's 
position  requires  the  ability  to  deliver  pro¬ 
mptly  large  numbers  of  high-quality 
photo-graphs  on  almost  any  subject, 
whether  arising  from  assignments  or 
enterprise  work.  The  artist  will  work  with 
the  graphics  editor  as  part  of  a  team  pro¬ 
ducing  newspaper  gra-phics  and 
specialty  pages.  This  position  requires 
technical  training  and  ex-  pertise  in  com¬ 
mercial  art,  page  layout  and  pagination 
(preferably  in  QuarkXPress),  versatility 
and  the  ability  to  produce  graphics  for 
all  kinds  of  news  and  feature  stories. 
Journalists  hired  for  the  above  positions 
will  be  involved  in  the  production  of 
page  one  centerpieces  and  have  the 
chance  to  develop  special  projects  and 
series:  important  projects  are  in  the 
works  during  the  year  2000.  Finally, 
candidates  for  all  positions  must 
possess  high  journalistic  standards. 
Reply  to; 

Managing  Editor  Paul  Binz 
The  Monitor 

PO.  Box  760,  McAllen,  TX  78505 


MANAGING  EDITOR 
ACP-ASIM,  a  physician  membership 
organization  located  in  Philadelphia, 
seeks  a  seasoned  Managing  Editor  to 
edit  news  articles  and  oversee  the 
production  of  our  award  winning  busi¬ 
ness  magazine  for  physicians.  You 
must  be  able  to  do  substantive  editing 
to  make  copy  shine.  You  will  also  be 
involved  in  all  aspects  of  production 
and  planning  for  print  and  online  news 
vehicles.  The  ideal  candidate  will  have 
several  years  of  experience  at  a  news 
or  business  publication  and  a  strong 
familiarity  with  electronic  publishing. 
Demonstrated  understanding  of  print 
production  is  required.  This  position  is 
located  in  Philadelphia  and  no  reloca¬ 
tion  assistance  is  available. 

ACP-ASIM  offers  an  excellent  work 
environment,  competitive  salary  and 
outstanding  benefits.  Send  cover  let¬ 
ter,  resume,  salary  history  and  three 
samples  of  your  best  work  to: 

HR-SE.  ACP-ASIM 
190  North  Independence  Mall  West 
Philadelphia,  PA  19106-1572 
Or  fax  (215)  351-2449 


REPORTER/ASSISTANT  EDITOR 
Reporler/Assistant  Editor  for  NJ  (Mer- 
cerville)  based  commercial  real  estate 
magazine  publishing  company.  Must 
be  experienced  and  have  great  phone 
interviewing  skills.  Good  pay,  401  (k), 
medical  and  more.  Casual,  smoking 
office.  For  details,  contact: 

Ann  O'Neal,  publisher  (609)  587-6200 


EDITORIAL 


MANAGING  EDITOR 
The  Northfield  (MN)  News,  is  seeking  a 
managing  editor  with  a  passion  for  com¬ 
munity  journalism  and  the  ability  to 
coach  and  teach  by  example  either 
writing  the  day's  lead  story  or  laying 
out  a  drop  dead  front  page.  The  News 
is  a  fully-paginated  bi-weekly  newspa¬ 
per,  companion  shopping  guide  and  a 
variety  of  special  and  niche  pub¬ 
lications.  It  is  one  of  a  family-owned 
cluster  of  13  daily  and  weekly  pub¬ 
lications  located  along  1-35  south  of 
Minneapolis  and  St.  Paul  with  a  history 
of  promoting  from  within.  The  manag¬ 
ing  editor  is  directly  responsible  for  a 
staff  of  seven,  is  a  member  of  the 
newspaper's  management  team  and 
reports  to  the  publisher  and  editor. 
Northfield  is  a  growing  community  with 
a  diverse  population,  two  nationally 
recognized  private,  liberal  arts  col¬ 
leges,  a  solid  industrial  base  in  a  tradi¬ 
tionally  agricultural  area  and  a  growing 
retail  base.  The  successful  candidate 
will  have  a  vision  of  a  newspaper  that 
is  relevant  to  the  many  voices  of  this 
progressive  and  involved  small  city 
and  the  experience  to  turn  that  vision 
into  reality.  The  News  offers  com¬ 
petitive  wages  and  benefits  including 
paid  vacation,  health  care  insurance, 
dental  insurance,  sick  pay  and  401  (k) 
profit  sharing.  Mail  or  E-mail  resume, 
letter  outlining  your  vision  and  recent 
samples  of  your  work  to; 

Paula  Patton,  Publisher  and  Editor 
Northfield  News 

1 1 5  W.  5th  Street,  Northfield,  MN  55057 
ppatton@northfield.org 
The  Northfield  News  is  an 
Equal  Opportunity  Employer 


MANAGING  EDITOR 
RaceGate.com  seeks  a  Managing 
Editor  to  manage  its  news  department. 
Candidates  should  have  five  (5)  years 
editorial  experience  -  print  and/or 
online  -  and  at  least  two  (2)  years 
management  experience.  We  prefer 
candidates  who  have  experience  with 
a  national  sports/health/nutrition  mag- 
azine(s)  and/or  large  metro  newspa- 
per(s)  sports/health/nutrition  section. 
RaceGate  com  aggregates  content 
from  partner  magazines  and  maintains 
a  stable  of  freelance  and  staff  writers. 

We  offer  generous  salaries,  equity  and 
a  great  work  environment.  All  positions 
are  at  our  La  Jolla  (San  Diego),  CA 
offices,  which  are  steps  from  some  of 
the  most  beautiful  beaches  in  the 
world. 

To  apply  send  clips  and  resume  to 
Kevin  Colligan  via  E-mail  to; 

kevin@racegate.com 
Or  fax  to  (858)  551-7619 
No  phone  calls,  please 


TIRED  OF  LOW  PAY  and  limited  career 
options?  Dallas  high-tech  PR  firm 
seeks  seasoned  journalists  with  solid 
news  judgment.  Great  pay  and  bene¬ 
fits.  Fax  resume  to  Managing  Editor 
(972)  669-8447 


EDITORIAL 


EDITORIAL 


San  Francisco 

associate  editor 

for  its  news  and  entertainment  weekly  in 
San  Francisco.  We  want  an  editor  who  has 
a  fine  touch  with  copy,  a  firm  grasp  of  the 
magazine  style,  and  the  self-confidence  needed 
to  work  comfortably  with  a  staff  of  writers 
who  routinely  win  major  national  journalism 
awards.  The  ideal  candidate  for  this  position 
will  have  at  least  five  years  of  experience  at 
major  newspapers  and/or  magazines,  the 
demonstrated  ability  to  deal  with  lengthy  news 
and  feature  articles,  and  the  desire  to  edit  and 
write  to  the  highest  standards. 

Applicants  should  send  a  short,  arresting 
cover  letter,  a  one-page  resume,  and  a 
representative  set  of  writing  and  editing  clips  to:  A 

John  Mecklin 
Editor 
SF  Weekly 

185  Berry,  Lobby  4,  Suite  3800 
San  Francisco,  CA  94107 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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DEPUTY  BUSINESS  EDITOR 
The  Tennessean,  Nashville's  morning 
daily,  seeks  a  deputy  business  editor  to 
share  the  leadership  of  our  15-person 
business  staff.  This  is  a  high-profile 
position,  working  with  some  of  the 
newspaper  s  best  reporters,  and  provid¬ 
ing  the  opportunity  to  have  a  major 
impact  on  the  direction  of  business  cov¬ 
erage.  The  Tennessean  (189,000  daily, 
285,000  Sunday)  is  a  Gannett  newspa¬ 
per  covering  a  fast-growing  region  that's 
a  national  leader  in  the  music  and 
health-care  industries.  Send  work  sam¬ 
ples.  references  and  a  cover  letter 
explaining  wny  you're  right  for  the  job  to: 

Lisa  Green,  Business  Editor 
The  Tennessean 

1100  Broadway,  Nashville.  TN  37203 
Or  fax  to  (61 5)  259-8093 
Or  E-mail  to:  lgreen@tennessean.com 


EDITORIAL 

States  News  Service  in  Washington, 
D.C.  has  five  openings  for  reporters  with 
several  years  of  enterprise  experience 
for  our  beats  covering  the  stake  of  the 
states  in  the  capital. 

States  is  looking  for  reporters  to  cover 
NASA  and  the  space  industry. 

The  news  service  is  also  looking  for  a 
wire  editor  with  Pagemaker  experience. 
States  has  four  open  researcher  posi¬ 
tions. 

The  news  service  is  also  hiring  reporters 
and  free-lancers  in  all  50  state  capitals. 
Please  apply  to  editor  States  News  Ser¬ 
vice:  1331  Pennsylvania  Ave  NW,  Wash¬ 
ington.  DC  20004  eoe 

Or  E-mail:  editor@states.com 


INTERNSHIPS:  Spend  six  months  intern¬ 
ing  with  crack  professional  journalists  in 
Illinois  Statehouse  pressroom  in  Univer¬ 
sity  of  Illinois/Springfield's  one-year  MA 
Public  Affairs  Reporting  program.  Tuition 
waivers,  $3,000  stipends  during  intern¬ 
ship.  Applications  due  April  1.  Contact: 

Charles  Wheeler,  PAC  41 8.  UlS, 
Springfield,  IL  62794-9243 
(217)  206-7494 

E-mail:  wheeler.charles@eagle.uis.edj 
PAR  Home  Page  www.uis.edu/--wheeler/ 
EOE 


MANAGING  EDITOR 
Help  lead  team  already  on  the  fore¬ 
front  of  reinventing  daily  journalism. 
We  combine  award-winning  print  with 
the  Web.  audiotext,  video,  targeted 
TMC  products  -  even  a  telephone 
book  -  to  better  serve  our  community 
and  expand  our  franchise. 

If  you  like  people,  savor  newspaper 
work,  enjoy  community  life... if  you  can 
direct,  teach,  help  people  grow  ,  if  you 
would  thrive  in  an  environment 
focused  on  innovation  and  want  to  con¬ 
tinue  growing  yourself.. .if  you're  expe¬ 
rienced,  organized,  full  of  ideas.. .come 
join  us.  Write: 

Jim  Kevlin,  Editor 
The  REPUBLICAN  &  Herald 
Box  209 

Pottsville,  PA  17901 
Or  E-mail  kevlin@pottsville.infi.net 
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MEDICAL  REPORTER 
The  News  &  Observer  seeks  an  expe¬ 
rienced  reporter  for  its  medical  beat. 
This  reporter  writes  about  remarkable 
medical  research,  news  about  hospi¬ 
tals  and  medical  schools,  treatments 
and  procedures  that  are  new  or  interest¬ 
ing.  Beat  also  includes  coverage  of 
health  care  system  issues,  including 
doctors  and  managed  care.  Send  resume, 
clips  and  a  short  autobiography  to: 

Managing  Editor  Melanie  Sill 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27602 


NEW  YORK  CITY-BASED  online  daily 
has  immediate  openings  for  reporters 
to  cover  the  mutual  fund  industry.  We 
provide  savvy,  top-notch  coverage  in  a 
fun,  entrepreneurial  environment.  Com¬ 
petitive  pay  and  benefits.  Financial 
services  reporting  background  pre¬ 
ferred.  Send  resume  and  3-5  clips  to: 

Stephen  Garmhausen,  Executive  Editor 
lgnites.com 

21 1  E.  43rd  Street,  New  York  NY  1 001 7 
E-mail:  sgarmhausen@ignites.com 


NEWS  EDITOR:  The  Monitor,  a  prize¬ 
winning,  fast-growing  daily  in  South 
Texas,  is  looking  for  a  talented 
journalist  to  lead  its  copy  desk.  Candi¬ 
dates  should  possess  superior  lead¬ 
ership  and  team-building  skills  and  in- 
depth  knowledge  of  news  wire  work, 
headline  writing,  layout,  pagination, 
typography,  graphics  and  visual  pres¬ 
entation,  and  should  be  ready  and 
able  to  disseminate  that  knowledge. 
Finally,  candidates  must  possess  the 
highest  journalistic  standards  for  work 
produced  on  their  watch.  Reply  to: 

Managing  Editor  Paul  Binz 
The  Monitor 

PO.  Box  760,  McAllen,  TX  78505 


NEWS  EDITOR 

The  Sun  Herald,  a  Knight  Bidder  news¬ 
paper  (50.000  daily.  57,000  Sunday),  is 
looking  for  a  news  editor  to  lead  its  con¬ 
tent  team  in  covering  the  Mississippi 
Gulf  Coast  (Biloxi,  Gulfport),  one  of  the 
fastest  growing  casino/tourism  markets 
in  the  country.  Strong  news  judgment, 
excellent  coaching  and  editing  skills,  flex¬ 
ibility  and  strategic  thinking  are  essen¬ 
tial.  For  more  information,  contact: 

Managing  Editor  Dorothy  P  Wilson 
(228)  896-2345  dwilson@sunherald,com 


WIRE  COPY  EDITOR 
Bring  enterprise,  depth  and  clarity  to 
readers  with  smart  story  choices  and 
skillful  editing  of  all  wires.  The  Tampa 
Tribune  needs  and  editor  who  knows 
when  to  go  deep  and  when  to  brief, 
who  can  work  closely  with  reporters  to 
add  local  context,  who  can  put  our 
own  stamp  on  the  story  of  the  day  by 
weaving  together  content  from  several 
sources,  and  who  is  passionate  about 
serving  readers.  Contact  DME  Craig 
Gemoules  at: 

cgemoules@tampatrib.com  or  at 
202  S.  Parker  Street,  Tampa,  FL  33606 
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PRODUCER/EDITOR 
MSNBC  on  the  Internet  is  seeking  a 
seasoned  professional  to  edit  and 
write  both  original  and  repurposed 
news  stories.  The  successful  candi¬ 
date  will  work  closely  with  the  Multi- 
media  and  Interactive  departments  to 
create  a  top  level  multimedia  experi¬ 
ence  in  all  packages;  handle  coordina¬ 
tion  and  follow  up  on  news  projects; 
exhibit  strong  news  judgement  in 
determining  cover  news  play. 
Qualifications  include  a  BA  or  BS  in 
Liberal  Arts  or  Journalism,  or  eq¬ 
uivalent  experience,  and  a  minimum  of 
five  years  working  for  print  or  online 
news  organizations  as  a  reporter  or 
editor.  Must  have  proven  writing 
ability;  strong  understanding  of  online 
journalism;  text  editing  and  headline 
writing  skills;  understanding  of  multi- 
media  and  the  capabilities  of  the  Inter¬ 
net;  excellent  communication  skills. 
Must  be  flexible  and  have  the  ability  to 
collaborate  effectively  with  others. 
Please  forward  resume/cover  letter  to; 
MSNBC  Recruiting, 

Job  Code;  E&P/PE 
One  Microsoft  Way,  Bldg.  25N 
Redmond,  WA  98052-6399. 
E-mail  jobs(a>msnbc.com  (please 
reference  job  code.)  MSNBC  values 
diversity  in  its  work  place  and  is  com¬ 
mitted  to  equal  opportunity. 

MSNBC  on  the  Internet 
msnbc.com 
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THE  EUROPEAN  AND  PACIFIC 
STARS  AND  STRIPES 
newspaper  is  seeking  an  OMBUDSMAN 
to  ensure  it  continues  to  be  and 
editorially  independent  newspaper  pro¬ 
viding  a  free  flow  of  information  to 
Department  of  Defense  military  and 
civilian  personnel  overseas.  The  ideal 
candidate  will  have  extensive  experience 
as  a  print  jou  rnalist,  and  be  willing  to 
travel  to  foreign  areas  frequently.  The 
ombudsman  serves  as  the  readers'  rep¬ 
resentative  and  must  have  the  ability  to 
work  credible,  fairly,  and  impartially  with 
all  parties  in  the  news  process.  Dist¬ 
inguished  journalists  and  those  familiar 
with  the  military  components  are  pre¬ 
ferred.  SEND  resume  to; 

E-mail:  jobs@stripes.osd.mil 
fax:  (202)  782-0547  or  mail 
NAF  CPO,  Building  1 1 ,  Room  2-106 
WRAMC.  Washington,  DC  20307-5001 . 


REPORTER  -  Lively,  inquisitive,  ener¬ 
getic  to  cover  county  government  for  for¬ 
ward-looking.  high-tech-savvy  30.000-1- 
daily  that's  not  afraid  to  experiment. 
Ideal  for  reporter  on  smaller  pa-  per  look¬ 
ing  for  next  step.  Prefer  someone  with 
specific  interest  in  eastern  Pennsylvania 
Write  Jim  Kevlin,  editor: 

REPUBLICAN  &  Herald 
Box  209  Pottsville.  PA  1 7901 
Or  E-mail  him  at: 
kevlin@pottsville.infi.net 
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drkoop.com 

has  the  following  openings: 

★  MENTAL  HEALTH  EDITOR:  Will  lx-  rcs[X>nsiblc  for  U|xlating  omicni 
in  ihc  mental  health  -.eetion  of  drkoop.c'om.  working  with  our  mental  health 
•.oiirce^,  anti  treating  anti  contributing  content  as  neetieti.  The  itieal  cantlitlate  will 
have  solid  news  anti  ethical  jutlgement.  gtKHi  journalism  skills,  copyetliting  experi¬ 
ence.  anti  can  etlit,  write  anti  conform  to  .\P  style.  .Must  he  familiar  with  mental 
health  issues. 

★  COPY  EDITOR:  Will  be  responsible  for  achieving  a  consistent  level  of 
quality  in  terms  of  style,  tone,  accuracy,  flow  and  ethics.  You  will  work  with 
tlrkoop.com  writers  and  etlitors.  as  well  as  all  tiepartments  on  text  issues  The  itieal 
cantlitlate  will  have  10  years  of  experience  and  will  he  able  to  mentor  our  staff  in 
style  and  ethics  issues 

★  PUBLIC  HEALTH  EDITOR:  Will  be  responsible  for  updating  the 
insurance  and  got  eminent  news  sections  dailt.  The  itieal  canditlate  is  a  public  health 
watchdog  with  great  journalistic  experience  and  a  high  ethical  stantlards.  W  ill  also 
work  with  the  tlrkoop.com  Special  .advisory  Panel  to  maintain  the  integrity  and 
credibility  of  all  drkiHip.ci  im  content 

★  SENIOR  GRAPHICS  JOURNALIST:  Will  create  and  direct  news 
illustrations  from  the  tlrkiMip.com  office  in  .Austin.  You  will  meet  tlaily  deadlines  as 
well  as  ciHirtlinate  with  the  design  department  to  insure  a  consistent  ove-rall  liKik  for 
the  site  .\  backgrounti  in  print  and  broaticast  graphic  journalism  is  a  must  Aiiu  need 
to  have  the  ability  to  create  high  quality  .graphics  for  the  web.  a  strong  interest  in 
news,  a  strong  interest  in  health  anil  meiiical  information  anti  .gixxl  design  skills. 

•A’  NE'WS  REPORTER:  Will  report  on  news  as  liirectetl  from  a  home  bast  in 
.Austin,  TX  Abu  will  need  to  meet  daily  tleadlines  while  makin.g  the  site  as 
newsworthy  anil  timely  as  [Xissible.  Aiiu  should  hate  a  strong  interest  in  heath  anti 
metlical  news,  good  copyediting  skills,  excellent  news  juil.gement.  a  great  ethical 
barometer  and  gtHKi  project  mana.gement  skills  Aliility  to  write  for  a  web  auilience  is 
a  plus. 

Ability  tt)  work  well  under  pre.s.sure  attd  .sen.se  t>f  humor  are 
a  mu.st!  Candidate.s  should  send  resumes  and  clips  to: 


iobs(«’drkoop.com  or  drkoop.com,  7000  N.  Mopac, 
Suite  400,  Austin,  TX  78731,  Attn:  Recruiting 
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REPORTER/WRITER 
The  Web  Portal  for  the  military  audience 
seeks  full-time  reporter  to  write  news 
and  features  from  the  Pentagon  and  be¬ 
yond.  Required:  five  years'  news  experi¬ 
ence  and  some  familiarity  with  the 
military.  Send  resume  and  clips  to: 

Bradley  Peniston 
Military.com 

Crystal  Gateway  I.  Suite  304 
1 236  Jefferson  Davis  Highway 
Arlington.  VA  22202 
E-mail  bradp@military.com 


STATE  GOVERNMENT  REPORTER 
The  News  &  Observer  seeks  an  expe¬ 
rienced  reporter  to  join  its  state  gov¬ 
ernment  and  political  staff.  This  reporter 
would  have  primary  focus  on  the  gov¬ 
ernor's  office  but  also  has  responsibility 
for  key  state  offices  and  political  cam¬ 
paigns.  Should  be  able  to  probe  the 
bureaucracy  but  also  develop  stories 
with  a  human  touch.  Send  resume, 
clips  and  a  short  autobiography  to: 

Managing  Editor  Melanie  Sill 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27602 


SUNDAY  EDITOR  for  30.000  circula¬ 
tion  newspaper  covering  southeastern 
ME.  Must  be  qualified  to  manage 
dedicated  staff  of  1 1 .  think  analytically 
and  creatively  and  have  strong  editing 
and  news  experience  to  help  coach 
reporters  and  guide  editors.  Must  have 
ability  to  enhance  news  presentation 
with  graphics,  photos,  illustrations 
using  pagination  and  related  systems. 
Resumes,  cover  letter  to: 

Rodney  G.  Doherty,  executive  editor 
Foster's  Daily  Democrat 
333  Central  Avenue,  Dover,  NH  03820 
rdoherty@fosters.com 
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REPORTER 

sought  by  the  Delaware  Coast  Press  of 
Rehoboth  Beach,  DE,  an  aggressive 
weekly  in  a  competitive  market,  to 
cover  city  government  and  a  variety  of 
local  issues.  Job  also  includes  pagina¬ 
tion.  headline  writing  and  more.  Strong 
writing  vital.  QuarkXPress  knowledge 
helpful.  Recent  grads  eligible.  Send 
resume,  clips  and  cover  letter  (includ¬ 
ing  salary  expectations  to; 

Rehoboth  Reporter,  c/o  Daily  Times  HR  Dept. 

PO.  Box  1937,  Salisbury,  MD  21802-1937 


REPORTER 

The  Mail  Tribune,  southern  Oregon's 
leading  newspaper,  is  looking  for  an 
aggressive,  enthusiastic,  enterprising  re¬ 
porter  to  explain  growth  and  city  iss-  ues 
to  readers  of  our  30,000-circulation  morn¬ 
ing  daily.  We  offer  competitive  sal-  aries. 
comprehensive  benefits  and  quality  of 
life  in  a  region  noted  for  culture  and 
recreational  activities.  For  a  complete  job 
description,  see  www.mailtribune.com  To 
apply  send  a  letter,  resume  and  at  least 
five  clips  to; 

Julie  Wurth,  managing  editor 
PO.  Box  1108,  Medford.  OR  97501 
West  Coast  applicants  given  preference 
Deadline  is  Feb.  25  EOE 


SPORTS  REPORTER 
Strong  local  sports  department  at  a 
small  daily  newspaper  in  northeastern 
North  Carolina  is  looking  for  a  sports 
reporter  to  cover  local  prep  sports. 
QuarkXPress  experienoe  preferred. 
Will  also  cover  some  ACC  football  and 
basketball  as  well  as  PGA  and 
NASCAR  events  in  our  area.  Salary 
based  on  experience.  Send  clips  and 
resume  to  Ted  Newman,  managing 
editor.  Daily  Herald.  PO.  Box  520. 
Roanoke  Rapids,  NC  27870 

Or  Fax  (252)  537-2384 
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REPORTER 

The  Rutland  Herald.  Vermont's  inde¬ 
pendent  family-owned  newspaper,  is 
looking  for  an  energetic  reporter  in  its 
Southern  Vermont  Bureau.  Experience 
a  plus.  Excellent  benefits.  You'll  cover 
resort  towns  grappling  with  change. 
Send  resume  and  clips  to: 

Susan  Smallheer,  bureau  chief 
Rutland  Herald 

56  Main  Street,  Springfield,  VT  05156 


REPORTER 

The  Sacramento  Business  Journal  seeks 
a  reporter  with  strong  news-gathering 
and  writing  skills.  The  position  requires 
three  years  of  news  experience  and  a 
passion  for  excellence.  A  great  beat  cov¬ 
ering  our  emerging  biotech  industry, 
plus  agribusiness  and  environmental 
issues.  Business  reporting  experience  is 
an  advantage  but  not  a  prerequisite. 
Were  an  American  City  Business 
Journals  newspaper,  with  competitive 
pay  and  benefits,  and  a  devotion  to  out¬ 
standing  journalism.  Serious  inquiries  to: 
1401  21  St  Street,  Suite  200 
Sacramento.  CA  95667 
E-mail  lwessman@amcity.com 

SPACE  REPORTER 
(location:  New  York  City) 

We  are  looking  for  a  reporter  with 
experience  writing  about  space  and 
science  who  can  tackle  subjects  rang¬ 
ing  from  cosmology  to  reusable 
launch  vehicles.  Duties  include  general 
assignment  writing  in  the  New  York 
office,  with  the  possibility  for  some 
feature  writing,  travel  and  projects. 
Ideal  candidates  will  have  strong 
reporting  skills:  a  sharp  nose  for  news; 
tight,  creative  writing  that  is  clear  to  a 
general  audience:  contacts  in  the  aca¬ 
demic  and  business  arenas  for  space: 
experience  writing  on  deadline  for  the 
Web  (or  print):  and  an  affinity  for  the 
topic  of  space  exploration.  Send  cover 
letter,  resume  and  URLs  for  writing 
samples  to  Robin  Lloyd,  space.com: 
rlloyd@space.com 


SENIOR  EDITOR,  SALON  HEALTH 
San  Francisco 

Salon  is  seeking  a  senior  editor  to 
oversee  its  daily  Health  site.  Candi¬ 
dates  must  have  a  minimum  of  five 
years  of  experience  in  journalism  as 
well  as  specific  expertise  as  a  reporter 
or  editor  in  the  health  field.  Special 
emphasis  will  be  placed  on  candidates 
who  have  proven  editorial  skills  as  an 
assignment  editor  and  line  editor. 
Applicants  should  also,  on  request,  be 
able  to  spell  out  a  strong  editorial  vis¬ 
ion  for  the  Health  site.  Daily  newspa¬ 
per  and/or  Web  experience  is  a 
definite  plus.  The  job  will  be  located  in 
Salon's  main  San  Francisco  office.  The 
senior  Health  editor  reports  directly  to 
the  Salon  editor  in  chief. 

The  employment  package  includes  com¬ 
petitive  salary,  Salon.com  stock 
options  and  comprehensive  health  cov¬ 
erage. 

Send  resume  and  cover  letter  to: 

Karen  Croft  at  kcroft@salon.com 
No  phone  calls  please 


SENIOR  EDITOR 

Monthly  financial  magazine  in  New 
York  City  seeks  reporter  with  3  or  more 
years'  experience.  Familiarity  with  cor¬ 
porate  finance,  banking,  insurance  or 
cash  management  helpful.  Good  salary. 
Fax  or  mail  resume  to: 

(212)  557-7654 
Editor 

Treasury  &  Risk 
52  Vanderbilt  Avenue,  #514 
New  York,  NY  10017 


PRAGUE  BUSINESS  JOURNAL 
a  business-to-business  and  invest¬ 
igative  weekly,  seeks  a  copy  editor. 
Candidates  should  have:  1-2  years  edit¬ 
ing  experience,  preferably  in  finance/ 
business/economic  news:  familiarity 
with  capital  markets:  reporting  back¬ 
ground;  interest  in  the  region.  Avail¬ 
able  immediately. 

Contact  Andrew  Heil  at  aheil@pbj.cz 


SPORTS  EDITOR 
Great  opportunity  for  sports  writer  to  ! 
become  sports  editor.  Also  looking  for 
entry-level  sports  writer.  Hometown  of 
Charlie  Ward  and  championship  foot¬ 
ball  and  baseball  teams.  QuarkXPress 
experience  and  two  years  writing  expe¬ 
rience  required.  Send  resume  and  clips 
of  work  to: 

S.  Jane  Benton,  Times-Enterprise 
PO.  Box  650,  Thomasville,  GA  31 792 


THE  HERJLLD  &  lOTEWS 

a  49.000  dail\  in  noriheaslern  New 
Jerse\  just  25  minutes  from  Times 
■Square,  seeks: 

COPY  EDITOR:  with  wit.  exquisite 
masters  of  the  language  QuarkXPress  com¬ 
petence  to  join  a  desk  of  eight  that's  the 
keeper  of  the  newspaper's  standards.  Our 
ness,  state-of-the-art  computer  ssstem 
and  old-fashioned  commitment  to 
excellence  proside  an  opportunits  for  an 
experienced.  creative  editor  svho 
understands  that  the  cops  desk  is  the 
bedrock  of  good  newspapering.  Write  to 
Kathie  .Adams,  assistant  managing  editor. 
REPORTER:  to  cover  the  waterfront  - 
we  have  one  -  in  a  counts  with 
landscapes  that  range  from  the  gritts 
urban  to  the  bucolic  rural.  We  want 
reporters  svho  will  uncover  news  rather 
than  simpis  covering  it.  If  you're  com¬ 
mitted  to  excellent  and  enterprise,  we 
want  to  talk  to  you.  Experience:  one  to 
three  years.  Fluency  in  Spanish  is  a  plus. 
Write  to  Ditto  Ciliberti.  cits  editor. 

LOCAL  SPORTS  EDITOR:  to  help 
coordinate  coverage  of  high  school,  col¬ 
lege  and  recreational  sports.  QuarkX- 
Press-savsy  editors  with  an  eye  for 
design  and  supervisory  experience  pre¬ 
ferred.  Duties  include  supervising  writers 
and  working  with  the  sports  editor  on 
enterprise  plannitig  as  well  as  designing 
pages  and  editing  copy.  Write  to  Dave 
Brow  n.  sports  editor. 

The  North  Jersey  Herald  &  News 
One  Garret  Mountain  Plaza,  CN  473 
West  Paterson,  NJ  07424-0473 
We  prefer  candidates  from  Zones  1  and 
2,  but  will  make  exceptions  for 
_ exceptional  people _ 


AI '1  HR  1 1<  )l  KS  I  KYDINC.  KEFC  )K  1  Ilk 

DE  I'l  lA  EDI '!'( )K,  ISO-NY 'I'  NEW  SK( )( ).\l 

(.ent:k.\i.-.assistan  1  refok  i  eks.  sec  )  r  new  s 

Fora  full  description  ofthese  iiositions.  [vlctt.scgo  to: 

http:  www.thestreet.com  tsc  'jobs. htnil#editorial 

TO  APPLY':  Etiiail  toscr  letter,  resume  and  salary  rec|uirements  to: 


Erie  Norton,  Assistant  Managing  Editor 
enorton@thestreet.com 
Or  fax  information  to  (212)  321-5002 


EDITORIAL 


EDITORIAL 


TheStreet.com,  the  Web’s  leading  financial  news  site,  is 
looking  to  fill  several  key  positions  in  its  expanding 
newsroom.  We  want  experienced  editors  and  aggressive 
reporters  who  are  familiar  with  and  intrigued  by  the 
financial  markets.  The  positions  include: 


.ASSOC  I  ATE  C(  )M.\1EN  TARY  EDI  TC  )R 

sof'iayarf:  reporter 


EDITOR  &  PUBLISHER  FEBRUARY  7.  2000 
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HELP  WANTED 


EDITORIAL 


THE  HERALD-SUN,  a  55,000  daily,  in 
Durham,  NC,  is  seeking  copy  editors 
and  a  graphic  artist.  Copy  desk  candi¬ 
dates  should  have  strong  editing  skills 
and  an  eye  for  detail.  Experience  using 
QuarkXPress  and  Word  is  helpful.  We 
also  are  looking  for  a  graphic  artist 
with  a  minimum  two  years’  experience 
who  can  do  news  and  feature  page 
design,  and  who  knows  Freehand, 
QuarkXPress  and  Photoshop.  Send 
resume  and  cover  letter  to: 

The  Herald-Sun,  Attn.  Nancy  Wykie 
RQ.  Box  2092,  Durham,  NC  27707 


SENIOR  REPORTER 
The  Legal  Intelligencer,  Philadelphia's 
daily  legal  newspaper,  seeks  a  senior 
level  reporter  to  cover  state  appellate 
courts  and  the  business/transactional 
bar  J.D.  preferred.  Minimum  of  four 
years  newspaper  (weekly  or  daily) 
experience  required.  Sophisticated 
audience.  No  weekends.  Send  resume 
and  up  to  five  clips  to  Zan  Hale,  The 
Legal  Intelligencer,  1617  JFK  Blvd., 
Suite  1750,  Philadelphia,  PA  19103. 

Or  E-mail  to  zanh@palawnet.com 


SPORTS  COPY  EDITOR 
The  New  Haven  Register,  a  100,000 
morning  daily  in  Yale’s  hometown, 
seeks  a  sports  copy  editor  with 
Microsoft  Word  and  pagination  skills  for 
its  sports  desk.  In  addition  to  having 
strong  editing  skills,  the  ideal  candidate 
excels  at  headline  writing.  Letter, 
resume  and  samples  of  your  work  to: 

Dave  Ammenheuser.  sports  editor 
New  Haven  Register,  40  Sargent  Drive 
New  Haven,  CT  0651 1-5918 
NO  PHONE  CALLS,  PLEASE 


REPORTER:  Work  for  the  Homer  News, 
named  Alaska's  best  weekly  the  past 
two  years.  Need  a  generalist  who  is 
sharp,  writes  fast,  take  photos,  learns 
quickly,  has  strong  ability  to  cover 
sports.  Homer,  Alaska’s  most  interest¬ 
ing  town,  is  on  beautiful  Kachemak  Bay 
a  4  1/2  hour  drive  from  Anchorage. 
Send  resume,  clips  promptly  to: 

Homer  News,  EP 

3482  Landings  Street,  Homer,  AK  99603 
Fax  (907)  235-4199 
E-mail:  hnews@alaska.net 


EDITORIAL 


SPORTS  COPY  EDITORS 
The  Miami  Herald  seeks  creative,  hard¬ 
working  sports  copy  editors  ready  forthe 
challenge  of  covering  one  of  the  nation’s 
most  diverse  sports  markets.  Three  years 
of  experience  at  a  major  daily  is  pre¬ 
ferred.  Send  resume  and  clips  to: 

Ted  Green,  Chief  Assistant  Sports 
Editor,  Miami  Herald 
One  Herald  Plaza,  Miami,  FL  331 32 


WE  RE  LOOKING  FOR  an  aggressive 
cops  reporter  with  an  eye  for  human 
drama,  a  penchant  for  digging  past  the 
press  release  and  an  aversion  to  bor¬ 
ing  copy.  Reporter  will  write  for  both 
the  Naples  Daily  News,  a  50,000 
circulation  daily  on  the  Southwest  Flor¬ 
ida,  and  the  Bonita  Banner,  a  30,000 
circulation  twice  weekly.  Both  are  con¬ 
sistently  voted  among  the  best  in  Flor¬ 
ida.  Send  resume,  clips  to  Todd  Pratt: 

RO.  Box  40,  Bonita  Springs,  FL34133 


WIRE  EDITOR 

You  can  be  a  part  of  making  critical 
page  one  decisions.  You  can  shape 
our  national  and  international  news 
report.  You  can  help  decide  which  wire 
stories  are  worthy  of  prominent  dis¬ 
play,  you  can  help  decide  which  wire 
stories  should  be  on  Sunday  page 
one.  If  you  can  show  us  that  you've 
got  strong  copy  editing  skills,  great 
headline  skills  and  wonderful  news 
judgment,  you  might  be  the  person 
we  re  seeking.  Join  The  News  & 
Observer,  a  170.000-circulation  daily 
newspaper  in  Raleigh-Durham,  NC. 
We've  got  desktop  research  tools,  two 
computer  training  classrooms,  a 
world-class  news  research  depart¬ 
ment.  a  diverse  newsroom  and  com¬ 
munity  and  so  much  more.  If  you're 
interested.  E-mail  a  summary  of  your 
background  and  what  you  have  to 
offer  to  Deputy  Managing  Editor  Will 
Sutton  at  sutton@nando.com  then 
immediately  mail  a  resume,  list  of 
references,  work  samples  and  a  cover 
letter  to: 

Wire  Editor 

C  O  Melanie  Sill.  Managing  Editor 
215  S.  McDowell  Street 
PO.  Box  191 
Raleigh,  NC  27602 


EDITORIAL 


EDITORIAL 


READY  FOR  A  RADICAL  CHANGE? 
The  Prague  Post  seeks  reporters, 
editors  and  copy  editors  who  want  to 
practice  great  journalism  in  Europe's 
most  beautiful  city.  Reporters  must 
have  two  years  of  daily  experience  and 
an  ability  to  write  clean  copy.  Editors 
require  a  proven  track  record  with 
copy  and  coaching.  Copy  editors  must 
know  how  to  find  reliable  information 
on  the  Thirty  Years'  War  in  a  matter  of 
minutes.  (Warning:  the  pay  is  low,  but 
so  is  the  cost  of  living  in  Prague.) 

Contact:  humanres@praguepost.cz 


SOUTH  CAROLINA’S  LARGEST 
newspaper.  The  State,  is  looking  for  an 
editorial  writer.  Job  entails  writing 
several  editorials  and  at  least  one 
signed  column  a  week,  and  reading  pro¬ 
ofs.  some  other  editing  duties  to 
include:  participating  as  member  of 
the  editorial  board  in  formulation  of 
editorial  policy  and  representing  the 
newspaper  in  the  community.  Suc¬ 
cessful  candidate  must  be  able  to  write 
with  clarity,  authority,  and  immediacy: 
have  solid  analytical  skills,  and  know 
South  Carolina  and  the  way  it  works. 
Must  be  able  to  pull  weight  as  member 
of  a  small,  close-knit  team.  Solid 
journalistic  credentials  are  essential, 
while  life  experience  from  other  fields 
can  also  be  a  plus.  Other  pluses  would 
be  pagination  skills,  an  understanding 
of  economics,  technological  literacy 
and  expertise  in  national  and  interna¬ 
tional  issues.  Contact  Editorial  Page 
Editor  Brad  Warthen  in  care  of: 

The  State,  PO.  Box  1333 
Columbia,  SC  29202 


REPORTER 

Southwest  Ohio  Daily  seeks  an  experi¬ 
enced,  aggressive  reporter  who  car, 
take  our  local  coverage  to  the  next 
level.  Degree  and  at  least  one-year 
experience  on  a  daily  newspaper 
required,  as  is  proficiency  with  page 
layout  and  QuarkXPress.  Call  Manag¬ 
ing  Editor  Nick  Blizzard  at: 

(937)  372-4444  ext  130 
Or  E-mail  nblizzard@xeniagazette.com 


REPORTER 

Southeast  Arizonan  10,200  circulation 
weekly  seeking  reporter  with  passion 
and  flair.  Hard  work  expected  in  return 
for  freedom  to  do  the  job  right.  Experi¬ 
enced  preferred  but  will  consider 
recent  college  graduate.  Beautiful  area 
with  recreational  opportunities  galore. 
Send  resume  and  clips  to: 

Bret  Bradigan,  Eastern  Arizona  Courier 
PO.  Box  N,  Safford,  AZ  85548 


COMMUNITY  REPORTER: 

Strong  writer  with  reporting  experience 
sought  for  daiiy/Sunday  AM  in  upstate 
NY  Sunday-Thursday,  flexible  hours, 
with  some  evenings  required.  To  cover 
news  and  features  from  several  com¬ 
munities,  Excellent  benefits.  Resume 
and  clips  to  News  Editor  Lois  Cler¬ 
mont,  Press-Republican: 

RO.  Box  459,  Plattsburgh,  NY  12901 
EDITOR  &  PUBLISHER 


EDITORIAL 


BUREAU  CHIEF 

PointsBeyond,  a  new  website  for  out¬ 
door  enthusiasts,  seeks  an  experienced 
San  Francisco  editor  to  develop,  assign, 
edit,  and  write  articles.  Five  years  expe¬ 
rience  with  top-notch  publications 
required.  Outdoor,  travel,  or  guidebook 
experience  preferred.  Web  editing  a 
plus.  Competitive  compensation. 

Send  resume  and  samples  to: 

PointsBeyond 
1 500  34th  Avenue 
San  Francisco.  CA  941 22 
FAX  (415)  566-7845 
lrusch@pointsbeyond.com 


JOURNALISTS  NEEDED 
The  News-Sun,  Kendallville,  an  award 
winning  daily  newspaper  is  looking  to 
hire  a  Lifestyle/feature  writer  and  a 
sports  reporter.  Good  pay  and 
excellent  benefits.  Journalism  back¬ 
ground  required.  Send  resume  to:  The 
News-Sun,  PO  Box  39,  Kendallville,  IN 
46755,  c/o  Terry  Housholder. 


MID-LEVEL  position  requiring  sharp 
editing,  and  HTML  skills,  Windows 
Word,  Photoshop  and  Cold  Fusion. 
*Musts*:  solid  journalism  and  sharp 
news  judgment,  work  well  in  team 
environment.  Hard  copy  resume  only 
to  Jeanne  McCann,  EPE,  6935  Arl¬ 
ington  Road,  Bethesda,  MD  20814. 


INFORMATION  SYSTEMS 


AMERICAN  COMPUTER 
INNOVATORS,  INC. 

(ACI)  is  a  software  development  com¬ 
pany  located  in  Westford,  MA.  Our  flag¬ 
ship  product  OpenPages,  is  a  content 
management  solution  for  both  print  and 
online  media.  We  are  a  stable,  fast  grow¬ 
ing  company  in  an  industry  that  finan¬ 
cial  advisors  tout  as  the  fastest  growing 
market:  Internet  Infrastructure  Software. 
We  are  currently  searching  for  Applica¬ 
tions  Analysts  to  train  our  use's  on 
OpenPages.  Candidates  must  possess 
strong  teaching  skills  as  well  as 
excellent  written,  verbal,  and  inter¬ 
personal  communication  skills.  Appli¬ 
cant  must  be  willing  to  travel  ex¬ 
tensively.  Understanding  of  newspaper/ 
magazine  workflow  and  understanding 
of  web  building  is  helpful  but  not 
required. 

If  you’d  like  to  expand  your  skills,  your 
experience,  and  your  opportunities  with 
one  of  the  country’s  most  innovative 
and  forward-thinking  companies,  join 
us. 

ACI  offers  excellent  salaries  and  great 
benefits.  Equity  participation  is  avail¬ 
able.  Apply  today! 

Send  a  resume  and  cover  letter  outlin¬ 
ing  your  future  goals  and  salary  require¬ 
ments  to: 

Sara  Cahillane,  Human  Resources 
ACI,  Inc. 

238  Littleton  Road,  Suite  101 , 
Westford,  MA01886 
Fax:  (978)  392-3457 
Email:  sarac@aci-openpages.com 

C13 
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REPORTERS 

THE  NATIONAL  ENQUIRER  WANTS  YOU! 


America’.s  largest  circulation  paper  is  seeking  hartl-working. 
talented  reporters.  Daily  nevvspajier  or  TV  experience  preferred. 
If  you  think  we  re  reporting  on  twt)-headed  babies  and  space 
aliens,  don’t  bother  api^lyingl  But  if  you’ve  got  what  it  takes  to 
break  the  biggest  stories  in  the  entertainment  imlustrr  and  the 
world,  send  us  your  resume  and  clips.  Must  be  willing  to  relocate 
to  Florida  or  California,  at  our  discretion.  F.xcellent  benefits. 

Send  materials  to: 

National  Enquirer 
Editorial  Department 
RO.  Box  SP,  Lantana,  FL  33464 
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HELP  WANTED 


NEW  MEDIA  NEW  MEDIA 


ONLINE  DIRECTOR 
JERUSALEM  POST 


Online  opportunity  await.s  creative  and  motivatetl  inilividual  with  the 
\i.sion  of  \\ ww.jpost.com  ;is  Israel's  only  online  news  and  features 
destination.  Successful  candidate  will  develop  and  implement  an  K- 
commerce  plan,  coordinate  editorial  anti  commercial  content,  oversee 
content  tle\elo|ters.  tech  specialists,  and  sales  representatives,  anti 
tiewlop  atKertising  sales  anti  ret  en tie  generation. 

Qualified  cantiithites  will  possess  a  firm  fountlation  in  Internet 
technology  anti  ftimiliaritt  with  new  metlia  trends.  Three  to  five  years 
management  experience  encompassing  Web  operation  management, 
hutiget  responsibilities  anti  contract  negotiations  ret)uireti.  Prior 
new spaper  ( ir  metlia  ex|rerience  \ aluahle. 


Jerusalem  Post 

c/o  Hollinger  International,  Inc. 

401  N.  Wabash,  Suite  319,  Chicago,  IL  60611 
Fax:  (312)  321-2288 

No  phone  calls,  please  EOF 


INFORMATION  SYSTEMS 


NEWSROOM  SYSTEMS 
APPLICATION 
SPECIALIST/MACINTOSH 
We  are  seeking  a  trouble-shooter  and 
coach  for  Mac  users  in  the  newsroom. 
Primary  responsibility  will  be  to  help 
journalists  use  desktop  and  laptop 
software  applications  for  Macintoshes 
in  the  office  and  in  the  field.  Your 
responsibility  will  be  to  identify,  ana¬ 
lyze  and  solve  newsroom  system  soft¬ 
ware  problems.  Job  includes  training: 
planning  and  coordinating  the  installa¬ 
tion  and  upgrading  of  Mac  software, 
hardware  and  associated  peripherals; 
maintaining  an  inventory  database. 
This  person  will  have  secondary 
responsibility  for  supporting  users  of 
PCs  and  Atex.  Flours  primaiily  1-10 
pm.  M-F 

You  must  have  broad-based  experi¬ 
ence  in  a  networked  publishing 
environment  and  demonstrated  ability 
to  work  successfully  with  creative  pro¬ 
fessionals  as  well  as  with  systems  pro¬ 
fessionals.  Successful  applicants  will 
have  5  years'  experience  with  software 
applications.  These  include  design, 
word-processing,  communications, 
spreadsheet  and  database  manage¬ 
ment  applications  such  as  QuarkX¬ 
Press,  Adobe  Illustrator,  and  Photo¬ 
shop,  Macromedia,  Freehand,  Micro¬ 
soft  Word  and  Excel,  Novell  Group- 
Wise,  White  Knight,  FileMaker  Pro, 
Netscape  Navigator  and  the  MacText 
terminal  emulator  for  Atex,  and  devel¬ 
opment  tools  such  as  Appliscript, 
Userland  Frontier  and  Lotus  Notes. 

Send  a  letter  and  resume  to: 

Dan  Barnes.  Technology  Director. 

425  Portland  Ave..  Minneapolis,  MN  55488 
E-mail  barnes@startribune.com 
Apply  by  March  1 


MAILROOM 


MACHINIST 

Newsday,  one  of  Long  Island  s  pre¬ 
mier  employers,  currently  has  an  out¬ 
standing  opportunity  available  for  an 
experienced  journeyman  to  join  our 
Machine  Shop. 

In  this  role,  you  will  perform  pre¬ 
ventative  and  reactive  maintenance  on 
all  production  equipment.  Additionally, 
you  will  be  responsible  for  fabricating 
machine  parts  and  ensuring  that 
machines  are  able  to  accomplish  pro¬ 
duction  needs.  The  ideal  candidate  will 
be  a  machinist  with  lO-i-  years 
machinery,  rigging  and  fabrication 
experience.  2  years  of  technical  school 
or  equivalent  experience  and  previous 
experience  repairing  mailroom/printing 
press  equipment  preferred. 

For  immediate  consideration,  forward 
your  resume  to: 

Dina  Maltese. 

Employment  Representative 
Newsday 

235  Pinelawn  Road 
Melville,  NY  11747 
Fax:  (516)  843-4183 
Equal  Opportunity  Employer 
www.newsday.com 


MAILROOM 


MAILROOM  MANAGER 
Midwest  daily  newspaper  with  over 
97,000  circulation  has  an  immediate 
opening  for  a  Mailroom  Manager. 
Previous  supervisory  experience  re¬ 
quired.  Newspaper  inserting  equip¬ 
ment  experience  a  plus.  Must  have 
mechanical  aptitude  and  ability  to 
manage  multiple  tasks  and  build  a 
strong  team.  For  consideration,  please 
send  resume  to: 

Box  01176,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI.  NY.  NY  1 0036 


MARKETING 


THE  DIRECTOR  OF  ONLINE 
SALES  AND  MARKETING 
is  a  key  member  of  a  high-performing 
leadership  team  that  values  vision, 
energy,  accountability  and  a  sense  of 
humor.  Reporting  to  the  Vice  Presi¬ 
dent/New  Media,  this  director-level 
position  will  be  responsible  for  the 
strategic  and  tactical  management  of 
the  company's  online  sales  and  market¬ 
ing  group.  Primary  responsibilities 
include:  developing  new  revenue  pro¬ 
ducts  and  opportunities;  establishing 
revenue  forecasts,  online  sales  policies, 
incentive  plans  and  product  pricing 
strategies:  creating  and  implementing 
cross-media  marketing  strategies  and  pro¬ 
motional  campaigns:  gathering  and 
leveraging  consumer  and  advertiser 
data:  gathering  and  leveraging  com¬ 
petitive  marketing  data;  and,  estab¬ 
lishing  and  implementing  online  con¬ 
sumer  and  advertiser  loyalty  programs. 
Requirements  for  this  high-visibility  posi¬ 
tion  include  a  Bachelor's  degree  and  a 
proven  track  record  in  building  and 
managing  sales  and  marketing  teams; 
promoting  and  managing  online  brand 
strategy  tor  multiple  product  lines; 
managing  a  multi-million  dollar  operat¬ 
ing  budget;  and.  achieving  aggressive 
revenue  goals. 

Viable  candidates  must  have  direct 
experience  in  sales,  sales  management, 
market  analysis,  marketing  communica¬ 
tions  and  brand  management.  They 
must  have  formal  education  in  marketing 
principles  and  three  years  experience  in 
an  emerging  business  or  online  environ¬ 
ment.  A  casual,  flexible  team  environ¬ 
ment  that  values  innovation,  creativity 
and  a  balanced  life. 

Competitive  compensation  package  and 
a  comprehensive  benefits  package  in  a 
stable  company.  Please  specify  job 
code;  99-549/AD- EP/MN  on  your 
resume  and  send  to: 

The  Seattle  Times 
Employment-549/MN 
PO.  BOX  70.  Seattle.  WA  981 1 1 
Orfax  (206)  515-5560  EOE 
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_ NEW  MEDIA _ 

INTERNET  DIRECTOR 
The  Washington  Times  seeks  a  Web- 
sawy  senior-level  manager  to  head  our 
Internet  operations.  Responsibilities 
include  strategic  planning  and  daily 
business  operation  of  award-winning 
daily  news  and  information  site.  The  suc¬ 
cessful  candidate  will  be  responsible  for 
business  growth  and  development 
including  new  products  and  functions, 
technology  solutions,  advertising,  sales 
and  marketing.  Excellent  salary  and 
benefits.  Contact  Ted  Agres.  Deputy 
Managing  Editor,  The  Washington  Times: 

3600  New  York  Ave  NE 

Washington,  DC  20002 
E-mail  to  wtimes@wt.infi.net 


DIRECTOR  -  ONLINE 


We  are  a  metro  paper  with  a  large, 
revenue  producing  web  site  and  asso¬ 
ciated  businesses.  We  were  one  of  the 
first  and  traffic  tells  us  we  are  still  one 
of  the  best.  We  are  searching  for  a 
director  to  reposition  our  online  busi¬ 
nesses  in  the  coming  months.  The 
ideal  candidate  has  been  insolved  with 
internet  development  since  the 
beginning  and  is  running  a  site  now. 
He  or  she  needs  to  understand  both  the 
revenue  and  content  sides  and  know 
what  strategic  partnerships  are  impor¬ 
tant.  L'nderstanding  of  technologv  is 
also  vital.  We  don't  want  someone 
who  just  runs  our  web  site.  We  want 
someone  with  the  \  ision  to  position  us 
for  the  next  wave  of  development.  In 
return,  we  offer  a  great  location,  ter¬ 
rific  weather,  excellent  salary  and 
benefits  and  a  corporate  structure  that 
believes  in  UkuI  autonomy. 

Send  resume  and  coverletter  to: 


Box  01171,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 
Or  E-mail:  hazelp@mediainfo.com 


PREPRESS 


IMAGING  SPECIALIST 
The  Lexington  (KY)  Herald-Leader. 
120,000  daily  and  160,000  Sunday 
circulation  paper  is  looking  for  an  imag¬ 
ing  specialist.  This  person  will  be  a 
member  of  the  imaging  department, 
working  under  the  guidance  of  the  Imag¬ 
ing  Director  in  the  scanning  and  pre¬ 
pressing  of  daily  and  advance  editorial 
color  and  B.YV  images  for  output. 
Qualifications  include  a  strong  working 
knowledge  of  Macintosh.  Adobe 
Photoshop,  and  APNewslynx.  This  posi¬ 
tion  requires  excellent  people  skills, 
use  of  sound  judgment  and  decision 
making  and  maintaining  a  productive 
workflow.  Also  requires  creativity  and 
skill  in  digital  imaging  to  provide  sec¬ 
tion  editors  and  designers  with  prop¬ 
erly  prepressed  images  within  deadline 
time  constraints  of  each  section. 

Looking  for  someone  with  at  least  3 
years  prepress  experience. 

Please  contact. 

Sharon  Ruble,  Imaging  Director 
Ph:  (606)  231-1326  Fax:  (606)  231-9738 
E-mail:  sruble@herald-leader.com 


PRESSROOM 


PRESS  OPERATOR 

(first  pressman),  advancement  poss¬ 
ibilities  within  year,  web  Goss  Com¬ 
munity.  pre-press  experience  helpful. 
Almost  all  new  equipment  throughout 
plant.  Send  resume  to: 

Tena  Williams.  Ketchikan  Daily  News 
501  Dock  Street,  Ketchikan,  Alaska  99901 


GROWING  Pahrump,  Nevada  twice- 
weekly,  commercial  shop,  seeks  expe¬ 
rienced  web  press  operator.  Harris  V- 
1 5.  eight  units.  Great  facility,  great  life¬ 
style  and  weather.  Contact: 

Hank  Bond,  hbond@pahrump.net 
Or  mail  resume  to: 

Publisher,  Pahrump  Valley  Times 
2160  E.  Calvada  Blvd.,  Pahrump,  NV  89048 
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HELP  WANTED 


PRESSROOM 


PRESS  OPERATORS 
Press  Journal  Printing  Co.  is  seeking 
press  operators  for  our  nine  unit  Goss 
Community  Pressline.  If  you  have 
experience  in  web  offset  printing  and 
have  what  it  takes  to  work  and  perform 
in  the  printing  industry,  then  we  invite 
you  to  come  and  grow  with  us. 

Individual  must  possess  good  main¬ 
tenance,  communication  skills  and 
able  to  meet  deadlines.  We  operate 
Monday  through  Friday. 

We  are  located  in  Louisiana,  Missouri 
on  the  banks  of  the  Mississippi  River, 
65  miles  north  of  St,  Louis.  Louisiana  is 
known  for  its  river  charm,  rolling 
landscape,  and  gracious  historic  homes 
from  the  civil  war  era.  Hunting,  fishing  or 
just  a  leisurely  journey  along  Tom 
Sawyer's  favorite  playground  can  be 
found  here.  We  offer  health,  dental,  pre¬ 
scription  benefits,  401  (k),  paid  vacations 
and  holidays  and  relocation  services. 
Please  send  your  resume  with  salary 
requirements  to: 

Jeff  Guay,  Production  Manager 
Press  Journal  Printing  Company 
RO.  Box  174,  Louisiana,  MO  63353 
Or  E-mail:  jeff@pjprinting.com 

PRESS  OPERATORS 
The  Denver  Post  newspaper  is  seeking 
experienced  press  operators  to  join 
the  #1  newspaper  in  Colorado.  Ideal 
candidates  will  possess  3  years  expe¬ 
rience  in  quality  web  offset  printing 
operations  utilizing  Headliner  presses 
and  7  unit  Newsliner.  Must  be  familiar 
with  all  phases  of  offset  technology. 

We  offer  a  highly  competitive  salary 
as  well  as  an  outstanding  benefits 
package  including  medical  (company 
contribution  80%),  dental,  life  insur¬ 
ance  and  short  term  disability. 

To  apply,  please  fonward  resume  to: 

The  Denver  Post 
Human  Resources 
1 560  Broadway,  Denver,  CO  80202 
Or  Fax  to  (303)  820-1214 
Employment  offers  are  conditioned 
upon  applicant  undergoing  and  pass¬ 
ing  a  pre-employment  drug  screen, 

EOE 


PLIBLISHER 

Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


PRODUCTION/TECH 


DIRECTOR  OF  OPERATIONS 
Midwestern  newspaper  with  circulation 
of  400,000  daily  and  500,000  Sunday 
is  seeking  a  Director  of  Operations  for 
its  state-of-the-art  production  facility. 
Responsible  for  pre-press,  press  and 
post-press  related  areas.  Primary 
responsibilities  are  to  establish  print 
quality  standards  and  ensure  com¬ 
pliance,  monitor  productivity  and 
workflow  issues,  and  guide  managers 
in  the  development  of  specifications 
for  equipment  and  materials  used  in 
the  production  process.  Works  well 
with  other  divisions  to  meet  the  needs 
of  internal  customers  to  ensure  a  lead¬ 
ership  position  in  innovative  service  to 
advertisers  and  subscribers.  Reports 
to  the  President  and  Publisher. 

Qualified  candidates  will  have  a  suc¬ 
cessful  history  of  newspaper  industry 
operations/production  experience  in  a 
management  capacity.  Strong  ana¬ 
lytical,  communication,  organizational 
and  other  leadership  skills  are 
required,  along  with  well-refined 
interpersonal  skills  and  the  ability  to 
manage  a  workforce  of  approximately 
325  union  and  non-union  employees. 
Must  have  the  ability  to  assess  new 
technology  and  analyze  its  impact  on 
the  existing  operation  and  its  future. 

We  offer  a  competitive  salary  com¬ 
mensurate  with  experience,  along  with 
a  comprehensive  benefit  package.  To 
apply,  please  forward  resume  with 
salary  requirements  to: 

Box  01149,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 
We  are  an  Equal  Opportunity  Employer 

PRODUCTION  DIRECTOR 
Looking  for  first-class  production 
executive  to  join  a  dynamic  team  in 
Hattiesburg,  Miss.  We  are  located  in 
southeast  Mississippi,  one  of  the 
fastest  growing  markets  in  the  state. 
Home  to  the  University  of  Southern 
Mississippi,  it's  a  great  place  to  raise  a 
family,  A  hop,  skip  and  a  jump  from 
New  Orleans,  Pensacola,  Mobile, 
Jackson,  Miss,  and  Memphis.  The 
weather  is  mild  and  the  people  warm 
and  gracious.  Moderate  cost  of  living. 
Join  a  dynamic  production  department 
responsible  for  producing  an  after¬ 
noon  daily,  USA  Today  and  com¬ 
mercial  work.  The  successful  candi¬ 
date  will  be  a  knowledgeable,  forward- 
thinking  and  effective  executive  with  a 
proven  track  record  in  newspaper  pro¬ 
duction  management.  The  production 
director  manages  all  facets  of  the  pro¬ 
duction  process  including  pre-press, 
press,  distribution  and  building.  The 
director  is  heavily  involved  in  capital 
planning  and  implementation  as  well 
as  safety  and  environmental  programs. 
Experience  in  all  facets  of  production  a 
must.  The  successful  candidate  will 
have  strong  leadership,  communica¬ 
tion,  motivational,  planning  and  tech¬ 
nical  skills.  EOE 
Please  send  resume  to: 

Leslie  Hurst,  President  and  Publisher 
Hattiesburg  American,  825  N.  Main  St,, 
Hattiesburg,  MS  39401 


PRODUCTION/TECH 


PRODUCTION  MANAGER 
Pacific  Stars  and  Stripes,  the  daily 
newspaper  serving  American  military 
and  government  employees  and  their 
families  throughout  the  Pacific,  is  in 
the  process  of  restructuring  its  entire 
operation.  Now  is  your  chance  to 
become  part  of  our  new  team  with  the 
opportunity  of  working  and  living  in 
one  of  the  world's  most  exciting  cities  - 
Tokyo. 

We  re  looking  for  a  “hands-on”  man¬ 
ager  to  plan  and  direct  the  production 
of  the  daily  newspaper;  and  to  oversee 
our  commercial  print  shop.  Qualified 
candidates  will  have  managerial  expe¬ 
rience  in  all  phases  of  newspaper  pro¬ 
duction,  supervisory  experience  direct¬ 
ing  the  work  of  subordinate 
suerpvisors,  and  familiarity  with 
Urbanite  presses  and  press  layouts. 
Knowledge  of  digital,  ele-ctronic  data 
transfer  and  imaging,  and  work  expe¬ 
rience  managing  the  activities  of  a  com¬ 
mercial  print  shop  are  a  plus. 

We  offer  a  competitive  salary  and  ex¬ 
cellent  benefits  including  subsidized 
housing  and  schooling  for  children 
grades  K-12;  access  to  military  shop¬ 
ping,  medical  and  recreational 
facilities;  and  401  (k),  retirement  and 
group  insuance. 

To  apply  for  this  unique  once-in-a- 
lifetime  opportunity,  send  your  current 
resume,  with  salary  requirements  and 
an  accompanying  cover  letter  to; 

Pacific  Stars  and  Stripes,  Attn:  Civilian 

Personnel  Office,  Unit  45002,  APO  AP 
96337-5002;  or 

fax  to  (01 1  -81 )  3-3403-5493;  or 

E-mail  in  ASCII  text  or  MS  Word 
(PC)  to  jobspss@stripes, osd.mil 
by  February  25, 2000. 

This  position  is  open  to  US  citizens  only. 

AN  EQUAL  OPPORTUNITY  EMPLOYER 

Clastsified  .\dvertisers; 

If  y()u  don  t  see  a  category  that  fits  your  needs, 
please  call  us  at 

_ 888-82S-9H9 _ 

PUBLIC  RELATIONS 


MAJOR  ACCOUNTS' 
ENTERTAINMENT  MANAGER 
If  you  are  a  highly  energetic,  self- 
motivated,  ambitious,  creative,  stra¬ 
tegic  thinker.  The  Daily  Breeze,  a 
Copley  Newspaper,  would  like  to 
speak  to  you  -  immediately. 

Your  solid  track  record  in  sales  to 
major  advertisers  is  essential  for  the 
direct  management  responsibility  to 
increase  advertising  revenue  through 
your  strong  leadership  of  a  5-person 
department.  Your  motivated  staff  will 
be  led  by  your  example.  Your  highly 
organized  skills  will  be  essential  in 
attaining  your  goals. 

The  ideal  candidate  will  have  the  ability 
to  negotiate,  build  relationships, 
develop  presentations,  and  make  pro¬ 
posals  to  advertising  agencies  and 
major  accounts  locally,  regionally  and 
nationally. 

Compensation  is  salary  and  com¬ 
mission  based  on  experience.  Our 
105-year  old  local  newspaper  offers 
medical,  dental,  optical,  401  (k)  and 
retirement  plans.  Climate  and  location 
are  very  desirable.  Please  E-mail,  Fax 
or  mail  resumes  to; 

Jobs@DailyBreeze.com 
Fax;  (310)  540-9455 
Daily  Breeze 
Attn:  Human  Resources 
521 5  Torrance  Blvd. 

Torrance,  CA  90503 


POSITIONS  WANTED 


ADMINISTRATIVE 

PUBLISHING/PRINTING  EXECUTIVE, 
age  50  seeking  position  as  General 
Manager,  Project  or  Accounting  Manager 
in  Zones  2, 3. 4.  For  additional  details: 

Fax:  (815)  648-2856 
E-mail;  graphic@stans.net 

PUBLIC  RELATIONS 


_ PUBLIC  RELATIONS  -  New  York  City,  NY  \ 

Prominent  Jewish  nonprofit  civil  rights  organization  seeks 
a  dynamic,  experienced  professional  to  join  its  media 
relations  team.  The  successful  candidate  will  have  a  BA 
degree  and  two  to  three  years’  experience  working 
with/for  a  news  organization  as  well  as  a  wide  range  of 
media  (print,  electronic,  TV  and  radio).  Excellent  writing 
and  computer  skills  with  the  ability  to  meet  deadlines  and 
work  under  pressure  are  essential.  Knowledge  of 
national/international  events  and  issues  of  concern  to  the 
Jewish  community  is  also  required. 

Responsibilities  include  writing  press  releases  and  op-eds, 
pitching  news/feature  stories,  staffing  press  events,  and 
establishing  one-on-one  relationships  with  media. 

Some  travel  may  be  required. 

Salary  to  mid  $30’s  plus  an  outstanding  fringe  package. 
Forward  resume  to  EWS/MRS  via  Fax  (212)  885-5862, 
or  mail  to:  Human  Resources  Dept.- EWS/MRS,  P.O.  Box 
20411,  D.H.C.C.,  New  York,  NY  10017. 

EQUAL  OFPOSTVNITY  EMPLOYES 
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POSITIONS  WANTED  - 


111 


ADMINISTRATIVE 


PUBLISHER  S  CONSULTANT: 

I  work  as  the  publisher  s  right  hand,  for 
as  long  as  needed,  to  solve  ad 
revenue,  circulation,  editorial  and  print 
problems.  Also  able  to  develop  and.'or 
implement  policies.  Skilled  in  cold 
starts  or  new  edition  development.  Thi¬ 
rty  years  experience  in  daily,  weekly 
and  TMC.  All  services  confidetial. 

Call  Michael  Bradley  at  (508)  563-2835 
Or  E-mail  mbradley@capecod.net 

CIRCULATION 

CIRCULATION  CONSULTANT,  weeklies, 
dailies,  metros.  Short  or  long  term. 
Circulation,  mailrooms.  transportation,  pro¬ 
motions.  reader  contests. 

Call  Vince  Fusco  at  210-661  -5712  or 
E-mail:  vfusco@express-news.net 


SPORTS  WRITER  AND  COPY  EDITOR 
with  award-winning  credentials.  Wants 
to  return  to  mid/large  market.  Team 
player  with  positive  attitude. 

E-mail  me  at  mmorrow@infowest.com 
Or  call  (435)  635-2844 


REPORTER  with  experience  in  all  writ¬ 
ing  styles  seeks  opening  with  daily  or 
weekly  newspaper.  Am  willing  to 
relocate  and  start  immediately.  Have 
studied  Spanish  for  8  years  and  lived 
at  college's  Spanish  House  for  3. 
Interested?  Please  contact  me  at: 

(609)  601  -1 595  s28plu@eticomm.net 
for  interview 


REPORTER.  7  years  experience  on 
cops,  courts,  schools,  cities,  natural  dis¬ 
asters  and  the  Oklahoma  bombing 
seeks  spot  at  larger  metro  daily.  I 
speak  French  and  Spanish. 

Contact  durendal30@hotmail.com 


PARIS-BASED 

university  English  instructor,  former  food 
editor  and  (til  recently)  cross-cultural  col¬ 
umnist.  seeks  dynamic  editorial  position. 
NYC.  ESL  EFL  a  specialty. 

bpiparls@yahoo.com 

EXPERIENCED  energetic  writer/editor 
seeks  creative  career  challenge. 

(305)  891-2595 


Job  Hunting? 

—  -  B  iiy  i  ng? 

Selling?— = — 

H  i  r  i  ng  ? 

OR  TIJST  LOOKING? 


I'sc  tile  best  read  Classified  Ad 
Pa^cs  in  the  indnstrx’ 

E&P  s  ('lassified  Section  is  wliere  you'll  find  the  used 
equipment  yon  need,  discover  new  employment  oppor¬ 
tunities.  get  a  feel  for  who's  hiring  where,  find  the  key 
professionals  to  make  your  newspaper  run.  sell  yoiir 
used  equipment,  locate  industry  service  providers,  even 
hut  or  sell  your  newspaper  business. 

Neu’  ads  every  tt^eek! 

Rates  and  information  are  in  tliis  section. 

To  place  your  classified  ad. 

FAX;  (2 12)5.^6-8800  P  H  O  N  F) :  (888)825-9 149 
F^  -mail:  hazelp(tt  mediainfo.com 

MAIL:  F,&P  Classified  Ads 
1515  Broadwav,  12tli  Floor 
New  York,  NY  10036 


PUBLI 


CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/'or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 


POSITIONS  WANTED 

(includes  online  posting) 


1  week  . 

. $11.75 

1  week  . 

. $5.50 

2  weeks  . 

. $10.35 

2  weeks  . 

. $4.60 

3  weeks  . 

. $9.05 

3  weeks  . 

. $3.80 

4  weeks  . 

. $7.85 

4  weeks  . 

$3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.(X)  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  S30.00 


DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week  . $121  pci 

2  weeks  . $110  pci 

3  weeks  . $104  pci 

4  weeks  . $100  pci 


PAYMENT 


Make  check  payable  to  Editor&  Publisher 
<^^i4rge  to  your  American  Express. 

V7<*4'  MasterCard  or  Visa.  Please  supply  name 

.1  inly  Bmamh  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads.  new  accounts  and  positions  \,vanted  ads  must  pre-pay. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address.  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

1515  Broadway,  12th  Floor,  New  York,  NY  10036 
FAX:  (212)  536-8800 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
Lisad@mediainfo.com 


EDITOR  &  PUBLISHER  FEBRUARY  7,  2000 


QUESTIONS? 


VOICE:  (888)  825-9149  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss 
Michele  Appello 
Lisa  Dixon 

FAX:  (212)  536-8800  or  E-mail:  hazelp@mediainfo.com  anytime. 
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Editor<^„. 

Pl^BLl^.'  ER 

ANNUAI  DIRECTORIES 

All  the  critical  data 
you  need  —  right 
at  your  fingedipsl; 

For  faster  service,  or  for^formation 
on  our  CD-ROMs,  call  toll-free 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Publisher 
INTERNATIONAL  YEARBOOK 

1515  BROADWAY 

NEW  YORK  NY  10109-0025 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Pubiisher 
MARKET  GUIDE 

1515  BROADWAY 

NEW  YORK  NY  10109-0025 


liiilllliiiiiilllliiililiilliiilliiiiililililiiilill 


We  Rank  The  BEST  PLACES 
TO  LIVE  IN  THE  U.S. 

ALL  NEW  2000 
EDITOR&PUBLISHER 
MARKET  GUIDE. 

Now  Including  the  Exclusive 
E&P  Better  Liv'gg  Index! 


For  75  years  marketers  have  used  the  E&P  MARKEVI  GUIDE  as  a  planning 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with 
actuals  and  remarkably  accurate  annual  projections. 

But  the  MARKFi  E  GUI15E  has  also  been  a  highly  recommended  source  ol 
relocation  data.  Its  unique  combination  oF  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 

Now,  in  our  76th  anniversary  printing,  the  MARKEI  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

-  ReltKation  info  now  includes  rankings  of  quaiiry  of  life  data  including: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


-  Demographic  data  now  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

-  Now  Population  Forecasts  are 

projected  out  5  YEARS  to  2005! 

-  All  the  market  data  for  C!!anada  is  in 

one  convenient  section! 

F’lT  S  ... 

...  these  regular  features:  Population  by  Age,  F'thnic 
Breakdowns,  Number  of  Households,  Income  per 
Household  and  per  Capita,  Principal  Industries,  Chain 


Outlets,  Retail  Outlets,  Location  of 
Markets,  Newspapers  Serving  the  Market,  Retail  - 

Sales  Data,  and  much,  much  more! 

It’s  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  U.S.  and  Canada  ...  plus  critical  market  data 
for  more  than  1,600  cities  and  all  .5,141  U.S.  counties. 

UHK.I.Mi 

The  print  copy  of  the  E&P  \1ARKET  GUIDE  is  just  SI  40.  Ifs  also  available 
on  CD-ROM  together  with  the  data  from  U.S.  MARKE  T  EORECASTS 
which  covers  all  towns  and  cities  in  the  U.S.  with  2500  or  more  population. 
Pricing  for  the  CD-ROM,  which  includes  the  printed  Market  Guide,  is  just 

- S495.  (CA,  DC,  FT,  IL,  MA,  MD,  NJ,  NY,  OH  and 

TX  rc'sidents  please  add  appropriate  sales  tax.  Canada 
residents  please  add  GST.) 


MARKET 

GUIDE 


2000 


ohui:h  tod.w 
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getting  it  right 


Watch  what  you  say 


The  California  Supreme  Court  hus  ap¬ 
proved  an  unprecedented  restriction  of  free 
speech  in  the  workplace.  The  U.S.  Supreme 
Court  is  being  asked  to  review  the  decision, 
and  this  prior  restraint  of  speech  could  then  — 
if  the  high  court  agrees  —  affect  any  workplace 
around  the  country,  including  a  newsroom. 

Yet,  except  briefly  in  California,  there  has 
been  little  press  coverage  of  this  assault  on  the 
First  Amendment,  an  assault  that  —  astonish¬ 
ingly  —  is  supported  by  the  American  Civil 
Liberties  Union  (ACLU). 

In  Avis  Rent  A  Car  System  vs.  Aguilar,  the 
California  Supreme  Court  upheld  an  award  of 
$  1 35,(XX)  in  damages  to  Hispanic  employees  of 
Avis  who  had  charged  employment  discrimina¬ 
tion  in  the  form  of  persistent  racial  and  ethnic 
epithets  and  insults  expressed  by  a  supervisor. 

But.  for  the  first  time,  a  state’s  highest  court 
went  beyond  awarding  damages  because  of  a 
hostile  work  environment.  It  also  imposed  a 
prior  restraint  against  any  such  language  in  the 
workplace.  Moreover,  the  trial  judge  has  been 
instructed  to  compile  a  list  of  specific  offensive 
words  that  are  prohibited  forevennore. 

As  dissenting  Justice  Stanley  Mosk  empha¬ 
sized.  "Punishment  for  —  and  suppression  of 
—  speech  are  two  different  things.”  Another 
dissenting  justice.  Janice  Brown,  said  that  the 
majority  decision  “would  create  the  exception 
that  swallowed  the  First  Amendment." 

In  Near  vs.  Minnesota  (1931),  the  U.S.  Su¬ 
preme  Court  ruled  that  prior  restraint  of  speech 
(including  the  press)  is  hostile  to  the  very  core 
of  the  First  Amendment.  It  cited  only  such  nar¬ 
row  exceptions  to  prior  restraint  as  the  publica¬ 
tion  of  military  secrets  or  wartime  obstruction 
of  recruitment.  But  the  Avis  decision  —  which 
should  have  alarmed  the  press  —  goes  beyond 
gag  rules  to  eviscerate  the  First  Amendment.  As 
Mosk  pointed  out,  it  is  unconstitutional  to  for¬ 
bid  “any  future  use  of  a  list  of  offensive  words 
in  the  workplace  —  even  outside  the  presence 
of  the  [Hispanic  employees]  and  even  if  [the 
words  are]  welcome  or  overtly  permitted.” 


He  went  on  to  make  the  obvious 
point  that  "the  effect”  of  any  one  or 
more  such  words  “cannot  be  determined 
in  advance."  Mosk  quoted  from  a  1998 
U.S.  Supreme  Court  decision  (Oncale 
vs.  Sundowner  Offshore  Services): 

"The  real  social  impact  of  workplace 
behavior  often  depends  on  a  constella¬ 
tion  of  circumstances,  expectations,  and 

The  Avis  decision 
...  may  be  the 
broadest  and 
vaguest  restriction 
of  speech  in 
American  iegai 
history. 

relationships  [that]  are  not  fully  captured  by  a 
simple  recitation  of  the  words  used.” 

The  Avis  decision  prohibits  fioure  words 
stripped  of  any  context  or  of  who  will  be  using 
them  and  under  what  circumstances.  This  may 
be  the  broadest  and  vaguest  restriction  of 
speech  in  American  legal  history.  In  Cohen  vs. 
California  (1971).  the  U.S.  Supreme  Court 
emphasized.  "We  cannot  indulge  the  facile 
assumption  that  one  can  forbid  particular 
words  without  also  running  a  substantial  risk 
of  suppressing  ideas  in  the  process.” 

Although  the  Avis  decision  is  directed  at  a 
particular  supervisor  in  a  particular  workplace, 
if  the  U.S.  Supreme  Court  makes  it  the  law  of 
the  land,  it  can  apply  to  all  workplaces.  And 
even  if  the  high  court  does  not  review  the 
California  Supreme  Court  decision,  that  ruling 
can  still  be  cited  in  other  courts  —  federal, 
state,  and  municipal  —  around  the  country. 

Already,  in  San  Mateo,  Calif.,  a  jury  has 
found  in  the  complainant's  favor  after  a  mem¬ 


ber  of  the  local  police 
department  was  charged 
with  making  a  racist 
remark.  As  a  result,  a  prior 
restraint  has  been  placed 
on  the  entire  police 
department  on  the  basis  of 
the  Avis  decision. 

In  endorsing  this  star¬ 
tling  use  of  advance  cen¬ 
sorship,  the  ACLU  of  Nor¬ 
thern  California  not  only 
submitted  an  amicus  curi¬ 
ae  (friend-of-the-court)  brief  to  the  California 
Supreme  Court  but  said  afterwards  that  the 
prior  restraint  on  speech,  including  specific 
words,  was  justified.  Otherwise,  the  ACLU 
said,  the  Hispanic  employees  might  have  to  file 
"a  series  of  repetitive  damage  suits”  to  avoid  a 
continuing  "hostile  work  environment.” 

1  had  two  long  interviews  about  this  decision 
with  Ira  Glasser.  executive  director  of  the 
national  ACLU,  but  he.  too.  placed  the  full 
backing  of  the  organization  behind  this  subver¬ 
sion  of  the  core  purpose  of  the  ACLU.  As  U.S. 
Supreme  Court  Justice  William  Brennan  once 
told  me.  and  as  the  ACLU  used  to  agree.  "All 
our  liberties  flow  from  freedom  of  speech  — 
from  the  First  Amendment.” 

Samuel  Walker,  in  his  "In  Defense  of 
American  Liberties:  A  History  of  the  ACLU” 
(Southern  Illinois  University  Press.  1999)  notes 
that  the  ACLU  was  founded  in  1920  to  impar¬ 
tially  defend  civil  liberties,  "including  the  prin¬ 
ciple  of  free  speech,  without  reference  to  the 
content  of  that  speech'.'  (Emphasis  added.) 

The  failure  of  the  ACLU  to  be  true  to  itself 
is  also  a  news  story  that  has  been  overlooked. 
It's  as  if  Alan  Keyes  or  Steve  Forbes  came  out 
for  abortion  rights  —  and  nobody  in  the  press 
noticed.  ■ 


Hentojf  writes  a  .syndicated  column  for 
United  Media,  as  well  as  a  colunm  for  The 
Village  Voice  in  New  York. 
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Online  auctions  are  hot.  | 

In  1998,  1.2  million  people  took  part.  By  2002,  that  number  will  top  6.5  million. 


But  not  all  auction  products  are  the  same.  InfiNet’s  iBidSmart  is  the  only 
customizable  auction  solution  for  newspapers  that  offers  local  and  nationeil 
modules.  That  means  your  readers  can  access  more  them  30  national  online 
auctions  without  ever  leaving  your  site.  As  you  build  your  local  presence, 
your  readers  get  a  rich  auction  experience. 

No,  the  Brooklyn  Bridge  is  not  for  sale.  But  if 
it  were,  there  would  probably  be  someone 
in  your  market  who’d  want  to  buy  it.  So  call 
InfiNet  today  and  get  in  on  the  auction  action. 
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